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CONSTRUCTION CONTRACT TREND 


IN 37 EASTERN STATES 


(12-MONTH MOVING TOTALS) 


“DID YOU SAY 2 BIG BUILDING MARKETS?” 


doing. It follows that the RECORD for 1983 
will emphasize both the practical problem 
of war building and the essential problem 
of designing for post-war. /ts readers @ 
continue to be active in both kinds of wor 


1942 will mark an all-time peak in Amer- 
ica’s building censtruction activity. 1943, a- 
now projected by those who should know. 
probably will run around 70°% of this year. 


(gain. in 1943 as in “42, you will find archi- 
tects-engineers performing their esseatial 
function on practically all building done .. . 
for the armed forces, to expand production 
facilities, to house war workers, etc. 


That's one market... your present market 
Yes, its a war market and an unusual mar- 
ket, but you can still direct sales and pro- 
motional effort in such a way as fo com- 
mand the position that your circumstances 
indicate you should command. 


Keeping architects and engineers informed 
about your product, position, and objec- 
tives, is one of the soundest promotion poli- 
cies you can adopt. Using the RECORD 
to talk to this active audience is your surest 
way to do an effective. economical job. 


Do you know tliat hundreds of architect- 
engineer readers of the RECORD right 
now are at work on projects, completing 
their plans and specifications against the 
day when contracts can be let? Did you 
realize this country faces the greatest for- 
ward surge in building contract letting im- 
mediately after the war that it has ever 
faced? Building economists say $2,500,000,- 
000 is a conservative figure (see chart 
above) for the deferred private projects 
accumulating this year alone! 


Don’t you agree that waiting until after the 
war to sell this, your second big market, 
means waiting too long? Isn't now the 
ideal time to pre-sell your future market 

the time to insure your position in the ter- 
rific competition certain to follow the war? 


Always and everlastingly, the RECORD 
leads its field in serving architects and en- 
gineers in terms of the actual work they are 


... Yes, and you can sell both via... 


Today, when every doller counts . . . wh! 


every move you make can mean so much... 
buy the RECORD with complete assuran 
that you are not scattering your shot ~ 
whether your objective is to sell in new 
year’s big market, or to sell in the ev 
larger market now massing for the futur 
ARCHITECTURAL RECORD 
F. W. Dodge Corp., Publishers, 
119 West 40th Street, New York, \. ': 
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NEXT MONTH 


“Price Reduction as a Key to Greater Sales,” 
]. R. Morrill, assistant to the vice-president, 

Lincoln Electric Company. The fascinating 
d significant story of how a company through 
Operation of management, stockholders, and 
brkers increased sales and earnings by reducing 
ces. This may suggest a solution to postwar 
rketing problems 


“Training Field Men for Today—and Tomor- 


bw.” by A. A. Haniford, director of training, 


oning, Maxwell & Moore, Inc. Here's how 
he company is conditioning its men to be. more 
rviceable under today’s conditions and at the 
me time preparing them to jump into the 
it! of conversion difhculties after the war. 


“A Thought Pattern for Wartime Copy,” by 
hn G. Schneider, Fuller & Smith & Ross, Inc 
ith the copy problem getting more difficult as 
© War progresses, here's an idea which may be 
k solution for many advertisers. 


Checking Calendar Usage and Computing 
restive Cost.” by Anthony Anable, formerly 
%€ manager, The Dorr Company, Inc., 
Winthe Navy. Learn how to check the dis- 
calendar for most effective 


issue will bring additional 

can be used in production, scrap, 
pride campaigns based on high- 
| programs around the country 


except October, semi-monthly, 
*ublications, Inc., at 100 E. Ohio St., 
Telephone Delaware 1337. New 
W. Forty-Second St. Telephone: 
rancisco, Russ Bldg.; Los Angeles, 
ingle copies, 20 cents, except 
e, which is not sold separately. 
. and Canada, $2.00 per year. 
mn, $2.50 a year. Entered as sec- 
Jecember 22, 1936, at the post- 
illinois, under the Act of March 
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OW, as never before, fighting men on the production front are look- 
N ing to advertisers for help. Speak up now and tell them how you 
can help to roll out the tremendous production of war materials. Tell them 
how you can speed up production...save scarce material...cut down losses. 
You may want to flash a quick message by selective direct mail. Maga- 
zine advertising will play a large part in your plans and lasting distribution 
of catalog material is vital these days. Because we’ve lived and worked 


with these process industries for more than 25 years, we can help you 


with all three parts in your program. 
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How te Onganize and Conduct Postwar 
Pl e Acté ties 


A guide for preparing the forces of a business for 


peacetime operations without interrupting war efforts 


@ DURING the past few months 
an increasing number of companies 
engaged in manufacture, commerce, 
and transportation have started post- 
war planning activities. Many others 
hesitate to start such activities be- 
cause of a feeling that the efforts of 
the company’s personnel should not 
be diverted from the present task of 
winning the war. 

Naturally, the winning of the war 
is of paramount importance because 
if America should fail in this task, 
then postwar planning is obviously 
worthless. However, when it is re- 
membered how long it has taken to 
gear-up the country for war produc- 
tion, it is only too obvious that post- 


war nning activities must be 
Started, as far in advance of actual 
Peacetime conditions as possible, if in- 
dustry i, to provide jobs for the men 
and Women returning from the armed 


forces, 2nd for the men and women 
who h remained behind on the 
Productin line. 

The { lowing guide has been based 
On the exerience of a company which 
has ma some progress in postwar 
Plannin It is hoped that this ex- 
Perience will be found useful to 


By S. A. HOLME 


Market Research Section, General 
Electric Company, Schenectady, N. Y. 


others. The pattern is that of a large 
heavy-goods manufacturing company, 
but it is believed it will be found to 
apply in most types of manufacture, 
with some modifications, and to com- 
mercial establishments. 


Step I—Formation of a 
Postwar Planning Group 

It is obviously desirable in any com- 
pany that a postwar planning group 
start under the best possible auspices. 
Preferably, it should come as the re- 
sult of action by the president or 
board of directors of the company. If 
such action does not appear to be 
forthcoming, the formation of a per- 
manent or recognized postwar plan- 
ning group may be encouraged 
through the action of a temporary 
group which discusses some of the 
aspects of postwar planning in in- 
formal conferences and then outlines 
a practical program to the manage- 
ment. 

An informal group might make 
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suggestions concerning the following: 

1. The membership of a perma- 
nent postwar planning group. 

2. The authority of such a group. 

3. Whether the activities of the 
permanent group should be in addi- 
tion to their regular duties or should 
constitute a fulltime job. 

A permanent postwar planning 
group should include representatives 
of all the important functional activ- 
ities of the company. Proper con- 
sideration must be given to research 
and development, design and appli- 
cation engineering, manufacture, per- 
sonnel, sales and sales promotion, and 
accounting. In some companies, ad- 
ditional activities such as finance, 
consumer credit, patents, etc., may 
be important and should also be 
represented. 

In general, the men chosen for this 
permanent committee should be ca- 
pable of exercising broad judgment 
as to the future of the company and 
should be capable of exercising a con- 
siderable degree of enterprise. Post- 
war planning is not built around rad- 
ical ideas, but the members of the 
group must be capable of using their 
imaginations so that their recommen- 


19 










































| Getting Ready for Tomorrow's Markets 


@ HERE are a few of the general questions which should be con- 
sidered in postwar planning to assure most efficient conversion to 


peacetime operations: 


1, From what customers and industries does the sales department 
expect to obtain the bulk of its postwar orders? How many 
salesmen will it require and where should they be stationed? 

2. Are any changes in sales methods contemplated and if so, what 
plans are being made to put these into effect as soon as 


possible? 








3. What products must be available for sale as soon as possible 
after the war is over? How soon must engineering or design 
departments start work on such products before they can be put 

into production? What plans are being made to set aside men 


for development or designing of such products? 
| 4. What plans are being made to convert the factories of the com- 


pany to peacetime production, and how soon must such plans 
be available so they may be put into execution without delay? 
If finished goods manufacture is restarted without much delay, 
the raw materials producers can obviously continue working. 


dations lead to the adoption of poli- 
cies which are geared to changing 
economic conditions. 

The group should include one or 
more members with analytical incli- 
nations or experience. If a recognized 
market research section already exists 
within the company, it may be found 
that this group contains suitable per- 
sonnel which can be appointed to 
the committee either in an official 
The experi- 


ence of those companies which have 


or unofhcial capacity. 
started postwar planning activities 
has shown that a great deal of an- 
alytical spade work is essential for 
practical results. 


Step II—Consideration of 
General Postwar Conditions 
Experience has shown that when 
postwar planning groups are first 
formed, several of the early sessions 
are devoted to discussion of rather 
broad aspects of the problem. Such 
discussion should not be discouraged 
even though it does not appear to 
lead to definite conclusions, because 
it has been found that there are a 
good many general points on which 
the group must make up its mind be- 
fore it can proceed to a more specific 
analysis of the company’s problems. 
Two general assumptions seem nec- 
essary to such discussions, but it is 
believed that these assumptions are, in 
general, acceptable to all Americans. 
First, that the United Nations will 
win the war. 
Second, that a lasting peace will 
be designed to bring about the Four 
Freedoms (Freedom of speech, Free- 
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dom of religion, Freedom from want, 
and Freedom from fear); industry’s 
job will be to make Freedom from 
Want a reality, by providing oppor- 
tunities for men and women to work 
and to advance. 

Provided these assumptions are ac- 
ceptable experience has shown that 
discussion of the following topics, 
among others, is to be expected: 

1. What can be learned from the 
experiences of wartime which might 
be applied to peacetime? 

a. The war is building up our 
capacity to produce to a higher 
level than was ever before thought 
possible. Can this high level be 
continued into peacetime so as to 
provide maximum production of 
the goods and services which people 
want? 

b. What is likely to be the peak 
output of goods and services dur- 
ing wartime? 

c. What is likely to be the total 
employment corresponding to the 
output? 

2. It has been said that our eco- 
nomic system is on trial, but in spite 
of a slow and uncertain start, indus- 
try is setting an amazing production 
record. This effort has been brought 
about through. the operations of the 
free enterprise system. If the free 
enterprise system can produce for 
war, what is there to prevent it from 
providing maximum production in 
time of peace? 

3. What should be some of the 
broad objectives of postwar industrial 
planning in terms of — 
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a. Physical objectives: 

1. Employment (total number 
unemployed, employment by trades 
and occupations) ? 

2. Production (gross national 
output, output by types of prod- 
ucts, such as producers’ equipment, 
producers’ plant, residential con- 
struction, public works construc- 
tion, consumers’ durable goods, and 
consumers’ goods) ? 

b. Social objectives: 

Hours of work, rates of pay, un- 
employment, health, and pension 
plans. 
c. Business and policy objectives: 

Trade practices, financial and 
monetary policies, patent and price 
policies? 

Step II]—Analyzing Company's 
Contribution to Postwar Planning 


Having determined the desired na- 
tional objectives in employment, out- 
put, etc., the committee may now 
consider what part the company 
should play in helping to accomplish 
these objectives. 

a. In what segment of the total 
economy do the activities of the com- 
pany belong? 

Producers’ goods? 

Construction? 

Consumers’ durable goods? 

Consumers’ goods and services? 

b. In what industry does the com- 
pany belong? What relationships 
have existed in the past between the 
company’s industry and the compo- 
nents of gross national output m 
which the industry belongs? (Careful 
statistical analysis has shown that 
most industries bear a definite rela- 
tionship to the national economy. 
Therefore, having determined the 
level of production we would like t 
have and the part which each indus- 
try might play, it is then possible 
to determine what the total volume 
of sales for each industry ought 
be. ) 

c. What percentage of the 
industry in which the compiny be- 
longs has been contributed 5y the 
company? (In some conce ns this 
is referred to as the percentage of the 
available business obtained. ) 

It is important to work 1 
industry to the company 
from the company to the 
because this method allows 
displacement of one produc‘ 
other. For example, to tak 
treme case, considerable erro 
company manu! 
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real s:|k stockings were to project the 
industry in terms of its own past ex- 
perience. Because of the displacement 
of real silk by nylon and by rayon, 
it is better to predict the future of 
the hosiery industry and then project 
the likely trend in each kind of hosiery 
in order to determine where the com- 
pany is likely to stand. 


Step IV—Analysis 
by Departments 


Most companies are organized by 
departments. Having determined the 
production which the company as a 
whole should plan for, it is now nec- 
essary to break the problem down fur- 
ther by departments so as to gain the 
active interests and support of those 
men responsible for operating each 
segment of the company’s business. 
The method of approach must vary 
with each company but, in general, 
should be designed to take into ac- 
count all the factors likely to apply 
in each department. 

Some companies operate under a 
system of “management committees” 
or “trading account committees,” 
where each committee is responsible 
for one line of business. If this kind 
of set-up already exists, the postwar 
committee will probably find it desir- 
able to work through this existing or- 
ganization. Where it does not exist, 
it may be found advisable to create 
it through the formation of sub-com- 
mittees representing each department. 
The membership of such sub-com- 
mittees should obviously include those 
immediately responsible for operating 
each department such as the sales 
manager, the engineer or designer, and 
the superintendent or other head of 
the manufacturing group. 


The postwar committee should 
preferably have some preliminary dis- 
cussions with each department in 
which the basic philosophy (including 
data on employment, national output, 
industry output, etc.) which the com- 
mittee has adopted will be explained 
to the operating heads. This is im- 
portant because it gives them a bench 
mark from which to direct the re- 
mainder of their program. 

Each roup should then be asked 
© prep're a complete presentation 
which ; designed to show the fol- 
lowing: 

(1) volume of business which, 
in the j. 2ment of each group, should 

avail 'e and for which they can 
Compete 


(2) > proportion or percentage 





company belongs. 


company. 





Six Steps for Postwar Planning Activities 


1], Appoint a group of forward-looking men who are responsible 
for postwar planning activities. 

2. Decide what the postwar national objectives should be in terms 
of employment, gross national product and the major com- 
ponents of gross national product. 


| 3, Determine what fraction of the gross national product, under the 
postwar conditions which it has been decided to assume, should 
be the responsibility of the industry or industries in which the 


4, Obtain estimates from the various departments in the company 
showing what they expect their production level to be under the 
conditions of national output which have been assumed. This 
production should be translated into the number of employes 
required and the floor space needed. 


5, Summarize all data for the company and prepare a report from 
which recommendations for action may be made. 

6. Carry out the findings of the postwar planning committee 
through action by the regular operating departments of the 








of the total available business which 
they would expect to obtain. 

(3) Changes in products which 
they would expect to make and new 
products which they have in mind in 
order to insure the continued expan- 
sion of their business. 

(4) An estimate of the factory 
floor space, and the number of em- 
ployes which the volume of produc- 
tion will require, compared with the 
floor space and number of employes 
now on the payroll, and before the 
war. 

(5) Any other major problems 
which they feel should be considered. 
For example, a factory may be op- 
erating today entirely on war produc- 
tion. This war production may pro- 
vide additional experience in manu- 
facture which has not hitherto been 
available but which may be effectively 
applied to postwar methods of manu- 
facture. In regard to planning the 
normal business of the department, 
therefore, it may be desirable to plan 
for entirely new production methods 
because this represents progress. Such 
changes obviously occupy a very nat- 
ural and proper place in the consid- 
eration of postwar problems. 


Step V—Summarizing 
Results for the Company 


When all departments have been 
covered, results should be summa- 
rized by the committee so that a 
complete perspective of the company 
may be obtained. This is advantage- 
ous because it emphasizes over-all 
company problems as distinct from 
departmental problems. 
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If the company operates plants in 
several locations, the following ques- 
tions should be considered: 

a. How do the postwar estimates 
of employment by plants vary with 
the estimated requirements of the war 
peak? 

b. What steps must be taken so 
that when war orders cease there 
will be a relatively balanced oppor- 
tunity for employment in the various 
plants of the company? 


Step VI—Implementing 
the Work of the Committee 


The complete report which the 
postwar planning committee has now 
prepared is obviously valueless un- 
less steps are taken to see that the 
findings of the reports are translated 
into action. In many companies this 
will entail going back to the various 
operating departments and _ request- 
ing them to set up programs showing 
how their objectives are to be attained 
and when they will be in a position 
to make a start on the execution of 
their planning activities. 

At this stage the importance of the 
interdependence between the different 
functions of the company will be- 
come even more marked than under 
normal operating conditions. For ex- 
ample, the manufacturing depart- 
ments cannot afford to set up elabo- 
rate production plans unless they are 
assured of adequate orders from the 
the sales departments and of adequate 
products from the engineering de- 
partments. Sales departments cannot 
take orders unless they can assure cus- 
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tomers ef their ability to deliver. The 
program of how the postwar objec- 
tives are to be realized must therefore 
include all of these elements. 
Individual conditions in different 
companies vary so greatly that it is 
dificult to frame a list of questions 
suitable for a great number of com- 
panies. However, after having worked 
through the of estimating 
postwar objectives and making out- 
lines of the task which each depart- 
ment must assign to itself, the plan- 
ning committee will be in a better 
position to make a comprehensive list 
of questions which it will wish to 
Here are a few gen- 


probably 


process 


have answered. 
eral questions which will 
apply to all companies: 

a. From what customers and in- 
dustries does the sales department ex- 
pect to obtain the bulk of its post- 
war orders? How many salesmen will 
it require and where should they be 
located? 

b. Are any changes in sales meth- 
»ds contemplated and if so, what 
plans are being made to put these into 
effect as soon as possible? (Conver- 
sion from war effort to peacetime not 
only involves obtaining orders. An 
analysis of the company’s business will 
probably show that most of its post- 
war activities will be in well estab- 
lished lines of many 
cases, these have not been greatly dis- 


business. In 


turbed during the war, the main 
development being that the United 
States government has provided the 
main buying stimulus. Therefore, if 
a flow of private orders is obtained, 
employment in the factories of the 
company can obviously be main- 
tained. ) 

c. What products must be avail- 
able for sale as soon as possible after 
the war is over? How soon must en- 
gineering or design departments start 
work on such products before they 


What 


plans are being made to set aside men 


can be put into production? 


for the development or designing of 
such products? 

d. What plans are being made to 
convert the factories of the company 
to peacetime production and how soon 
must such plans be available so they 
may be put into execution without 
delay? 

(If purchasing power and employ- 
ment are to be maintained, a smooth 
transition from war to peace produc- 
tion is obviously desirable. Many 
companies will be working at full 
capacity right up to the end of the 
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TOOL & MANUFACTURING CO 
JOSEPH +. CHENEY, REST OENT 
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Although busy twenty-four hours a day, seven 
days a week on war contracts, Spriesch Tool 
& Mfg. Company, Buffalo, prepares for the 
future by offering its services to others in 
solving their postwar engineering problems 


war, but once fighting ceases, it will 
be highly desirable to exploit the dam- 
med-up demand for products which 
have been curtailed during wartime. 
The problem of conversion will in- 
volve finding space into which em- 
ployes can be rapidly moved so that 
the production of peacetime goods is 
re-established as quickly as possible. 
If finished goods manufacture is re- 
started without much delay, then raw 
materials producers such as mines, 
steel mills, aluminum plants, etc., can 
obviously continue working.) 

e. As the result of the commit- 
tee’s study, what other company ac- 
tivities is it necessary to initiate? 

1. Are there any fiscal or mone- 
tary policies which the company 
should favor? 

2. What part does labor play and 
how can the interest of labor be 
obtained so that it will play its part 
in the program? 

3. What interest should the com- 
pany take in community planning 
in those cities and towns where its 
plants are located? 

4. What steps can be taken to 
stimulate active postwar planning 
work by the trade associations to 
which the company belongs? 

§. By what means can individual 
companies, industries and trade as- 
sociations determine the extent to 
which a free enterprise system is 
succeeding in providing full em- 
ployment? What group or groups 


should be the depository of such in- 
formation and what sort of system 
of reporting might have to be con- 
sidered? 


Summary 


The steps to be followed in post- 
war planning may be described 
briefly, even though each step in it- 
self may take considerable time to 
complete. These are: 


1, Appoint a group of forward- 
looking men who are to be responsible 
for postwar planning activities. 


2. Decide what the postwar na- 
tional objectives should be in terms 
of employment, gross national prod- 
uct, and the major components of 
gross national product. 

(See “Survey of Current Business,” 
May 1942, “Preliminary Estimates of 
Gross National Product”; Fortune, 
June 1942, “The Anatomy of Public 
Spending.”’) 


3, Determine what fraction of the 
gross national product, under the 
postwar conditions which it has been 
decided to assume, should be the re- 
sponsibility of the industry or indus- 
tries in which the company belongs. 
(See census data, trade association 
records, etc., production data.) 


4, Obtain estimates from the vari- 
ous departments in the company 
showing what they expect their pro- 
duction level to be under the condi- 
tions of national output which have 
been assumed. This production should 
be translated into the number of em- 
ployes required and the floor space 
needed. 


5, Summarize all data for the com- 
pany and prepare a report from which 
recommendations for action may be 
made. 


6. Carry out the findings of the 
postwar committee through action by 
the regular operating departments of 
the company. 


Recommended Reading 


“Survey of Current Business” -All 
issues from Dec. 1941 to date; published 
by the Bureau of Foreign and Domestic 
Commerce, Washington, D. C. fi 

“Federal Reserve Board Bu'letin — 
Board of Governors of the Fe Re: 
serve System, Washington, D. ‘ 

“Temporary National Econo! 
mittee’"—Monograph number 37 
States Government Printing Ofh« 
ington, D. C. 

“National Resources Develop 
port for 1942”°—United States 
ment Printing Office, Washingt 

“Harvard Business Review 
Number 1942; McGraw-Hill B« 
pany Inc., 330 West 42nd St., N 
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Reasonable Advertising to Be Allowed 
Under War Contracts 


Advertising paid for out of cost-plus-fixed-fee and 
fixed-price contracts to be reviewed by price boards 


@ “REASONABLE” advertising will 
be allowed under both cost-plus-fixed- 
fee and fixed-price war contracts, it 
was indicated late last month with 
the revelation of correspondence be- 
tween Donald M. Nelson, chairman, 
War Production Board, Houlder 
Hudgins, acting chairman Procure- 
ment Policy Committee, and Under 
Secretary of War Robert P. Patterson. 
A joint statement by the various mil- 
itary agencies was expected as this 
issue goes to press, and will probably 
carry an interpretation by the adver- 
tising division of the Office of War 
Information. 

The basis of the forthcoming state- 
ment is believed to be embodied in 
a letter from Mr. Nelson to Under 
Secretary Patterson, copies of which 
also went to Under Secretary of Navy 
Forrestal, Emery S. Land, chairman, 
Maritime Commission, and Clifton 
Mack, director, procurement division, 
Treasury Department, in which the 
recommendations of the WPB Pro- 
curement Policy Committee were set 
forth. Although the WPB has no 
control over the matter, it is felt 
that the policy committee’s sugges- 
tions will be followed, and especially 
because they leave plenty of room 
for interpretation with respect to spe- 
cific cases. 


Following a restatement of para- 


_— 


"dl. As a general rule advertising is an 
inadmi ble item of cost, on the reason- 
ng th advertising is not required in 
order t> do business with the Govern- 
on wever, certain kinds of adver- 
ch ng ©: an industrial or institutional 

aract placed in trade or technical 
gen not primarily with the object 


tially particular products but essen- 
— ¥ for the purpose of offering financial 
pport such trade or technical jour- 


=. be-.use they are of value for the 
en, on of trade and technical in- 
mati for the industry are not really 


an adver\ising expense to effect sales so 


ay a nh operating expense incurred 
the bu r of policy for the benefit of 
asain ss and the industry. Here 
provid contractor’s accounts should 
guish suitable analysis to distin- 
inadmis en possible admissible and 


* costs. 


graph 51 in the “green book”* recog- 
nizing the need for advertising in 
trade and technical journals mostly 
for the reason of “support,” the com- 
mittee recommends that “advertising 
expenditures done and paid for out 
of the contractor’s fee on cost-plus- 
fixed-fee contracts, or as part of over- 
head and management expenditures 
on fixed-price contracts, are subject 
to review by the Price Adjustment 
Boards when they consider the broad 
question of company-wide excess 
profits on war business. A _reason- 
able expenditure for advertising shall 
be allowed by these boards even 
though a company shall be substan- 
tially or wholly engaged in war pro- 
duction.” 

The definition of “reasonable ex- 
penditures” to be followed by Price 
Adjustment Boards, says the letter, 
is contained in a recent statement 





“Pittsburgh Plate Products,” house organ of 
Pittsburgh Plate Glass Company, marks its 
fiftieth anniversary with a golden cover. 
The illustration highlights a story about 
the company's advertising for its line of 
paints which has been continuous since 1892 
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made by the Secretary of Treasury 
as follows: “The test of whether ex- 
penditures for advertising are deducti- 
ble is whether they are ordinary and 
necessary and bear a reasonable rela- 
tion to the business activities in which 
the enterprise is engaged. This is 
not intended to exclude institutional 
advertising in reasonable amounts or 
good will advertising calculated to 
influence the buying habits of the 
public. If such expenditures are ex- 
travagant and out of proportion to 
the size of the company or to the 
amount of its advertising budget in 
the past, or if they are not directed 
to public patronage which might rea- 
sonably be expected in the future, 
such payments will be disallowed as 
deductions [for tax purposes].” (For 
detailed explanation of the Treasury’s 
position on allowance of advertising 
expenditures in computing taxes, see 
IM, Sept. *42, p. 32.) 

Mr. Nelson closed his letter to Mr. 
Patterson with this paragraph of spe- 
cial significance to advertisers whose 
plants are all-out on war production, 
or nearly so: “When an industry has 
been substantially or wholly converted 
to war production, the Price Adjust- 
ment Boards will recognize that the 
amount of advertising expenditure 
necessary to maintain a trade mark 
or brand name of a product in the 
public consciousness is much smaller 
than that required for promotion of 
the same product in a normal com- 
petitive market.” 

It is probable that some of the 
indefinite points of these suggestions 
will be pinned down in the joint 
statement to be issued by the mili- 
tary and in its interpretation by the 
OWI. The foregoing at least indi- 
cates that manufacturers will not be 
denied the privilege of using some of 
their income for advertising purposes. 
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SCRAY IRON 


This large display in front of receptacles 
was used in a very successful scrap drive last 
month by employes of Independent Pneu- 
matic Tool Company at its Aurora, Ill., plant 


@ IF SALVAGE operations in an in- 
dustrial plant consisted only of clean- 
ing out production scrap and of junk- 
ing obsolescent equipment, the prob- 
lem would be a relatively simple one. 
Or if 
least the problems involved would be 


“simple” is not the word, 
fewer than those which actually face 
the management of a plant that in- 
tends to undertake an intensive, over- 
all salvage operation. 

For salvage, in the broadest sense of 
the term, involves a state of mind 
among employes. It involves conserva- 
tion of precious materials as well as 
the salvaging of production scrap and 
the junking of old or unused equip- 


“Waste Not, Want Not,” must 
become a part of the thinking of every 


ment. 


employe, from top management down, 
if a salvage drive is to achieve its full 
potentialities. 

With the steel industry, particular- 
ly, facing an acute shortage of iron 
and steel scrap and with other war in- 
dustries hungry for non-ferrous met- 
als, many an industrial concern has 
patriotically learned a new meaning of 
the word salvage. Companies to whom 
for years has been 


the term “salvage” 


synonymous with “good-housekeep- 
ing,” are turning into the war effort 
quantities of critical materials far sur- 
passing any previous totals. 

All manner of promotion and sales 
techniques have been used to stimu- 
late full employe coéperation in sal- 
Vage operations. 

A salvage program in a plant, fac- 
tory, shop or yard will vary according 
to the size of the plant and the type 
of work, but there are certain funda- 
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Gundamentals for 
elting In the Scrap 


Workers must be instilled with necessity for getting 
all waste materials back into the flow of production 


By MORRIS M. LEE 


American Industries Salvage Committee, New York 


mentals common to every plant in 
every business. 

First and foremost is the need to in- 
still in everyone in a manufacturing 
organization the realization that indus- 
trial salvage and conservation form the 
backbone of the War Production 
Board’s campaign to put the nation’s 
waste materials back into the flow of 
production. Emphasis must be placed 
on the fact that industry in this coun- 
try is fighting two battles at the same 
time—the battle of production and the 
battle of materials. We stand in a fair 
way to win the battle of production, 
but the battle of materials is to date 
far from won. 

Many companies have instilled such 
a realization in their working force 
through bulletin-board posters and in 
plants 


house organs. In numerous 


“home talent” has been drafted to sup- 
ply the necessary artwork for posters 


and signs stressing the importance of 


Pulled by an Army scout car and bearing an Uncle Sam, scrap metal and tires, 4” 
of Axis leaders, this float of The B. F. Goodrich Company, Akron, participated 
parade which was used to give a flying start to a "Give a Gun" campaign to co 


salvage. Labor-management commit- 
tees, in some cases, have undertaken 
various phases of the salvage operation. 

Because employes in shop and fac- 
tory are usually close to production 
processes, many of them have ideas, 
particularly suggestions relating to 
conservation of materials. It has been 
found that such suggestions, either 
handed directly to the foreman or de- 
posited in company suggestion boxes, 
are often fruitful. Such suggestions 
can be stimulated through company 
contests or through a reward or in- 
centive system which recognizes worth 
while contributions to the salvage ef- 
fort. 


Bins and 


containing a poster or slogan—have 


containers — preferably 


been placed in strategic spots in many 
plants. These serve not only as reposi- 
tories for production scrap, but also 
for salvaged waste materials and for 
(Continued on Page 68 


»rtoons 
local 
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Wer Transportation Beard of Kelemazee . . . City Hall 


hich make a direct and a humorous approach to tire and gasoline rationing form an important part 


of the 











elting Employes lo Cocnerate in 
Swapn-Ride Programs 


Suggestions for organizing pooling of the individual 


transportation facilities of workers to save rubber 


® NATIONWIDE gasoline ration- 
ing, to force a reduction in tire wear, 
may be already in effect by the time 
this article is published. 

Baruch, Compton and Conant—ap- 
pointed by President Roosevelt to 
study the rubber crisis—minced no 
words in their report released last 
month: “We find the situation to be 
so dangerous that unless corrective 
measures are taken immediately this 
country will face both military and 
civilian collapse.” One of their rec- 
ommendations, gas rationing, will be 
the hardest blow felt so far on the 
home front. 


\\ 


th the advent of gas rationing, 
th industrial plants which have 
not organized their employes for 
Swap-Ride (group riding) will be 
presented with a serious and imme- 
diate problem: “How can our work- 
ers get to and from work on their 
Weekly gas allowances?” 

men, as industrial advertising 
managers and in agency service—now 
called upon more and more to 


By W. J. WILLIAMS 


W. J. Williams Advertising Agency, 
Kalamazoo, Mich. 


assist in wartime personnel and em- 
ploye-relations work—may find the 
promotion and setting-up of an indus- 
trial type swap-ride program your 
job. Or you may want to be in po- 
sition to recommend such a plan to 
management. 

To be sure, employes can and should 
be urged to walk to work, if they live 
less than two miles from the plant; in 
fact that’s now a government recom- 
mendation. Others can switch to pub- 
lic transportation systems — busses, 
street cars, etc. But the majority of 
all workers (three out of four the na- 
tional average) live beyond walking 
distances from their places of em- 
ployment and no public transporta- 
tion is available. 

With gas rationed to probably four 
to five gallons per week, these em- 
ployes who must come to work in 
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their own cars are going to be up 
against it, unless they can get help 
from group riding. Presumably some 
of these workers will be permitted 
more than a basic ration of gas, if 
conditions warrant a larger allow- 
ance; but it must not be assumed that 
the government will be lenient except 
in special cases where swap-riding is 
impossible. 

Group riding, commonly called 
swapping rides, is based on the obvi- 
ous premise that to haul five employes 
to and from work in one car uses only 
one-fifth as much gas (and only 
one-fifth as much rubber for which 
the gas is rationed) as to haul the 
same five men in five different cars. 

An industrial swap-ride program is 
a plan whereby men and women 
working in the same plant or in ad- 
jacent plants, and whose homes are in 
the same neighborhoods, ride with 
one another for the daily trek to work 
and home again. One worker drives 
his or her car one day with others as 
Then on the following 


passengers. 
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promotional material to use in swap-ride campaigns 








days this worker becomes a passenger 
until his or her turn to drive comes 
up again. 

These step-by-step suggestions may 
prove helpful in getting swap-ride 
organized and functioning in the 
average industrial plant: 

], From payroll records, make out 
Questionnaire Cards (see illustration), 
for each employe. Typewrite name, 
address, telephone number. 

2. Sort cards according to different 
departments. 

3, Give cach department head the 
cards covering every worker under his 
or her supervision, and make this man 
or woman responsible for obtaining 
from each of his or her workers all 


required information. 


4, Have 


shop stewards) 


department heads (or 
return filled-in cards 
to you as soon as possible. 

5. Sort all cards into four classi- 
fications: (a) workers who walk or 
ride bicycles; (b) workers who ride 
bus, street car, etc.; (c) workers who 
ride with someone else; (d) workers 
who drive their own cars. 

6. Obviously 
cations (a) and (b), those who walk, 
ride bicycles or use the bus require 


workers in classifi- 


no further attention. 

Note: From here on you work only 
with cards in classifications (c) and 
(d). 

7. A map of the territory embrac- 
ing the home locations of most of 
your employes should be ruled off into 
Half-mile sections provide 
a reasonable working basis. Each 
subdivision should be assigned a num- 
ber. Using this map, find out in 
which section each employe lives. In- 
section number in 
corner on each 


sections. 


dicate correct 
upper right hand 
questionnaire card. 

An alternate method is to post 
your section maps where they can be 
referred to by all employes. Then 
employes are asked to locate their own 
home addresses and note in which sec- 
tions they reside, putting the proper 
numbers on their cards. This method 
usually means the preparation of sev- 
eral maps, but eliminates office time 
locating section numbers. 

8, Group all cards according to 
sections. If you find that some 
workers live within ¢wo miles of the 
plant and still use their cars to and 
from work, take these cards out and 
have department heads, foremen (or 
shop stewards) urge such workers to 
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SECTION 
War Transportation Questionnaire Card 








Badge or 
GRD ceeeseeeeeesenees Pay Roll No. ___ 
Home Address - Phone No. 
AM AM. 
Starting Time —____ P.M Quitting Time COP 





(a) Walk ot Fide Bicycle (b) Rude the Bus 
(ce) Ride With Some One Else [ ) 


(d) Drive My Car with ) CD Extra Passengers 
o412 3465 


CITY HALL 


Comments: — 














WAR TRANSPORTATION BOARD OF KALAMAZOO. 
In organizing a Swap-Ride campaign, em- 
ployes indicate on questionnaire cards their 
working time, transportation used, and if 
drivers know how many passengers they will 
take. The city is divided into half-mile 
sections and all employes are listed in groups 
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walk. They can without undue hard- 
ship. 

9, From the make type- 
written lists of employes by sections 
in which they live, giving name, 
address and phone number. 

10, Post these lists on bulletin 
boards where all workers may have 
Also, post instruc- 
tions urging employes whose names 
appear on lists to start their swap- 
ride groups af once with their neigh- 
bors living in the same or adjacent 


cards, 


access to them. 


section. 

1], Request that one member of 
each swap-ride group contact you 
and give you names of workers in his 
group. By keeping a duplicate sec- 
tion list of employes in your office, 
you can keep a record of the groups 
formed, and who are members of each 


group. 


12, When a worker makes his re- 





wae TRansrostation 
SOARS of KALamatoo 






Workers codperating in the swap-ride pro- 
gram display identifications on windshields 





port, many plants are prepared to 
give him windshield stickers for ever) 
member and every car in his particula 
group (see illustration). If you have 
these “helps,” urge that windshield 
stickers be kept in place for the dura 
tion. 

13, After reasonable time, go over 
your copy of section lists and see who 
are not codperating. Follow up and 
find out why. Some may be shy and 
need introductions to fellow worker- 
neighbors. Your help will get many 
of these people started. 

14, You may also find that some 


‘employes live beyond the limits of 


your map, and therefore can’t be 
grouped according to your sections. 
Try to group these workers up by 
nearby towns, along or close to main 
highways leading to your plant, etc. 

15, Workers in your plant who 
just can’t be grouped, for one reason 
or another, can often be teamed up 
with workers in plants adjacent to 
yours. If nearby plants also operate 
swap-ride programs, exchange lists of 
such workers. Many groups can be 
formed this way. 

Notes: If you operate on more than 
one shift, you must go through above 
procedure for each shift. Every mem- 
ber of a swap-ride group must have 
same starting and quitting times. 

There seems to be no complaint 
where men and women are grouped 
together. 

Keep track of home addresses. Em- 
ployes who move may need help in 
joining different swap-ride groups. 

The ideal swap-ride group consists 
of five members—five members fill 
up all the empty seats and do a maxi- 
mum job of gas and tire conservation. 

Months ago, when gas rationing 
was still problematical, hundreds of 
plants in Michigan installed swap- 
ride purely as a tire conservation 
measure. Then it was often a tough 
job to overcome employe inertia—to 
make workers realize the pressing 
need for saving their vital rubber. 
Now with gas rationing a certainty, 
it is, of course, a different story. 

Now you should find workers ready 
and willing to codperate, if for no 
other reason than to protect their 
jobs. But, to make your program 4s 
successful as possible, adequate pub- 
licity is still vital. Workers should 
be thoroughly acquainted with what 
you propose to do and what is 
quired of them. 

Here in Michigan many angles 
publicity were tried. Informa' 

(Continued on Page 84) 
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By GERALD E. STEDMAN 
Technical Writer, Detroit 


Selling Procedure 


Field survey points way to effectively locate buying 
control factors, make contacts, and present proposals 


@ IN THE SHIFT to war produc- 
tion, every company wants to buy 
many things—and in a hurry. War 
production has changed most all op- 
erations and processes. New plants. 
New equipment. New machines. New 


methods. New operations. New 
safety. New maintenance require- 


ments. Everything is being more or 
less revolutionized and everyone is 
scurrying to reach vital production 
deadlines that tolerate no delays. New 
codperativeness between buyer and 
seller. Swifter dispatch. Fast deci- 
sions. Less wasted selling motion. 
Action counts. No dillydally! 

This condition naturally causes a 
shift in selling technique. Leisurely 
methods are taboo. I have just com- 
pleted a study among forty-two De- 
troit manufacturers for the sole pur- 
pose of finding the most swift, cer- 
tain, successful industrial _ selling 
methods. All who sell products ca- 
ble of wartime production service 
will be interested in the findings. 
Background considerations to keep in 
mind are these: 

BUYING DECISION. This 


shift-over is unusually precedent shat- 


pa 


tering, disturbing to old process, oper- 
ations, and sources of supply. The 
purchasing agent is not technically as 
sure of his ground and makes fewer 
buying decisions on his own. He re- 
lies on the wishes and opinions of 
master mechanics, engineers, shop su- 
Perintendents far more than during 
normal times. It is therefore most 
important to reach the right hidden 


factor. Because there have been so 
many shifts and additions in techni- 
cal personnel, practically every mail- 
ing or contact list is valueless. 
Changes in function make this doubly 
true. There is a sure and fast way 
to find the controlling factors that | 
will mention later. It is usually found 
that the purchasing agent is more co- 
Sperative than heretofore. Often he 
will tell you who the controlling fac- 
tors are. He is more willing to refer 
you to them, setting up a convenient 
appointment. Sometimes, he will 
bring them to his office on important 
matters so that all minds can be cor- 
ralled on the decision to save time and 
clear the docket faster. 

2. DIRECT LITERATURE. 1 
found every engineering department 
visited was giving more attention to 
product literature than ever before. 
In certain instances, clerks have been 
added to write for literature and to 
maintain libraries of such so that all 
concerned can have ready reference as 
their planning reaches the buying 
stage. 

Literature that crisply and com- 
pletely tells the products’ merits with 
performance data, operation reports, 
maintainence and service costs is most 
closely attended, irrespective of 
whether the company is known or 
not. There is demand for complete 
pictures and blueprints to provide 
swift judgment as to installation and 
operation methods. 

Another type of literature much in 
demand and very seldom supplied so 
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far is a picturized account of how to 
use the product. Where apprentice- 
ship has been a leisurely thing in the 
past, laborers are having to be re- 
tained and initially trained almost 
overnight, now. Technological li- 
braries are sadly out of date on this 
type of text. Though many new 
books on shop practice are appearing, 
they do not apply to particular ma- 
chines or processes. The manufac- 
turer wants some practical, last-min- 
ute training literature on the particu- 
lar machine or process that he can use 
in class work reference. 

3. PREFERENTIAL RECOGNI- 
TION. Rather than to deal entirely 
with old customers, these manufac- 
turers are willing to deal with any 
company unknown to them who can 
prove it is reliable and substantial. 
War work is taking many into new 
fields which requires new sources of 
supply. Other companies find, in 
tooling up, that their sources of sup- 
ply are so far back in their orders as 
to be unable to serve them with the 
speed required. The buying control 
has shifted into new hands, in other 
instances, who have formed little 
preferential recognition. It makes lit- 
tle difference if you are known; if 
you can prove that you have the 
stuff, that you can back up all claims 
and that you can be relied upon. 

4. SELLING POINTS. Some in- 
dustrial salesmen haven’t fallen into 
the tempo and haven’t changed their 
presentation methods as they should. 
Although the practice of competitive 
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bids is used as much as ever, com- 
parison is on other bases than price. 


Outside the ability of the product 
to do the job on an economical unit- 
operation cost basis, the outstanding 
selling point is delivery and installa- 
tion. Most new equipment is being 
bought from plan where each part of 
the jig-saw puzzle must be there at 
the moment when it is to be fitted 
into the picture—not before, to clut- 
ter the way, nor not too late to hold 
up the parade. Working to a produc- 
tion deadline as they are, since war 
waits for no man, nothing is more 
important than absolute reliance on 
delivery and installation as scheduled. 
The fact that industry has been criti- 
wrongly of 


cized for being slow, 


course, adds to this. I have known 
of recent cases where oldtime con- 
cerns have lost business to a new up- 
start simply because, not yet in mo- 
their dates have 


been unreliable. 


mentum, delivery 

One company here was muddled up 
by a jurisdictional dispute as to which 
union should install the machinery. 
The supplier should ascertain those 
things in advance. I talked with three 
purchasing agents who use separate 
methods to assure themselves as nearly 
as possible of the reliability of selling 
promises on delivery. One judges en- 
tirely by the speed in relation to the 
promise of the requested estimate. The 
second requires a forfeiture of penalty 
for delay. The third insists upon a 
verified list of at least five orders and 
delivery dates from other customers 
whom he can personally call to sub- 
stantiate with promises. 

Since many industrial purchases in- 
volve equipment for operations with 
which the buyer is unfamiliar, he is 
therefore eager for information. The 
salesman that can help work out a 
problem or clear up understanding 
holds the advantage. I found four 
instances of orders placed entirely due 
to the salesman’s technical assistance. 

Promptness in providing specifica- 
tions and quotations is highly impor- 
tant. And the physical form of the 
proposal containing them was found 
to have greater weight than presumed. 
Most companies have a standard pro- 
posal form that fails to wrap up the 
complete consideration because of the 
belief that the information is already 
known. The bare specifications alone 
are shown and, usually, there is en- 
tirely too detailed emphasis upon con- 
tract terms and legal safeguards. 

From this widespread study, I em- 
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Anchor Post Fence Company, Baltimore, is 
using business paper copy to uncover sources 
for sub-contracts on war orders. Plant 
facilities are concisely outlined in the copy 
and complete details offered in a brochure 





phasize with conviction the wisdom 
of spending just a little more time 
and money to make the proposal com- 
pletely ship-shape and self-contained, 
the more individuality applicable the 
better. I ran into one instance in 
which a certain concern lost out on 
an order of six-figure size only because 
of the poor appearance of its pro- 
posal. It could have been prevented 
at an added expense of $10. 

The proposal should be presented in 
triplicate. In many instances, these 
proposals form parts of a required 
to government officials 
practically all 


presentation 
in Washington. In 
cases, they must be reviewed by more 
than one executive. Since more work 
is being done at night than ever be- 
fore, there should be enough copies 
for anyone to stuff in his home-work 
brief case, if desired. I know of one 
instance in which a company lost out 
to a competitor simply because copies 
were requested by 
Washington and _ the 


of the proposal 
competitor, 
though having slightly the less attrac- 
tive proposal, had presented it in 
triplicate. 

Each proposal should be 
bound in a folder. 
apt to be left lying on desks and 
there is considerable competitive spy- 
ing extant, it is suggested that the 
firm name should not be too prom- 
inent on the cover. 

If the proposal is of much length, 
it should be indexed at the beginning 
If possible, the 


proposal should appear individualized 


neatly 
Since these are 


for ready reference. 
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to the particular project. One com- 
pany in particular has made outstand- 
ing impression by making layouts and 
blueprints look tailored to the job. 

A very important point is to make 
the proposal complete. It will in 
many cases be reviewed by executives 
far removed who are uninformed of 
the company or product and who 
have no ready access to supplementary 
product literature. Any pertinent in- 
formation, in picture or text, that will 
give well-rounded reference to any 
question that might arise when the 
proposal is being studied, should be 
included as an addendum. 

The most frequent criticism of pro- 
posals is that they are not sufficiently 
detailed. Specifications and estimate 
are too often summarized on a single 
sheet, the back of which gives all 
legal considerations in printed form. 
It is better to use a separate printed 
sheet giving all legal terms, as a 
standard enclosure in the proposal. 

The folder presentation, after the 
forefronting index, should open up 
with a clear statement of the pro- 
ject, the specifications in detail and 
the estimate itemized with any quali- 
fying explanation clearly stated. 
Thereafter, a summary should appear. 
Thus the folder will have self-answer- 
ing reference for any question that 
might arise in studying the summary. 

These four background considera- 
tions are strategically and tactically 
important in war production market- 
ing. Simple and self-evident as they 
appear, I found many sellers neglect- 
ing them to their own loss in this 
survey among forty-two war pro- 
ducers, now tooling up. 

How to approach and sell these 
prospects most effectively, swiftly and 
in the best liked manner? Let me 
provide some practical pointers aris- 
ing from this survey. 


1. ISOLATING THE CON- 
TROLLING FACTORS. This can 


be done entirely by telephone, quickly 
and surely. Some industrial salesmen 
avoid the telephone and go about 
isolating the controlling factors the 
long, hard way. They rely on inf 
mation from friends. They search 
out someone they know in the 
ticular prospect’s plant. They sit on 
their seats in reception rooms. These 
are not the ways. 

The telephone operator of 
plant is the fair-haired solution 
she is tremendously eager to hel 
you talk to her in the right way. 
must remember that she is busy. 
must realize that she wants to k 
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very surely that you are genuine. Al- 
though her time cannot be wasted, 
she will respond to a happy voice wuw 
ippears in need and lays his cards on 
the table. And these telephone oper- 
itors are plenty wise—they have the 
information. They will go clear out 
of their way to help you if you are 
pleasant, appreciative, and appear to 
be in distress. 

Some such approach as: “Young 
lady, I’m sure in a spot and maybe 
you'd help a stranger out. My name 
is McGuire. I’m in charge of con- 
tacts on war work for the Hersoot 
company of Pittsburgh. We're com- 
bustion engineers, make all types of 
heat treating furnaces. Darned if 
I know just who I ought to talk with 
out at your place. Would you mind 
telling me?” Using the psychology 
of this pattern, I found telephone 
operators happily codperative in 
twenty-four out of thirty telephone 
calls made to test this approach. I 
got the name of the controlling fac- 
tor, his initials, and often the best 
time and place to reach him. Often, 
there was more than one controlling 
factor supplied. In instances, where 
[ had presumed the plant superin- 
tendent to be the man, I found it to 
be some engineer or master mechanic. 
Use the telephone operator to gain 
your list. Since there have been so 
many executive changes in war work, 
better do this even though you feel 
you have an accurate list. Any list 
older than six months is stale. Allow- 
ing fifteen minutes for telephone call 
and card notation, my experience is 
that twenty-five prospects can be 
thus contacted per day. The calls 
should be made with a contact card 
before you in that the conversations 

rich in all sorts of information 
that should be noted. 

2. LETTER APPROACH TO 
PROSPECTS. 


ht out and attempt personally to 


It is silly to barge 


the controlling factor, having 
ited him. He is over-rushed, ter- 
lly conscious of time and _ its 


woste. He is all over the plant, in 
conferences, hard to find and doesn’t 
went to be interrupted. If you suc- 
c in getting to him cold, he’ll be 
annoyed with the preliminary ex- 
Pisnation you must give him which 
he would much rather read at night. 


u'll hurt yourself more than a 
by barging in unannounced. 


ent exactly five days attempting 
! e twelve men the cold way, 
in 'y succeeding in talking with 
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seven, am sure I seriously annoyed 
four, and ended up with one pros- 
pect. By the method I suggest in 
contrast, however, I was able to see 
twenty-five men in five days and 
talked with all of them, uncovering 
fifteen prospects of which ten were 
advanced to the proposal stage. 

The first step of the correct ap- 
proach is to write a personal letter to 
the controlling factor, clearly stating 
your proposition from the angle of his 
advantage. Mention the facts of 
your ability to extend technical help, 
your product and facilities, the speed 
of delivery possible, some reference to 
jobs you have in work and the par- 
ticular interest of your project to him. 
Close by saying you will telephone for 
an appointment. With this letter, it 
is wise to enclose any concise support- 
ing data you may have. Design the 
entire mailing to be personal and to 
contain all that he will need for study 
if he takes it home with him at night. 
Don’t make the mailing appear awe- 
some, as if it were to take long to 
study. Be certain that its first para- 
graph contains an advantage. Sug- 
gest that it be carefully placed aside 
for study that night. 

3. PERSONAL APPROACH. 
Two days after these letters are 
mailed, call the list for convenient 
personal appointments. Personalize 
the conversation. Give the prospect 
to understand you know the value 
of his time and yours, that you have 
an important matter to discuss and 
have your facts organized for efficient 
presentation, that there are distinct 
advantages to him that are immedi- 
ately important and that you want to 
be there on the dot without waiting. 
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Some appointments can be made for 
breakfast and others at night. In 
fact, I have found many executives 
prefer such normally unusual times. 

There is no need to spend a suc- 
cession of calls to develop or cultivate 
the prospect in war production mar- 
keting. Make your presentation 
concise, logical, clear, adaptable to 
his interest and, above all, fortified 
with proof. At the end of the first 
call, you are either going to throw 
the prospect entirely away or you are 
going swiftly to supply him with the 
crystallized proposal he requires. 

Sometimes he will want to arrange 
a later meeting to be attended by 
other controlling factors. Sometimes 
he will want to see your engineer or 
some other technician of your set-up. 
Aside from this possibility, you should 
leave him having obtained a picture 
of what his need and interest is so 
that without bothering him further, 
you can design the specifications, 
estimates, blueprints, and other pro- 
posal details for presentation. Do not 
permit yourself to slip in any prom- 
ise. Emphasize the fact that you will 
have the proposal on his desk in thir- 
ty-six hours or in some dramatic time 
that will indicate you have gone out 
of your way. 

My conviction is that anyone fol- 
lowing this technique in war produc- 
tion marketing, provided he has a 
needed product, process or service, 
can come into any war production 
area now and garner all the business 
he can handle, practically from the 
start. The program cuts down all 
waste time and effort. It is in tune 
with conditions. It is the sure way 
to troop successfully. 





29 















can wow Sarvars MACHINE COMPAET 
vam mace 


advertisers are 
featuring the flag in their publication advertising. This group came from a collection of current busi- 
ness papers, some of which reproduced the award of merit in its full set of red and blue colors 











































By GEORGE C. McNUTT 


Advertising Manager, R. G. LeTourneau, Inc., Peoria, Ill. 


Scoring the Compnanratiue Values of 
Business Papers 










A method of media evaluation that rates publications 


in relation 






@ FOR YEARS I had been buying 
space on a sort of “this seems like 
the best paper to me” basis. Sure, I 
glanced through the editorial 
tents, looked to see who the adver- 
tisers were, went over such data as 
the publishers sent and compared cir- 
culations, but pinned down, I'd have 
been hard put honestly to justify 
many of my choices. 

When it came time to make up the 
1942 budget I decided there ought to 
be a better way of selecting the papers 
Having de- 
wanted to 


con- 


to go on the schedule. 
cided what 
reach, we made a list of the papers 
in each field and then cast about for 
a method of evaluating them. If you 
can compare circulations and rate per 
thousand, then why not editorial con- 
tent, market coverage, etc.? But how 
to proceed to make a fairly honest 
comparison? 

While casting about for a method, 
I recalled a score card for rating ad- 


markets we 


vertising agencies, which had appeared 
in an Ellis Plan unit. It pointed the 
way to the scoring setup shown here. 
It’s far from perfect, it may not fit 
your needs, but it gave us some new 
ideas about the value of the different 
papers on our list, and highlighted 
some very glaring weaknesses in pub- 
lication promotion. 

Let’s analyze the items on the score 
sheet and examine some of the diffi- 
culties you probably will run into. 
Most important, probably, is the selec- 
tion of the points to be evaluated and 
the “par” scores to assign to them. 
These will vary with the individual 
advertiser and the importance he at- 
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taches to various factors. Here is my 
analysis of the factors used in this 
score card: 

GENERAL Factors — Appearance, 
stock, make-up, illustrations—Is_ the 
paper inviting to the reader? Does 
it reproduce halftones and color well? 
Is the stock cheap or over-heavy? Is 
the make-up modern? 

It’s easy to compare papers on these 
counts, because all you have to do is 
look at the papers side by side. 

Age, financial soundness, ethics, 
etc.—Is the paper just a newcomer or 
has it an established reputation? Is 
it on the verge of bankruptcy or can 
I be reasonably sure it will be in busi- 
ness next year? Does it treat all alike 
or will a little pressure bring me spe- 
cial favors? 

Here, too, it’s relatively easy to get 
the answers. A low value was put 
on these points because practically all 
business papers today are reasonably 
sound and ethical—you wouldn’t con- 
sider a paper that wasn’t honest. 

CIRCULATION—Market coverage— 
How much of the market does it 
cover? Does it reach the buying fac- 
tors or just the small fry? 

I think too many of us, including 
publishers, think only in terms of 
total circulation. We tried to com- 
pare circulation with the potential 
customers in the market and found 
that promotional material was prac- 
tically no help. Of the papers we 
considered, only one out of twenty in- 
dicated any potential number of cus- 
tomers for its market! Surely every 
paper should have figures on its po- 
tential customers in its market, if only 


to characteristics valuable to the user 





for purposes of checking the effec- 
tiveness of its circulation department. 
Nor are such figures difficult to ob- 
tain—many can be gotten from the 
Census Bureau, others from trade 
associations. 

Effective domestic circulation — 
How much of the circulation are cus- 
tomers for our products? 

Maybe you have a product that 
sells only to counties. Then if you’re 
considering two papers, both with 
20,000 circulation, but paper A has 
§,000 county officials and paper B 
only 2,000, you would score them five 
and two. 

Effective export circulation—Does 
it also hit foreign markets of inter- 
est to us? 

With the exception of Latin Amer- 
ica, very little of the foreign con- 
struction market is reached by any 
foreign-language construction paper 
of general circulation. All other 
things being equal, export circula 
tion might very well determine the 
ranking of papers. 

Cost per effective thousand — 
What’s the cost per thousand for the 
circulation that will help us? 

Low cost per thousand means litt! 
if only a small percentage of the tota! 
circulation will be in the market fo 
our product. I want to know hov 
the various papers compare on th 
basis of cost per thousand of prospec 
tive customers for us. 

Eprroriar—"How” articles—Ho 
much of the editorial matter hel; 
the reader to solve his problems? 

We believe a business magazin 
should help its readers. Consequent!) 
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a magazine that carries a high per- 
centage of “how-to-do-it” or “how- 
it-was-done” matter scores well with 
us. To do a good job of judging 
“How” material, though, you’ve got 
to know whether the editors are 
abreast of the latest methods. 

News coverage of industry—Does 
the paper cover the entire industry or 
does it concentrate on certain phases? 

The scoring here might well de- 
pend on your interests. Normally, 
full coverage would seem to be most 
desirable. However, suppose you sold 
a technical item of interest only to 
water and sewage engineers, then you 
likely would put a high rating on a 
paper that had a strong editorial cov- 
erage of water works and sewage dis- 
posal projects. 

Service departments—What is run 
in the way of. special departments? 
New equipment section? New liter- 
ature section? 

Practically all business papers main- 
tain such departments, but in some 
the releases are carried so long after 
they are sent in that the material is 
no longer fresh. Offhand, I would 
say our “par” score of five points is 
too high. 

Publicity—ls the paper “choosy” or 
will it run anything and everything 
that’s sent in? 

Like most manufacturers, we are 
publicity minded, but a paper which 
runs everything that’s sent to it 
doesn’t rate very high with us. 

Application coverage —How well 
does the paper cover applications of 
direct interest to us? 

The meaning of this heading will 
vary with the advertiser. With Le- 
Tourneau, it’s earthmoving. A con- 
struction paper which ran heavy on 
industrial building would not rate as 
high with us as one which carried the 
bulk of its editorial matter on excava- 
tion. Similarly a mining paper carry- 
ing considerable material on over- 
burden removal would rate higher 
with us than one devoting most of 
its space to the chemical and milling 
end of mining. The reverse, however, 
would be true of a chemical adver- 
tiser, 

ADVERTISING — Quality of adver- 
tiers——Who advertise in the paper? 
Long established, reputable firms? Or 
fly-by-nights? 

‘ven advertisers are known by the 
company they keep. We don’t go into 
a paper just because the “big boys” 
arc in it, but if they aren’t in we’re 
likly to take a second look before we 
tas© space. 
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Form used by Mr. McNutt in evaluating business papers according to comparative values 


Volume of advertising—ls it light 
or heavy? 

Long-time repeaters — Do adver- 
tisers stick with the paper? Or is 
there a big turnover? 


Heavy volume and plenty of re- 
peaters usually indicate a paper that’s 
doing a job for advertisers, yet it’s 
surprising how few business papers 
play up this point in promotional 
material. We had to make our own 
count to get an accurate comparative 
rating. 

Earthmoving advertisers—Do earth- 
movers use the paper or shy away 
from it? This question naturally 
would change with the advertiser. 

Competitors—Do our competitors 
think the paper worth while or not? 

We're not interested in “keeping up 
with the Jones’,” but at least some 
of our competitors must be smart. If 
they can’t see the paper, then we'd 
better have a good reason for using it. 

To this score card might very well 
be added a number of other points 
which have occurred to me since, 
namely: 


Page size—Is it standard? Or will 
we have to make special plates? If 
a special size, are there compensating 
advantages? 

Deadlines—Does the deadline fit 
into our regular schedule? 

Billing—Agency discount? Cash 
discount? 

Audits—CCA? ABC? 

What's the caliber of the editorial 
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staff?—Pulling power of advertising 
judged by inquiries or evidence from 
the magazine? 

What special services? — Market 
surveys? Help in contacting new 
dealer outlets? 

T ypesetting—Does the paper have 
a good selection of type? Does it do 
a good job of typesetting on ads? 

But you will want to roll your own 
score card to fit your own conditions. 
The limited points used in the sam- 
ple gave me a much better picture of 
how the various papers in our fields 
fit our particular needs. Such scor- 
ing leads to a weighing of all factors, 
keeps you from letting some one or 
two strong points overbalance a well- 
rounded sales story, yet at the same 
time insures that the strong points 
will be added into the total. 

Now for a caution or two. It’s a 
good idea to score all papers on a 
single factor at the same time, for 
two reasons: 


a. Your thinking changes from 
day to day, so data that might rate 
five today, tomorrow might seem 
worth only four points. 

b. Scoring a single paper all the 
way through tempts you to add the 
total right then and there, in which 
case you may find yourself warping 
scores on other papers to fit precon- 
ceived notions. 

If the final results don’t seem right 
to you, check through again. Per- 


(Continued on Page 162) 
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Scott, MacLeish & Falk, Chicago 





ll. LEGAL LIMITATIONS 
@ LEGAL LIMITATIONS upon 
the activities of a manufacturer group 
pursuant to a delivered-price system 
are imposed by the Federal Anti-Trust 
Laws, specifically the Sherman Act, 
the Federal Trade Commission Act, 
and the Robinson-Patman Act. 

The Sherman Act illegal 


“every contract, combination * * *, 


declares 


or conspiracy” in restraint of compe- 
tition in interstate or foreign com- 
merce, such condemnation, as quali- 
fied by the “rule of reason,” applying 
“unreasonable” restraints of 


establishment or 


only to 
competition. The 
maintenance of a delivered-price sys- 
tem by a manufacturer group un- 
doubtedly eliminates competition be- 
tween the individual manufacturers in 
the group. 

Whatever 


the particular type of 


delivered-price system, whether the 
single or multiple basing-point, the 
freight equalization, the freight ap- 
plication, or the regional zone pricing 
system [See IM, Sept. p. 98], the de- 
livered-price charged pursuant to the 
pricing formula at any destination 
point by every manufacturer in the 
group is uniform, regardless of the 
actual location of the manufacturing 
plant, the actual transportation meth- 
od, or the actual transportation costs. 
Uniform observance of the same pric- 
ing formula by concerted action of 
the manufacturer group, resulting in 
uniform delivered-prices at any des- 
tination point, in spite of variable 
factors of geographical plant loca- 
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Delivered-Price Systems Under the 
Anti-Trust Laws 


The second of a series of articles discussing the 
economic and legal phases of various pricing systems 


tion, transportation method and trans- 
portation cost, is equivalent in effect 
to the actual fixing of the delivered- 
price at each and every destination 
throughout the marketing territory by 
the manufacturer group. 

In effect, the concerted observance 
of the delivered-price formula con- 
stitutes direct price-fixing by the 
manufacturer group, differing only 
in that the delivered-price at the 
particular destination point is deter- 
mined automatically by the mere op- 
eration of the pricing formula. 
Whether the manufacturer group, the 
industry price leader, or the individual 
manufacturers themselves determine 
the basing-points, the basing-point 
prices, the geographical boundaries of 
the regional zones, the regional zone 
flat delivered-prices, or the “freight 
applications” becomes immaterial, for 
the delivered-price formula, once the 
manufacturers in the group have 
agreed uniformly to observe it, au- 
tomatically resolves any differences in 
the various recognized factors into a 
charged by 


uniform delivered-price 


all the manufacturers. 

Relative economic advantages in 
freight rates inherent in geographical 
locations of manufacturing plants en- 
joyed by individual manufacturers, 
apart from any relative economic ad- 
vantages in greater efhiciency or econ- 
omy, are reciprocally waived in the 
common interest of eliminating com- 
petition based upon such advantages 
and in securing uniformity in deliv- 
ered-prices to be charged by all the 


manufacturers. Concerted action by 
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the manufacturers in an industry in 
establishing or maintaining a deliv- 
ered-price system is, therefore, clearly 
an unreasonable restraint of competi- 
tion, falling under the condemnation 
of the Sherman Act as merely a price- 
fixing device, the manufacturer group 
engaging in such activities constitut- 
ing an illegal combination or conspir- 
acy in restraint of competition. 

In the absence of any agreement 
or understanding, expressed or im- 
plied, the mere observance of a de- 
livered-price system by the individual 
manufacturers in an industry, it must 
be noted, will not constitute a vio- 
lation of the Sherman Act. This Act 
condemns combinations 
or conspiracies in restraint of competi- 


agreements, 


tion—it does not condemn the mere 
observance of a delivered-price sys- 
tem by the individual manufacturers 
where such observance has been indi- 
vidually and deter- 
mined upon by each manufacturer, 
without concert of action with other 


independently 


manufacturers. 

Although uniform delivered pric: 
at each destination point on the pa! 
of all the manufacturers may equal! 
result from this independent det: 
mination as from concerted actio 


ao sr 


- 


with the same economic effects of 
uniform non-competitive, arbitrar'’y 
high, and _ highly discriminatory 


prices charged purchasers, the Sh 
man Act, legalistic in its approa 
and application, looks not to the ec 
nomic consequences of the gene 
observance of the same pricing pol! 
by all the manufacturers in an ind 
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try, but to the legal character of 
concerted action among competing 
manufacturers. Where general ob- 
servance of a delivered-price system 
throughout an industry has become 
an established industry custom or 
practice, therefore, involving no con- 
cert of action among the individual 
manufacturers, the legal limitations 
imposed by the Sherman Act will not 
apply. 

Equally condemned as concerted 
action in observing a delivered-price 
formula under the Sherman Act is 
concerted action in engaging in the 
activities ancillary to the proper ob- 
servance of the formula. While con- 
certed adoption of the pricing for- 
mula by the individual manufactur- 
ers insures uniformity in the method 
of charging prices to purchasers, con- 
certed engagement in these ancillary 
activities insures uniformity in the 
many factors entering into the deter- 
mination of uniform delivered-prices. 

Concerted refusal to sell f.o.b. mill 
merely insures uniformity in the ob- 
servance of the pricing formula in 
charging delivered-prices; concerted 
use of all-rail rates, in the transporta- 
tion cost factor; a common freight- 
rate book, in the determination and 
application of complex freight tar- 
iffs; “extras” and “deductions” 
schedules, in the additions to and the 
subtractions from the basic price; 
and uniform weight tables, in the 
bases for computing transportation 
costs in terms of weight. 

Concerted activities of resale price 
control and maintenance merely in- 
sure that the delivered-price structure 
will not be disrupted directly or in- 
directly by the resale prices or poli- 
cies of immediate or subsequent pur- 
chasers, while the concerted activities 
of policing merely insure that all 
parties controlled in their prices and 
policies do in fact adhere or conform 
to the pricing formula and the vari- 
ous ancillary policies. If concerted 
observance of the pricing formula 
under a delivered-price system is il- 
legal under the Sherman Act, ancil- 
lary activities pursuant to such a sys- 
tem) are equally illegal. 

the specific case of the common 
freicht-rate book, it must be noted, 
Sroup activities in compiling and cir- 
cuting such a publication, where 
suc) activities are entirely free of any 
cor .ection with the concerted adop- 
tr or maintenance of a delivered- 
Pric« system, are not illegal under the 
Sherman Act. These group activities, 





The um po rtance of an understanding of delivered-price sys- 


tems under the anti-trust laws is indicated by the fact that in one form 
or another they have been and are being used in the sale of most major 
industrial products and materials and have been given considerable atten- 
tion by the Temporary National Economic Committee. Furthermore, at 
the present time various prosecutions by the Department of Justice and 
various complaints by the Federal Trade Commission are pending against 
numerous industries with reference to the observance of this pricing 
system. 

Delivered-price systems have been the subject of bitter denunciatory 
attack by governmental departments and independent economists, as well 
as equally vigorously defended by representatives of private industry. 
Legislation has been proposed and no doubt will continue to be proposed 
prohibiting or restricting the use of this system. The existence of this 
controversy has been noted during the present war emergency by the 
Office of Price Administration in prescribing the price schedules of particu- 
lar industries, embodying a recognition of the prevailing price structure 
based upon a delivered-price system, but emphasizing it was not indicating 





either approval or disapproval. Thus, with prices a matter of major con- 
cern to every business today, the importance of the subject to marketing 
and advertising executives is obvious. 

George H. Sage, the author, is a widely recognized authority on the 
subject of pricing and anti-trust law problems. He is a graduate of Har- 
vard College, ’27; Harvard Law School, ’30; and Harvard Graduate School 
of Business Administration, °32. Since 1932 he has been associated with 
the Chicago law firm, Scott, MacLeish & Falk and specializes in legal, 
business and economic problems in industry. His series of articles on 
delivered-price systems, of which this is the ‘second, will give the reader a 
comprehensive understanding of their economic and legal aspects. 








permitting both the avoidance of the 
inconvenience of consulting local rail- 
road agents for rates to distant desti- 
nation points and the achievement of 
substantial economies in determining 
freight rates, may prove highly ad- 
vantageous in their own right, wholly 
apart from any concert of action with 
respect to a delivered-price system. 

Where the purpose of the group’s 
activities, therefore, is clearly one of 
achieving the above or similar legiti- 
mate advantages and not the facilita- 
tion of a delivered-price system con- 
certedly established or maintained, 
the activities are legal. The mere 
fact that the general practice or cus- 
tom of the industry is the observ- 
ance of a delivered-price system does 
not in itself affect the legality of the 
activities, for mere general observance 
of the system in absence of any con- 
cert of action, as previously noted, is 
not illegal, hence group activities to 
enable the individual manufacturers to 
sell at delivered prices without incon- 
venience or undue expense are not 
pursuant to an illegal purpose or 
scheme. 

Where group activities in observing 
a delivered-price system and in engag- 
ing in ancillary activities are illegal 
under the Sherman Act, the legal 
sanctions may take various concrete 


JSTRIAL MARKETING, October, 1942 


forms. The government itself, acting 
through the Department of Justice, 
may initiate either a criminal prose- 
cution or civil proceedings or even 
both. 

A criminal prosecution may be 
brought by the Department of Jus- 
tice subjecting the manufacturers in 
the alleged combination or conspiracy, 
upon conviction, to fine or imprison- 
ment or. both. An equity suit to en- 
join the illegal activities may also be 
brought by the Department of Jus- 
tice, subjecting the manufacturers, 
upon proof of illegal concerted action, 
to injunction against further engag- 
ing in the illegal activities. 

In addition to the sanctions that 
may be invoked by the Department 
of Justice, private parties may also 
initiate civil proceedings, in equity or 
at law. In equity, a suit to enjoin 
the illegal activities may be brought 
by private parties (i.¢e., business en- 
terprises) against threatened loss or 
damage by a violation of the Anti- 
Trust Laws, while at law, any business 
enterprise injured in its business or 
property by any violation of the Anti- 
Trust Laws may bring an action for 
triple damages. As prima facie evi- 
dence against defendants in such pri- 
vate proceedings may be introduced a 

(Continued on Page 80) 
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Eleven Editors Receive Awards for 


Outstanding Work 


Winning material selected from 308 entries made by 
119 competition 







editors in fifth annual editorial 
























@ ELEVEN editors of business 
papers received fourteen awards last 
month in MARKETING’S 
Fifth Annual Competition for Edi- 


torial Achievement. The winning ma- 


Winners of Awards for Editorial Achievement 


1. For the best series of articles 4. For the best illustrative treat- 
First AWwarp: American Ma- ment 
chinist, Burnham Finney, edi- First Awarp: Metals and Al- 
tor. loys, Edwin F. Cone, editor. 
Awarps oF Merit: Mill & Fac- 
tory, Hartley W. Barclay, edi- 
tor; and Purchasing, Stuart F. 
Heinritz, editor. 
2. For the best single article 
First Awarp: The Log, T. 
Orchard Lisle, executive editor. 
Awarps oF Merit: American 
Aviation, Wayne W. Parrish, 
editor; and Modern Packaging, 





INDUSTRIAI 








terial was selected from 308 entries 
made by 119 editors in six classifica- 
tions by the Jury of Awards which 
met in New York Aug. 13 and 14. 
the 


presentation of the awards were made 








Awarps OF Merit: Construc- 
tion Methods, Robert K. Tom- 
lin, editor; and Power, Philip 
W. Swain, editor. 








Announcement of winners and 








Sept. 14 at the meetings of the In- 


5. For the 
search 
First Awarp: Domestic Engi- 

neering, O. T. Carson, editor. 

Mill & Fac- 


best published re- 






dustrial Advertising Association of 
New York and the Chicago Industrial 


Advertisers Association. 








The report of the judges was made 
in New York by Charles M. Neigh- 





AWARD OF MERIT: 


















, : , C. W. Browne, editor. tory, Hartley W. Barclay, 
bors, chairman of the jury, manager : ; = , ‘ 
advertising division, The Babcock & 3. For the best single issue outeer. 

Wilcox Company. It was as follows: First Awarp: Mill & Factory, 
Hartley W. Barclay, editor. Note: No awards were given in 


“The members of the jury wish to 


‘ WARDS OF MERIT: The ~bi- - ificati " > i 

chenk Inepusratat, Manzntiec for AWARDS . - RIT — Classification No Pe the _ 
= fectur. ‘or y st i re 

the privilege of serving on such an ectural Forum, owar est improvement of format and 

Myers, editor; and Power, general appearance due to lack of 


interesting and instructive assignment. 


Philip W. Swain, editor. meritorious material entered. 


“The entries as a whole were ex- 











cellent and business paper editors are 
to be commended for doing such a 


re Sissies Te yee 7 : < | _ 
onderful job in these critical First Award: American Machinist, of Merit: American Aviation, Wayne 
trying times. . . . . . 
ying 7 Burnham Finney, editor, for a series W. Parrish, editor, for an article on 
The jury would, however, like to of articles on the manufacture of ‘Munitions Board Rejects Nelson's 


effort 
to get 


recommend that a strenuous 


be made for the next contest 


Plea to Grant Aircraft Top Priority 
Rating’ (Feb. 15, 1942); and Mod- 


armaments published as special sec- 


Awards of Merit: Mill & Fac- 


tions. 














more entries of really outstanding tory, Hartley W. Barclay, editor, for ern Packaging, C. W. Browne, editor, 
work in all the classifications. Sev- a series of articles on tool conserva- for an article on ‘Plight of Paper’ 
eral members of the jury stated that tion; and Purchasing, S. F. Heinritz, (July, 1942). 
they had seen considerable published editor, for a series of articles on con- “CLassIFICATION No. 3—For the 
material of great merit which should servation of materials. Best Single Issue: First Award: Mill 
have been entered and was not. “CLASSIFICATION No. 2—For the & Factory, Hartley W. Barclay, editor, 
“Following are the award winners, Best Single Editorial or Article: First for the issue devoted to ‘Emergency 
with pertinent remarks under several Award: The Log, T. Orchard Lisle, Plant Conservation’ (Nov. 194')- 
of the classifications: executive editor, for an article on Awards of Merit: Architectural 


the 


Articles: 


“CLASSIFICATION No. 1.—For 


Best Series of Editorials or 
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‘Ship Completions Delayed by Yard 
Conditions’ (April, 1942). Awards 







Forum, Howard Myers, editor, for 
Civilian Defense Reference Nun 
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ts taken at the presentation ceremonies in New York aiid Chicago last month when eleven business paper editors received awards for winning entries in “Industrial 
ting’s” Fifth Annual Competition for Editorial Achievement. Charles M. Neighbors, manager advertising division, The Babcock & Wilcox Company, chairman of the 
of Awards, is shown making presentations of trophies in New York to (1) William E. Kennedy, “American Machinist"; (2) E. M. Stanley, “Mill & Factory"; (3) 
|. Browne, “Modern Packaging"; (4) Wayne W. Parrish, “American Aviation"; (5) Philip W. Swain, “Power”; (6) Edwin F. Cone, “Metals and Alloys"; (7) Stuart 
nritz, “Purchasing”; and Ralph O. McGraw, editor, “Industrial Marketing,” making presentations in Chicago to (8) O. T. Carson, “Domestic Engineering"; and (9) 
rt K. Tomlin, “Construction Methods.’ The awards were presented to the editors on September 14 both in Chicago and New York at chapter meetings of the NIAA 


Jan. 1942); and Power, Philip W. the Publication: First Award: Domes- or at least did not present any evi- 
Swain, editor, for the issue devoted tic Engineering, O. T. Carson, editor, dence that the research had appeared 
to ‘Power for the Battle of Produc- for a series of Flow Charts explaining in the publication. For these reasons 

m’ (Sept. 1941). the new priority rules for business the field was narrowed to the point 

‘CLASSIFICATION No. 4—For the (Aug. 1941 through July, 1942). where only two worth while (in the 
Miustretive Treatment of FEdi- Award of Merit: Mill & Factory, judges’ opinion) entries were left, and 
ial Material and Telling a Story Hartley W. Barclay, editor, for re- rather than give a third award to a 


ncipally with Pictures and Short search work in connection with ‘A mediocre job by default, only two 
ptions: First Award: Metals and Guide to Defense Priorities, Alloca- awards were made. 
tions and Prices.’ “It was found in this classification 


ys, Edwin F. Cone, editor, for 


sistently high-grade _ illustrative “Remarks: Classification No. 5 was as in others, that some publications 


had not made the best choice of classi- 


tment in general as shown in ex- very difficult to judge, due to the ; 
fications in which to make entries and 


les for various issues. Awards fact that, in the judges’ opinion, most 
Merit: Construction Methods, of the entries were not ‘published 
rt K. Tomlin, editor, for illus- research initiated by the publication’ 
ve treatment of articles from as stipulated in the rules of the con- 
us issues; and Power, Philip W. test but were only good jobs of re- 


consequently some of the entries in 
this classification would have done 
better in other classifications and vice 
versa. 

editor, for the illustrative porting which any good publication “After careful study of the entries 
nent of the article, ‘Handbook should do in serving its field. In ad- in Classification No. 6, For the Great- 
showed est Improvement in Typography, 


Feedwater Treatment’ (Dec. dition, some of the entries 
Format, and General Appearance; and 


, evidence of having done a good job 
LASSIFICATION No. 5—For the of research but did not fulfill the con- for the Most Outstanding Typograph- 
Published Research Initiated by test stipulations as to ‘published’— (Continued on Page 78) 
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Air Forces Administration School 
Miami Beach, Fla. 


By SERGEANT FREDERICK W. PEDERSON 


How to Improve Relations with Army 
Post Public Relations Offices 










A few simple rules to observe in requesting material 


INTRODUCTION 

Epiror An old friend and 
formerly Fred 
Company, La 


Fred Pe 


To THE 
contributor in a new role 
Pederson of the Trane 
Crosse, Wis., and now Pvt 


derson of Jefferson Barracks, Mo. AIl- 
though a little myopia prevented my 
previous enlistment or securing a com 
mission, selective service took me about 


the middle of May 

Assigned to the Public Relations Office 
at Jefferson Barracks, an Air Forces Ba 
sic Training Center, I have been enjoy 
ing my work very much and am looking 
forward to attending Officers’ Candidate 
School shortly 


Fortunately, I have not lost touch with 
industrial advertising My experience 
here prompted me to resume my former 
role for a moment and write the attached 
for your publication I have secured 


ill necessary approvals—the Army Air 


Forces through the War Department 
Bureau of Public Relations at Washing 
ton, D. C both in regard to the arti 
cle itself and publication of same under 
my name A copy of this approval is 


ittached for your files 


Pvt. Freperick W 


fEprror’'s Nott Since this material 
was written the author has been pro 
moted to a sergeant and assigned to the 
Air Forces Administration School at 
Miami Beach, Fla. } 


PEDERSON 


@ ONLY a few brief weeks ago | 
was writing letters of the type | am 
now receiving. This enigmatic re- 


versal of circumstances was caused, 
as you may have guessed, by a rather 
quick transition from civilian to mili- 
words, a short 


tary life. In other 


time ago I was an industrial advertis- 
Today 


I am a private in the United States 


ing and public relations man. 


Army Air Forces. 
Prior to induction into the armed 


service, my work at the Trane Com- 
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and approval for use of Army data in your advertising 





pany, la Crosse, Wis., manufacturer 
of one of the nation’s most complete 
lines of heating, cooling and air con- 
ditioning equipment, involved a large 
amount of correspendence with the 
War Department Bureau of Public 
Relations in Washington, D. C., as 
well as with Post Public Relations 
Officers throughout the country. 

The reason, of course, was the fact 
that Trane advertising copy, publicity 
articles, and house organ features be- 
came more and more concerned with 
the war effort as the company’s pro- 
duction was devoted to that end. The 
Trane Company is a supplier to war 
industry and to the Army and Navy. 
Trane public relations material pre- 
sented information on the application 
of Trane products in various build- 
establish- 


ments, in processes such as quenching 


ings common at Army 
oil cooling, shell manufacturing, fuse 
loading, aircraft engine testing, and 
in actual military materiel itself. 
Obviously, this correspondence en- 
tailed obtaining photographs and in- 
formation and properly clearing the 
resultant form of presentation. On 
the whole, the writer experienced a 
cordiality, willingness to codperate, 
and complete understanding from all 
parties contacted. [verything, of 
course, was in strict accordance with 


War 


conformed with the wishes of the post 


Department regulations and 
or group involved. 

The present finds the writer as- 
signed to the Office of Public Rela- 
tions at a large replacement training 


INDUSTRIAL MARKETING, October, 194 


center for the Army Air Forces. By 
way of revealing to the industrial ad- 
vertising profession the composition 
and organization of a Post Public 
Relations Office, suffice to state that 
such an office includes a publication 
section which edits and publishes the 
post newspaper; a radio 
handle the production of post-created 
programs on stations in the city ad- 


section to 


jacent to the post; and a press section 
to furnish news releases to the home- 
town papers of post personnel, the 
larger dailies and the wire services as 
well as to write special features. The 
staff is composed of men with profes- 
sional backgrounds and is directed by 
officers of commensurate standing in 
civilian life. Briefly, the set-up is 
such that practically any problem in 
public relations can be dealt with in 
an entirely satisfactory manner. 

Now, then, where does the manu 
facturer desiring information fit into 
this scheme? Who will handle his 
request? What should he do? How 
should his letters be written? 

In the first place, a letter from 4 
manufacturer will not always go ¢ 
rect to an officer or enlisted man w! 
appreciates exactly what the man 
facturer wants and how he is go 
to use it. To one with experience 
industrial advertising, this is imn 
diately obvious—but, naturally, 
every man assigned to a Post Pub 
Relations Office is an ex-industrial 
vertising man. This factor makes 
imperative for the manufacturer 

(Continued on Page 74) 
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PROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Employes in the Service 

As you know, we have a large num- 
ber of employes and a good percent- 
age of them are now in the service. 
While keeping in touch with this 
group has never before come within 
the activities of the advertising de- 
partment, we are now asked to main- 
tain a mailing list of former employes 
in the service and wonder if you or 
any of your friends have worked out 
a system for doing this. 

ADVERTISING MANAGER. 

A great many advertising depart- 
ments have taken on the responsi- 
bility of keeping in touch with for- 
mer employes now in government 
service. It is mot an easy task as 
the boys move around from camp to 
camp, or overseas, very fast. How- 
ever, the government seems to do a 
fairly good job of forwarding mail 
so that eventually letters, literature, 
etc., do catch up with them. 

In cases where some time has 
elapsed between the men leaving for 
service and the beginning of your 
contact, it is best first to write to 
the man’s home or the last address in 
the company file. Although the lad 
is not at that address, his mother, 
wife, or relative will usually send his 
latest address and from then on your 
news bulletin and correspondence can 
urge that he always give you his cur- 
rent address so you can keep in touch 
with him. All of the boys are so 
much interested in mail from their 
friends and former associates that all 
of them are very good along this line. 


Salesmen's Compensation 


Here are a few questions regarding 
sa‘esmen compensation that I would 
like to have you answer. 

What is the latest and best 
thought on a sales agreement for a 
mission salesman—especially for 
mavufacturers of machinery? 

In the light of so many regu- 
lations for the conduct of business in 
the» times, what risks to the com- 
par» does this form of sales activity 


c 


Can a commission salesman add 


extra amounts to the regular pub- 
lished consumer price of a machine to 
cover engineering service or super- 
vision of installation in the light of 
Price Regulation 136? 

4. If a commission salesman sold 
a machine at a higher than ceiling 
consumer price, due to a charge, for 
instance, of engineering service, would 
the company be involved if it billed 
the customer and remitted the greater 
than regular resale commission to the 
salesman? 

ADVERTISING MANAGER. 

We have referred this question to 
the president of a well known ma- 
chinery sales company. Here are his 
answers: 

“As to the first two questions, there 
has been a great deal of discussion of 
late, owing to the fact the Bureau of 
Internal Revenue has in some cases ob- 
jected to payments of commissions 
that were considerably higher than 
those earned by the same individual 
before the war. Also, recent legisla- 
tion that has been proposed in con- 
gress for the outlawing of contingent 
fees on government contracts has un- 
settled the situation. 

“As a member, at the present time, 
of the Machine Tool Advisory Com- 
mittee of the WPB and also a member 
of the Government Relations Com- 
mittee of the National Machine Tool 
Builders’ Association, I have been en- 
gaged here and at Washington in the 
last few weeks in a number of dis- 
cussions on this very subject. No 
one can say for certain, of course, 
as to what legislation may pass or 
what regulations may be laid down 
affecting this matter. However, to 
date, most of the machinery manu- 
facturers and distributors from whom 
we have had reports are standing pat 
on any plan of compensation they 
have had legitimately in effect for 
several years and which they feel is 
based upon sound practice. 

“It is also apparent that the recent 
so-called Vinson Act, HR-7304, out- 
lawing contingent fees, will be radical- 
ly modified by the Senate, as its main 
purpose, which is commendable 
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enough, is mainly to make illegal the 
payment of commissions to the so- 
called contact men who without any 
background of industry experience 
have been picking up commissions on 
government contracts. Unfortunate- 
ly, it is so worded to affect long stand- 
ing and legitimate representatives of 
industry. 

“Answering your paragraph three, 
I know of no way in which a sales- 
man or agency can add to the estab- 
lished consumer price of a machine 
an amount to cover sales engineering 
service. My understanding is that the 
ceilings on machinery prices must not 
be exceeded in any manner and that 
all sales cost must come out of such 
prices as have been set up. This per- 
haps answers also your paragraph four, 
and while I would not pretend to give 
legal counsel, my own understanding, 
based upon conferences in Washing- 
ton that I have had as a member of 
the above two bodies, would indicate 
to me that it would be contrary to 
the spirit of the law and regulations 
to attempt to add any charge not 
covered by the ceiling price.” 


Mailing List Problem 


For many years we have followed 
a system of checking telephone direc- 
tories and industrial directories in an 
effort to secure new prospective cus- 
tomers. This effort is now  chal- 
lenged: first, because we can not take 
care of any new customers; second, 
because many of the new customers 
may be in business on a temporary 
basis and be out of business by the 
time the war ends and we have any 
material to supply them. Do you 
believe we should continue to try to 
add to our mailing list in this way? 

ADVERTISING MANAGER. 


It is difficult to give a general an- 
swer because the principal question is, 
whether a good proportion of the 
names you do not have on your mail- 
ing list are going to be of any value 
to you after the war. The percent- 
age will no doubt vary with almost 
every industry. It is also true that if 
you stir up these possible prospective 
customers, they will be disappointed 
if you can not serve them. How- 
ever, we would be inclined to recom- 
mend that you take a chance, writ- 
ing a fairly neutral letter, or perhaps 
even step down to a double postcard 
plan. While it looks as though this 
war may last several years, there will 
be so much to do when the war ends 
it will pay you to have the best pos- 
sible mailing list. 
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Trends 


A review of condition 


marketing procedure, 





s within industries which influence industrial 


written by editors of business papers 





Wartime Opportunity of 

Railway Manufacturers 

@ THE RAILWAYS need right now 
all the assistance anybody can give 
them. They need it for one definite 
purpose—to help them carry an un- 
trafhc while the 
least labor, equipment, fuel, and ma- 


precedented using 
terials practicable. They are confronted 
with an entirely new situation—(1) 
service, 


(2) inability to 


unprecedented demands for 
and simultaneously 
get the equipment, devices and ma- 
terials they need and could pay for. 
If they cannot meet all demands, the 
results will be serious. 

There is an 


important group of 


business interests, manufacturers of 
railway equipment and supplies, that, 
above all others, should give the rail- 


All 


manufacturers usually get much, many 


ways every possible aid. such 
of them all, of their business from the 
railways. Their ordinary function is 
to improve and sell to the railways all 
the equipment, devices and materials 
they can. They have a different and 
broader function now—not only to 
produce and sell to the railways all 
that available materials permit, but to 
help the railways accomplish the ut- 
most they can with what they have. 

Manufacturers can help by putting 
their service staffs more than ever at 
the disposal of the railways. They can 
help by urgently applying pressure in 
Washington for the materials they 
need in order to supply the railways. 
They can help by using advertising 
to tell the railways not only what they 
have to sell, but how to get the best 
results from what has already been 
Our 


show many manufacturers already are 


sold them. advertising pages 


doing this—also, that most manufac- 


turers that get business from the 


railways are not doing it. 
Gone for the duration are the days 
“trafic” 


best used to “sell” the railways; they 


when the club of could be 
have enough traffic, may soon have 
too much. Gone are the days when the 
best entertainer was the best salesman, 
if he ever was; he may be less valu- 
able now than the best service man. 
Gone are the days when it paid to 
make agreements to restrict advertis- 
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ing; Customers now need information 
such as only good advertising can 
furnish. 
Manufacturers want to continue 
doing business with an efficient and 
privately-managed railway industry; 
and now is their best opportunity to 
help it—and also themselves. Only 
those will fully avail themselves of the 
supplement their 
production and 
sales efforts with everything they can 


opportunity who 


usual development, 
do to help the railways get along as 
well as possible with as little as pos- 


sible—SamMuet O. Dunn, Editor, 
Railway Age. 

War and Oil Spur 

Coal Operations 

@ THE dominant trend in coal is 


toward greater production in response 
to the ever accelerating demands of 
the war industries and their call for 
more coal through greater consump- 
tion of heat, power, and light. A 
second impetus is the conversion from 
oil to coal for industrial and domestic 
heating. While this change is just 
getting under way, it already accounts 
for twenty-five million barrels of fuel 
oil a year, which will call for an ad- 
of coal for 
Office of 
which is in 


tons 
The 


Petroleum Codérdination, 


ditional six million 


heating purposes. 
charge of the government’s campaign 
for conversion, anticipates that total 
conversion will save 100 million bar- 
rels of oil a year, and call for pro- 
duction of twenty-five million tons 
of replacement coal. 

the na 


tion’s output of coal, anthracite and 


In three successive years, 
bituminous, increased one-eighth over 
the preceding year. This brought the 
1941 production to 567,000,000 tons, 
with a 1938 output of 


Production in 


contrasted 

394,000,000 
1942 promises to exceed 600 million 
tons and it is probable that in 1943 
our mines will average an output well 


tons. 


in excess of twelve million tons a 
week, and that the year’s total may 
reach 650,000,000 tons. 

What this means to those who fur- 
nish 


chines, tools, and supplies may be 
the following figures: 


coal with its myriads of ma- 


gaged from 
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With a production of 560,000,000 
tons this year, the bituminous mines 
will spend for materials and supplies 
well over $123,000,000; for mainte- 
nance and replacement, exclusive of 
capital expenditures, these mines will 
spend $49,000,000, or a total of 
$172,000,000. At the same time the 
anthracite industry, assuming a pro- 
duction of 60,000,000 tons, will spend 
$31,000,000 on materials and sup- 
plies and $8,400,000 on maintenance 
and replacement so that its expendi- 
tures for these commodities will ap- 
proach $40,000,000. This brings 
total expenditures of the combined in- 













dustry for these items to $212,- 
000,000. 
In 1943 the drive for increased 






production will be more intense than 
it has been in 1942. That will mean 
purchase of more of everything the 
industry consumes in the way of ex- 












pendable supplies and productive 
equipment and it will mean a par- 
ticularly heavy demand for repair 





and maintenance of its present ma- 
chinery, all of which is undergoing 
unusual wear and tear in this time 








of stress. 

Looking beyond the war, it seems 
inconceivable that coal would drop 
back into the doldrums of the early 
30s, but even were that to happen 
its annual expenditures would still 
exceed $130,000,000, a figure that 
represents the combined total for bitu- 
their 








minous and anthracite in two 
worst years since World War I. 

Thus it is evident that coal offers 
a substantial and continuing market 
to those who supply it with mate- 
rials and equipment for its vital op- 


SmitTH, Editor, 














































erations.—CLoyp M. 
Mechanization. 


"Newsweek" Promotes Four 
Newsweek has 


lowing advancements in its advertising 
sales staff: Arthur V. Anderson has 6 
appointed to the newly created post 
advertising director, from advertising ! 
ager; Edwin J. Hughes, Western manager, 
advanced to advertising’ manager; Curtis 
F. Moss of the Chicago sales staff, has 
been made manager of the Chicago 0! 
fice; and Victor Craig, of the New Y rk 
sales staff, has been made Eastern a 
tising manager. 


American Bosch to Remington 


Wm.B. Remington, Springfield, M 
has been appointed to handle the a 
tising account of the American B 
Cotporation, manufacturer of mag 
and Diesel fuel injection equipment 


Swink Gets Marlite Account 

Marsh Wall Products. Inc., Dover 
has appointed Howard Swink Advert: %£ 
Agency, Marion, O., to handle its M e 


account. 


announced the 
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Your advertising coverage is a bit sketchy 
—if you’re depending on the national books 


to reach the industries of the nation. 


Here are the facts: Southern Power and 
Industry reaches over 10,000 industrial and 
power plants in the South and Southwest, 
with a total circulation of 15,500. That’s 
approximately three times the circulation 
of any of the national books —#in the 19 
Southern and Southwestern States. South- 
ern Power and Industry’s advertising rec- 
ord is equally impressive —a gain of over 
200% in advertising pages since 1935— 
greater than that of any competitor, as is 
the industrial growth of this section greater 


than that of any other. 


And what a market the industrial South 
and Southwest offers! Over 16 billions 
spent in this section by government agencies 
for war-time facilities and supplies—plus 
many other billions for private building 
and expansion required by the war effort. 
The South and Southwest are coming into 
their own “manufacturing-wise.” 


If you’re looking for high-priority business 
today, the South and Southwest have it. 


If you’re more concerned with the post-war 
future, you can’t find any market with 
greater possibilities. 

Let us give you the full facts—about this 
rapidly expanding market and your cover- 
age of it. You may find you’re missing a 
big bet. 


A W.R.C. SMITH Pudiication 


GRANT BUILDING ATLANTA GEORGIA 


Also Publishers of 


COTTON . SOUTHERN AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH + SOUTHERN HARDWARE 



















ADVERTISING VOLUME FOR SEPTEMBER ISSUES OF INDUSTRIAL, TRADE, 


AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies and have 


Pages 
1942 1941 
Industrial Group 
Aero Digest 259 173 
Air Conditioning & Refrig- 

eration News (w) (1114 

x16) 32 
American Builder & Build- 

ing Age 
American Machinist (bi-w) 

American Wine & Liquor 

Journal 
Architectural Forum 
Architectural Record ' 

Automotive & Aviation In- 
dustries (bi-w) 

Aviation 

Bakers’ Helper (e¢.0.w.)... 

Brick & Clay Record 

Bus Transportation 

Ceramic Industry 

Chemical & Engineering 

News 
Chemical Industries 
Chemical & Metallurgical 

Engineering 
Civil Engineering 
Coal Age 
Construction Digest (bi-w) 47 
Construction Methods (8% 

x12) 

Cotton 

Diesel Progress (8! 2x11).. 
Electric Light & Power.... 
Electrical Contracting 
Electrical South 

Electrical West 

Electrical World (w) 
Engineering & Mining Jour- 

nal 
Engineering 

(w) ; 

Factory Management & 

Maintenance ; 200 
Food Industries 68 
Foundry $1: 113 
Gas §: §40 

58 
Heating, Piping & Air Con- 

ditioning 80 
Heating & Ventilating. ... ; §56 
Industrial & Engineering 

Chemistry 32 lll 
Industry and Power 94 
Iron Age (w) | *428 


standard 7xl0-inch type page 


Pages 
1942 1941 
Laundry Age 3 37 
Machine Design 7 97 
Machine Tool Blue Book 
(414x6)) *301 *227 
Machinery 278 253 
Manufacturers Record .... §*34 §*41 
Marine Engineering & Ship- 
ping Review 192 110 
Mechanical Engineering .. 59 48 
Mechanization (4 13/16x 
7 5/16) 61 63 
Metal Finishing 49 47 
Metal Progress 108 87 
Metals and Alloys 
Mill & Factory 
Mill Supplies 
Modern Machine Shop 
( 4x6 ) 
National Petroleum 
(w) 
National Provisioner (w).. §92 94 
The New Pencil Points.... 
Oil & Gas Journal 
(9x12) 2 *305 
Oil Weekly *182 
Paper Industry and Paper 
World 61 63 
Paper Mill (w) 58 101 
Paper Trade Journal (w). *||96 *§144 
Petroleum Engineer 89 90 
Petroleum Refiner 115 126 
Pit & Quarry *76 *65 
Power 228 §259 
Power Plant Engineering... 101 88 
Practical Builder (10x15) 13 22 
Printing 55 51 
Product Engineering 183 136 
Products Finishing 
6) 30 41 
Purchasing 148 119 
Railway Age (w) 150 142 
Railway Purchases & Stores 66 59 
Roads & Streets 46 54 
Rock Products 48 43 
Southern Power & Industry 76 75 
Steel (w) §349 $330 
Telephone Engineer 35 28 
Telephony (w) *//88 *75 
Textile World §149 142 
Tool & Die Journal (434x 
7) 111 58 
The Tool Engineer 143 97 
Water Works Engineering 
9 §70 


Pages 

1942 1941 

Water Works & Sewerage. 47 56 

Welding Engineer 41 28 

Western Construction News 66 68 

Wood Worker 49 
Woodworking Digest (4x 

6) *66 #53 


Total 9091 
Trade Group 


American Artisan 71 
American Druggist 109 
American Exporter 131 
Boot & Shoe Recorder (w) *101 *134 
Building Supply News.... 41 47 
Commercial Car Journal... 2 103 
Domestic Engineering .... 59 

Farm Implement News (bi- 

w) 57 
Hardware Age (bi-w).... 114 
Jewelers’ Circular-The Key- 

stone 93 
Motor 102 
Motor Age 70 
Plumbing & Heating Jour- 

nal 30 
Sheet Metal Worker *$2 
Southern Automotive Jour- 

nal 67 
Southern Hardware 46 
Sporting Goods Dealer.... 3 §59 
Wine & Liquor Retailer... 44 


Total 3 1,419 
Class Group 
Advertising Age (w) (10% 

x15) 1 t112 
American Funeral Director. 44 
American Restaurant 50 
Hospital Management .... 32 
Hotel Management 51 
Industrial Marketing 73 
Modern Hospital 108 
Nation’s Schools ......... § §40 
Oral Hygiene (4 45/16x7 

3/16) 
Restaurant Management .. 
School Management (9!4x 

11%) 
Trafhe World (w) 


Total 


§Includes special issue. *Includes classi 
fied advertising. ||Last issue estimated 
tFive issues. {Three issues. 


NOTE: The above figures must not be quoted or reproduced without permission. 





Advertising Volume Up 
Six Per Cent in September 
@ DISPLAY advertising in Septem- 
ber issues of business papers was up 
6.1 per cent over similar issues a year 


ago. The volume of advertising car- 


ried for the first nine months of the 


year was 6.6 per cent greater than in 
the first three-quarters of 1941. The 
figures are based on reports of 118 
publications shown in the above tab- 
ulation. 

The industrial papers continue to 
carry the burden in keeping the score 


42 


of business papers ahead of last year. 
Eighty-eight of these publications in- 
creased their business in September 
issues over those of a year ago by 11.1 
per cent. This holds the gain for the 
period to date at 11.2 per cent. 

The trade or dealer group, as repre- 
sented by eighteen publications, 
slipped further in September, regis- 
tering a loss of 19.5 per cent in busi- 
ness as compared with September, 
1941, nine-month 
period, business in the group is off 
fifteen per cent. 

Business in the twelve class publi- 
cations in the tabulation likewise con- 


issues. For the 


tinued downward with September is- 
sues 5.6 per cent under those of last 
year. . These papers have carried 6.1 
per cent less business for the first nine 
months of 1942 than in the compar- 
able period of 1941. 

Errata: In the analysis of the r 
ports for August in the September 
issue, the gain of industrial public- 
tions for the first eight months o! 
1942 should have read 11.2 per cer! 
instead of 22.6; and the gain of 
papers for the first eight mont 
should have read 6.6 instead of 15 ° 
per cent. These errors appeared 
only a small portion of the edition 
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49 
53 
91 
71 
O09 
31 
34 
47 
03 
90 
57 
14 
93 
02 
70 
30 Porrer PALMER, twenty-six yearold New _ survives, under the management of his son. _ chain operation. .. helped make the drug store 
52 Yorker, prospered mightily in 1852 as Chicago’s Danie. BurnuaM, brought to Chicago by the most popular and most used modern utility : 
7 first merchant to guarantee satisfaction or _ his parents as a child of nine in 1855, was an __ ...and at his recent death, left a store system in 
a your money back. When the shopping district. apprentice architect in 1867, founded his own 125. cities under the management of his son. ) 
59 was Lake Street, he foresaw the future of State _firm in 1873. He helped rebuild the city after / 
44 Street, bought a full mile of frontage, erected the fire of ’71, designed many of Chicago’s 
19 buildings and a hotel, all of which were lost first skyscrapers, the Masonic Temple, First 
in the Great Fire. Strong in faith, he borrowed National Bank, the Marshall Field store; was 
$1,700,000 a fabulous loan for the times, and the designer and director of the World’s Fair 
‘ started over... left an enduring fortune and _ of 1893. Pioneer in city planning, he sold the 
5() an honored name. Chicago Plan, the park system and boulevards 
32 to the hard-headed business men of his day. . . 
yl made modern Chicago his living memorial. Turse names and others that belong to 
fe Cartes Netcuer, bundle wrapper at history now...once were young and unknown, 
40 fourteen in the Partridge store in Buffalo... newcomers to Chicago . . . But they had much 
came to Chicago with the Partridges in 1870, © give Chicago; and Chicago had much to 
and at eighteen was general manager of their 8'V€ them . . . still has much to give anybody 
, Chicago store—which was burned out in 1871. who has something for Chicago. 
12 He started up the business in a shack after the The Sun had something to give Chicago 
67 JonaTHAN Scammon, from Maine, was a _fire, eventually bought control... The Boston —_- - - "€WS, more comprehensive news, unbiased, 
46 twenty-three year old lawyer when he first Store is still operated by his widow. impartial, an honest and objective viewpoint. 


hung out his shingle in Chicago in 1835. He 
persuaded the Eastern railroads to extend 
their lines to Chicago, became the city’s first 
corporation lawyer, helped found the Tribune, 
the city’s school system, and—still enduring— 
the Hahnemann Hospital. 

Joun M. Smytn, born at sea in 1843 of 
Irish parents immigrating to Chicago, knew 
grinding poverty after his father’s death, 
srospered as the Inter Ocean’s best advertising 
ilesman. At twenty-four, with a capital of 
250, he opened a small furniture store . . . 

he John M. Smyth Co., one of Chicago’s 
reat furniture stores for four generations, still 





CHARLES R. WALGREEN, born in a small 
town in Illinois, qualified as a pharmacist in 
Dixon, IIl., opened his first store in Chicago 
in 1902, had three stores in 1909, went into 


And because The Sun is doing a better job as 
a newspaper, the people in Chicago who know 
a better newspaper, and knew Chicago needed 
one... have given their interest, confidence 
and support; made The Sun an advertising 
medium from its first issue. 

Today, The Sun has more circulation than 
any new newspaper ever had; has carried 
more advertising than many an old newspaper 
will ever get. . and the people who have 
made The Sun a medium are people whose 
business you need—to succeed in Chicago. 

Today, in Chicago... The Sun isa buy for 
anybody’s money . . . Ask the Branham man. 


j@. THE CHICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 
Atlanta, Charlotte, Chicago, Dallas, Detroit. Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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THANK YOU 

To tHe Eprror: Just a line to tell 
you how pleased we at The Forum 
are to have been singled out for one 
of the MARKETING 
There is high satisfaction in 


INDUSTRIAL 
awards. 
receiving this recognition from such 
an outstanding jury and under the 


sponsorship of such an outstanding 
publication as yours. 
Howarp Myers, 
Editor, The Architectural Forum, 


New York. 





To tHe Eprror: We extend our 
appreciation for the award of merit 
received by American Aviation in 
your Fifth Annual Competition for 
Editorial Achievement. Receiving the 
award in New York was a very fine 
climax for a trip which took me to 
Mexico City, Kansas City, and the 
Wyoming. We 


proudly placed the certificate in our 


mountains of very 


ofhce lobby for all to see, when I 


returned. Needless to say, winning 
an award leaves a very warm spot in 
our hearts for INDUSTRIAL MARKET- 
ING. 

WayYNI 


Publisher, 


W. PAaRrisH, 
Avia- 
Washington, 


Editor & American 
tion Associates, Inc., 
na ¢ 
fe, 
APPRECIATION 
To tHe Eprror: May I thank you, 
and I am sure I speak for the Cana- 
dian trade periodical press, for the 
admirable sportsmanship of American 
confreres in extending the invitation 
across the border for participation in 


Fifth An- 
Editorial 


INDUSTRIAL MARKETING’S 


nual Competition tor 
Achievement. We would include in 
our vote of thanks the judges who 
so kindly ofhciated: Coakley, 
Gerry Powell, H. L. Fisher, Charles 
M. Neighbors, Lieut. Col. 


White, and your good publication for 


John 
Egbert 


sponsoring the competition. 


Any such plan which obviously aids 
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in extending the worth and purposes 
of the trade 
worth while. A trade journal is a 
business “tool”; we shall have better 


journal press is well 


business when we have better tools. 
S. H. Cooke, 


Editor, Western Fisheries and Storage 


and Distribution, Vancouver, B. C. 
Canada. 
7, 

FIELD COOPERATION 
To tHe Eprror: Naturally we are 
very pleased the Penn Salt advertise- 
ment is receiving recognition from 
The Copy Chasers (see p. 94). This 


advertising was prepared from field 
reports turned in by Penn Salt sales- 
men and the client has found the ad- 
vertising to be very beneficial in their 
sales efforts. We find it very easy to 


prepare good “tell all” copy when 
we are given the proper material to 
work with. The Penn Salt salesmen 
have been very coéperative in getting 
this material to us. 

D. Beck, 


Geare-Marston, Inc., Philadelphia. 


GEORGI 


Tw 
AD FORMULA 
To tHe Eprror: Thanks for tell- 
ing us The Copy Chasers liked our 


“Duck to 


In all our space advertising we use 


Water” ad (see p. 96). 
just about the same formula, that is: 
we here at Delta, through our contact 
with the customers and the field in 
general, know what approach to use 
and what our advertising should be 
so that it ties in perfectly with the 
work our district men and industrial 
We then for- 
mulate our ads to tell this story. The 


distributors are doing. 


agency is then given the job to pro- 
duce the ad which tells this story. 

This procedure has worked out quite 
well. We believe we know what to 
say and when to say it—our agency’s 
job is to say it right. 


Rough layouts and copy are sub- 
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mitted There is little 
change because we have gone over 
it quite well before the artists or 
copy men are turned loose. 


to us. very 


Final lay- 
outs and copy are submitted and the 
job completed. 

Our agency is the Irving J. Rosen- 
bloom Advertising Agency, Chicago, 
and credit should go to them for the 
copy and art work. 

Water E. ScnvutTz, 
Advertising Manager, The Delta 
Manufacturing Company, Milwaukee. 


. = 
WIDE APPROVAL 
To tHE Eprror: It goes without 


The Copy 


Chasers’ rather vague criticism in the 


saying, of course, that 
September issue regarding our adver- 
tising surprised me somewhat because 


hundred and 


two hundred letters commenting on 


I received between a 
the ad favorably and enthusiastically, 
one being from a Chinese official here 
in the U. S. 

So, in this one 
The Copy Chasers will forgive me if 
I humbly urge them to go chase them- 


instance, I know 


selves or the Japs, preferably the lat- 
ter, because the Japs asked for it. 

I am sending a collection of our ad- 
posters to The Copy Chasers, includ- 
ing “You Asked for It, Jap,” which 


Junk Rains Mell on Axis 


YOU whe reed the can help end the war cellar att and garage for metal yo~ 
sooner and save lives of Amencan boys at ture im. (3) Get every other bome + 
the fromt Amence «= dangerously short of Whewne (4) Ealat “spotters” to tre 
rap won and steel vital ingrechents for report «xvrap metal elsewhere 

The Scrap Deeter needs your help 

The government depends on hu * 
how um sorting. segregeting. proper’ 
perng. eed shippeng rap to the 

mulls im useable form Give hum you 
operation Sell hum your scrap 


De these things: (1) Use your lege and 
arms and vowe in your community + scrap 
collection drive If ome has not yet started 
phone of write your Mayor to appowt « 
committee st once (2) Ransach your owe 


Published in the interest of on sorties Victory by Wickwwe Spencer Stee! Comper 
500 Pith Ave. Mew York Permision to reprint in whole or in port glodly giver on rears 






























ot the boo-kay. The story of “Junk 
Rains Hell on Axis” (see illustration) , 
eproduced editorially by newspapers 
iroughout the Western Hemisphere, 
idopted by WPB Salvage Committees 
n virtually all forty-eight states and 
on display in many places in many 
department stores, including Saks 
Fifth Ave., is a story that is making 
idvertising history. 
Georce L. RANDALL, 
Advertising Manager, Wickwire 
Spencer Steel Company, New York. 
7, = 
THE AGENCY TABULATION 
GETS WIDE WELCOME 

To tHE Eprror: We're certainly 
glad INDUSTRIAL MARKETING is main- 
taining the annual report of business 
paper placements by agencies. Your 
report gives a truer picture than the 
previous one restricted to ABP papers. 
We'll have a substantial gain to re- 
port for 1942. 

It is interesting to note that 
eighteen of the twenty-six members 
of the National Advertising Agency 
Network are represented, among 
whom we stood fifth. The Network 
reported a total of 5,013 pages. Many 
of our members, of course, concen- 
trate on consumer rather than indus- 
trial and business paper advertising. 

Thanks for your good work in re- 
vorting this annual volume. 

Carr LIGGETT, 
President, Carr Liggett Advertising 
Agency, Cleveland. 





To tHe Eprror: I think the an- 
nual record of agency placements is 
an excellent contribution to the en- 
tire advertising picture and will help 
educate industrial advertisers on the 
benefits of consistent advertising and 
of the services which agencies can 
perform. 

| was particularly interested to 
check and tabulate the figures for 
the members of the National Adver- 
tising Agency Network which show 


a definite and substantial increase in 
tota! volume over the previous year. 
This Network last year placed over 
6,( pages. 


RoLtanp G. E. ULLMAN, 
resident, Roland G. E. Ullman 
Organization, Philadelphia. 





rHe Eprror: I wish to thank 


you or the copy of your September 
issue containing the tabulation of 
age placements in business papers 


dur 1941 and 1940. 
I s record of 213,831 pages placed 
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A fifty page working 


manual of practical help in pro- 
ducing effective war-time freight 
transportation advertising campaigns 


@ Because of the record-breaking increase 
in freight tonnage being moved in today's 
war of movement, shipper and carrier 
executives are being confronted with 
many new problems, particularly in view 
of the limitations having been put on the 
production of new carrier and shipping 
equipment and supplies. 

The men in charge of shipping and rout- 
ing of freight in industry are facing new 
responsibilities. These industrial traffic 
managers are being faced with unusual 
problems of shipping their company's in- 
creasing volume of products—in many 
cases military goods, as a result of plant 
conversions—in ways which more so than 
ever make for speedy and reliable de- 
liveries to destination. Inbound freight, 
like outbound goods, is of greater volume 
and of different nature, too. 

The transportation machinery of the 
country—the rolling stock of the carriers 
—hos been and is being taxed to the nth 
degree. There is the gigantic problem of 
keeping the wheels of transportation roll- 
ing to keep speeding up industrial out- 
put in the production battle that industries 
are waging today. 

With the available rolling stock, freight 
corriers are doing a better job than they 
ever did in the history of transportation 
but industrial traffic managers need help 
and assistance. Shippers today are help- 
ing and cooperating with freight carriers 
and the carriers are cooperating with 
shippers to make the transportation ma- 
chine of World War II function independ- 
ently as it never functioned before. 

To uncover some of the current prob- 
lems of industrial trafic managers, 
TRAFFIC WORLD engaged the Ross Fed- 






| CeRTNED 


A ALL HGuees 
few) REPORTED AS 


The manual contents 
based on recent 
Ross Federal study 


eral Research Corporation, one of the 
nation's leading fact-finders. Ross Federal 
representatives interviewed in person nu- 
merous leading industrial traffic managers 
the country over—men who control over 
$800,000,000 worth of annual freight 
business. 

The results of the study are summarized 
in the Guide to Effective Freight Trans- 
portation Promotion. This booklet is 
packed with timely, helpful information 
on how freight carriers can help shippers 
in today's war-time and tomorrow's peace- 
time conditions. There never has been a 
manual of this nature published and you 
will want your free copy. 


Send for your free copy today. 





Here is what this free booklet tells you: 
The contents of this helpful manual can 
be broken down into seven parts which 
are as follows: 
1. The opportunity for promotion of 
wer and post-war freight services 
Il. Use of freight services and the fac- 
tors in industry to be cultivated 
Ill. Influencing factors in the selection 
of freight service 


1V. Problems encountered in the selec- 
tion of freight carrier service 

Vv. What shippers want stressed in 
freight advertisements 

Vi. Figures on readability of freight ad- 
vertising in the preferred business 
magazine in the field 

Vil. Examples of current freight cam- 
paigns 


ee a ee a a a a 


(Clip Coupon and Mail to) 
TRAFFIC WORLD, 4225S. Market Street, Chicago, Illinois. 
I want a copy of A Guide to Effective Freight Transportation Promotion. 
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© A New Information Service fi 


Can your company offer industry a better 
raw material? a better industrial finish? a 
better component part? a better fabricating 


technique? 


If so, thousands of industry’s product de- 
velopment and design men want to know 


about it. 


And they want to know about it NOW, 
because they are designing tomorrow’s 
products NOW—better products for war 


and better products for peace. 


Sok - 


The need for information on the latest developments 
in materials, equipments and processes has been 
recognized by the technical press and excellent peri- 
odicals, devoted to the problems of product designers, 
regularly report news of important advances on the 
design front. Also, their advertising pages serve to 
acquaint readers with a variety of products of 
potential interest and usefulness. 

But when intensified investigation in connection 


with a specific problem leads down a certain definite 


channel, the product designer, even though he ha 
kept in touch with general developments in his field, 
needs information in a form which will enable him 
to compare the merits and advantages of one prod- 
uct with those of another and guide his selection « 
the one best suited to his requirements. 

To meet this need, Sweet’s Catalog Service wil 
compile and distribute, early in 1943, the first issue 
of Sweet’s Catalog File for Product Designers. 

This new Sweet’s file, as with its six predecessors in 
the building and industrial fields, will be issued in 
the form of one or more bound, indexed volume 
and will contain catalogs of the manufacturers 0 
materials, finishes and parts, in their respective 
sections. Other sections will provide for catalogs on 
manufacturing techniques and on work equipment 
used by product designers. 

Sweet’s proposes to make this the most com 
prehensive and useful collection of product design 
information ever assembled in one unit. Because 
the engineering and technical character of the data fj 
special attention will be given to contents ane 
format of individual manufacturers’ catalogs. fo 
this purpose, Sweet’s consultants and designers Wil 
work with clients with the object of producing a™ 


of essential product information which will meet ™ 
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zh he haf ishest design standards and be of greatest possible 
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Compilation will start at once. Sweet’s invites all 
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roduct development and design, until 
1 volumes 
cturers oecent years only one of many functions of 
respectiveprdustry’s engineering staffs, is now emerg- 


atalogs agg as a distinct department of industry, 
quipmelfianned by engineering, technical and 


search specialists. 
10st com 
uct desig importance of product designers as 


Because Muying factors warrants the special atten- 
f the dation of every manufacturer of materials and 


tents @™Hquipment sold for remanufacture. 
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igners wigs new marketing service is specially 


icing a fifesigned to meet the needs of these two 
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last year by the 504 reporting agen- 
cies, and the 14.88 per cent increase 
over 1940, is indeed most interesting. 
It indicates a very definite trend in 
advertisers’ policy and agency oper- 
ation in keeping with recent and pres- 
ent conditions. 

The heavy 


paper space handled by the leaders 


“tonnage” of business 


among this large group of agencies, 
and the average of 424 pages for the 
entire group, is certainly significant 
and justifies my opinion of the im- 


portance of the business paper field. 











I am glad to find several Denver 
agencies in both the 1941 and 1940 
lists. 

Ceci. R. CONNER, 
President, Conner Advertising 
Agency, Inc., Denver. 





Thanks for the 
business paper 
by advertising 


To tHe Epiror: 


annual tabulation of 
placed 


As in the past, we will be 


advertising 
agencies. 

very happy to coédperate in the prep- 
aration of your next tabulation. 


Keeping one’s rank in this tabulation 




























Bearing Down on the Axis 


volume of vital equipment for our Nation's war effort includ- 


The wood products industry is rolling up an ever-increasing 


ing plywood airplanes and parts, gliders, landing barges, truck 


HIGH 
PRIORITIES 


Available to suppliers of 
abrasives, adhesives, ma- 
chinery, finishing materials, 
hardware, lumber, record- 
ing instruments and manu- 
facturing equipment and 
supplies of all types from 
well rated plants engaged 
in war production. 


bodies, pontoons, mine layers, ammunition boxes, mosquito 
boats, desks, bunks, demountable houses and scores of other 
essential items. 


As the focal point of production data, W.P.B. rulings and 
other essential information, WOOD PRODUCTS is in an ideal 
position to take the advertiser's message directly to respons- 
ible plant managers who can and do make final decisions. 
Since “time is of the essence,” this short direct line of com- 
munication provided only by WOOD PRODUCTS between 


buyer and seller is now of extreme importance. 


Editorial excellence plus COMPLETELY audited circulation 
assure advertisers of the fullest return for their advertising 


You're sure you are doing the best possible selling 


dollar. 
* job when you use WOOD PRODUCTS. 


C.C.A.—N.B.P. 


Facts and Figures Sent on Request 


wooD PRODUCTS The National Authority 


431 South Dearborn Street — CHICAGO, ILL. 


NEW YORK OFFICE, 152 W. 42nd Street 


52 





Phone Wabash 1000 
Phone Wisconsin 7-9043 
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provides a stimulating challenge. Th 
increase in advertising placed is ver 
apparent, and we note, for exampl: 
that our rank dropped from 117 « 
131 as between 1940 and 1941, a 
though we showed an increase < 
twenty-five pages for the latter year. 
We hope to boost our position pro 
gressively. 
Congratulations on this 
feature! I hope you keep it up. 
B. J. PAULSON, 
President, Paulson-Gerlach & 


Milwaukee. 


splendid 


Associates, Inc., 






To tHe Eprror: It was quite nice 
to see our agency forging ahead in 
the upper brackets of the agency list. 
Also, it was very nice of you to give 
our efforts such a boost in The Copy 
Chasers’ section in connection with 
the Disston and Gilmer copy. 

All in all, I thought it was a swell 
issue and one you can be very proud 
of. INpusTRIAL MARKETING is the 
clearing house for the most important 
functions of advertising today, and it 
is performing a real service to adver- 
tisers and their agencies. 

T. A. Doyte, 
Geare-Marston, Inc., Philadelphia. 


To tHE Eprror: You are certainly 
performing a while 
through your publication of the vol- 
ume of advertising placed in busi- 


worth service 


ness papers by advertising agencies. 
We are glad to supply you with our 
own records and look forward each 
year to publication of the standings. 
To agencies like our own, which have 
shown a consistent increase in the 
volume of business paper advertising 
handled, the figures provide quite a 
lift for the whole organization. 
Ratpu E. Jones, 
Carter, Jones & Taylor Adv. Agency, 
South Bend, Ind. 
Vv VV ¥ 


CORRECTION 

To THE Eprror: 
terested in your September issue but 
was surprised to discover your ©an- 
adian correspondent was misinformed 
about this company. Our franchise 
with the Canadian publishers was re- 
ceived through our taking over the 
business of Duncan S. Blaikie, | td., 
in Feb., 1940. A year later we 0k 
over the Benison organization and <on- 


I was much in- 


tinue to place most of the business 


previously handled by them. We did 
not, however, take over the com ny 


(Continued on Page 64) 
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Easier to find than a refinery 
not penetrated by Petroleum Refiner 


Locating a refinery not penetrated by 
the Petroleum Refiner is no simple task. 
The reason: 98.04% of all active refining 
plants in the United States and allied 
countries are penetrated by the special- 
ized Petroleum Refiner. 

What's more, the Petroleum Refiner 
is no desk decoration . . . it's the 
monthly text book of operating execu- 
tives, engineering and technical men 
whose judgment regarding equipment 


influences the ultimate purchase. 


- reach refining men who buy and specify with 


Every page of editorial copy 
every advertisement appearing in the 
Petroleum Refiner reflects this publica- 
tion's sub-title—'‘Specialized for the oil 
refining industry, including petro-chem- 
ical engineering, petroleum synthetics 
and natural gasoline.” 

Because of such editorial specializa- 
tion, key refining men subscribe to 
Petroleum Refiner. Here, then, is your 
logical market penetrated 98.04% by 
ABC proved circulation. 


PETROLEUM 


REFINER 
















Specia heed Ot Pu blica lions 


® THE OIL WEEKLY 
for the Drilling-Producing-Pipeline industry 


PETROLEUM 


for the Retining-Natural Gasoline Industry 


& THE GULF PUBLISHING COMPANY 


3301 Buffalo Drive, Houston, Texas 
NEW YORK > PITTSBURGH #®© CHICAGO e TULSA 7 LOS ANGELES 
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Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 















@ OUT OF the war will come a 
vast supply of educational material 
for practically every industry in the 
nation. It is now being created and 
distributed to where it will do the 
most good in promoting the country’s 
It is in the form of pam- 


bulletins, 


war effort. 


phlets, booklets, manuals, 


charts, motion pictures, _ slidefilms, 
and other material which has little or 
no direct advertising or promotional 
value for the producer. It will go 
into the record as advertising’s contri- 


bution to the Victory. 

For the first time since they were 
created a couple of years ago, Cincin- 
nati Milling and Grinding Machines, 
Inc., is widening the distribution of a 
series of charts pointing out the oper- 
ating controls and construction de- 
tails of nine of its milling machines 
and grinders for use in instruction 
work. The charts were originally de- 
signed for vocational schools and col- 
leges, but are now being used to good 
advantage in industrial plants having 
training schools. The charts are 
22x34 inches in size and lithographed 
on heavy stock. Distribution is 
through salesmen and on request, but 
carefully controlled because of the 
cost element. 
number of 


booklets and 


The company has a 
other 


pamphlets on various phases of grind- 


non-advertising 


ing and milling, one of which has 
reached a _ distribution of 75,000 
copies. 

In addition to some of the other 
instructional mate- 


department, 


educational and 
rial illustrated in this 
American Steel & Wire Company is 
distributing a 14x22-inch chart of 
special steels which may be used in 
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Much Wartime Advertising Designed for 


Educational Purposes 


Cincinnalé NO2 CENTERLESS GRINDER 
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waster 
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THR UPEED 
a0vuSTweEeNT STOP BUTTON WORK RES 








“AN AOJUSTWENT 
OF REGUL AT ING 
etl. MOUSHe 











wo whee 
wen aN TTaCHMENT 


NOUNS WHEE 
RUNG ATTACHMENT 


TRON 
ADJUSTMENT 
aL 


PRESSURE SWITCH 


CINCINNAT! GRINDERS INCORPORATED, CINCINNAT! OHIO,US A 


One of a series of charts indicating main features and units of Cincinnati grinding and 
milling machines for use in vocational schools and industrial training courses to acquaint 
students and workers with the important parts of the machines and their correct terminology. 
Controlled distribution is being made of the series as part of the non-advertising activities 
of Cincinnati Milling and Grinding Machines, Inc. The charts are lithographed on heavy stock 
to permit frequent handling, printed in large easily read type, and are 34x22 inches in size 


substitution of older steels unavail- 
able due to the war. The Linde Air 
Products Company is publicizing a 
9x11'4-inch pictorial chart on how to 
increase machine cutting accuracy. 


Motion Pictures 
@ THREE new sound motion pic- 


tures on welding, riveting, and ma- 
chining aluminum are now being 
made available for industry training 
on loan or purchase in either 16mm. 
or 35mm. by Aluminum Company of 
The pictures are devoid of 
drama, humor, or romance, being built 


America. 


strictly for hard-hitting task instruc- 
tion. They run 1,200 to 1,600 feet 
in the 16mm. and 2,000 feet in the 
35mm. size. 








A new sound color movie titled 
“Railroadin’” has been produced 
jointly by American Locomotive 
Company and General Electric Com- 
pany and is being made available 
through the latter’s film service on 
either loan or purchase. The film 1s 
designed for railroads to use in public 
showings to tell the story of the 
growth and development of the rail- 
roads and their problems in an effort 
to make the public more tolerant of 
war restraints on regular service. It’s 
a 16mm. film and runs thirty m!- 


utes. 

“Keep "Em Rolling” is the tit'e of 
a sound film being distributed by The 
B. F. Goodrich Company to tel! the 
dramatic story of rubber in the wat 
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| ON THE MARCH 


@ Industrial executives—purchasing, management, engineering, plan- 
ning—all are on the march. War production plants are experiencing a 
“turn-over” never before equalled. 

How to reach the man in the position of responsibility is the prob- 
lem advertisers face. You may be reaching him today—but what of 
tomorrow. 


NEW EQUIPMENT DIGEST 
HAS THE LOGICAL ANSWER 


Because of controlled circulation—circulation that 


is checked continuously to assure reaching the man on 










Fe the job by name and title-—NED continues to carry the 

—_— message of manufacturers who have parts, equipment, 

" y rass / materials and methods to sell to the men who need to 
acks : know of them. 








‘ n and — = ° 
pep’s method of —_s plete NED reaches more than 150,000 responsible 
¢ maintain quite ons 7 
methorcrate coverage, * “over specifiers and buyers every month. More than 50,000 
an _ and effec’ d each : : : F 
simp “ies are distribute? an copies go into over 
and 50,000 <OPl iais in ™° : , 
uaint en att 40,000 plants in all 
logy. | 40,000 P js maintaine continu- . , , 
— ee from — hecking classes of American in- 
$ , | ins * nnairing, hanges , " 
» size | ous aor nauiry slips for ons fur- dustry, including all 
reace t by cor by ex" . . 
in personne post office, ey the phases of the war 
itled | nished Y rsonal contac ED leaves ” i 
col tensive . na re der © ‘sion, both effort. 
- field. ' or changes pos! nnection 
otive | a position, r and his new co cover- & 
om- | his yen and verified ” 
_ are checke 
lable age wit 
on P ° 
n is w& _ A complete presentation of 
blic facts is yours for the asking 
che . . . Write today for your 
fe copy which tells how NED 
we? can reach the men you want 
. to read your message. 
oO 
It’s 


F New Eourepmewnwnr Dicesr 


The Affiliated with the Penton Publishing Co. 
the PENTONR BUILDING e Et 8:8 6 Se. O HI oO 
wat NEW YORK—110 E. 42ND ST PHILADELPHIA—4618 LARCHWOOD AVE. CHICAGO—520 N. MICHIGAN AVE. 
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Deluxe booklets and invitations are being used in connection with Army-Navy Production 
Award ceremonies as shown in the above group. At the left is a lithographed booklet in 
four colors for Diebold Safe and Lock Company; in the center is an embossed, Frenchfold, 
deckled covered program with silk cord for Philco Corporation; the “E" on the cover of the 
program for Bullard Company is diecut through which a gold metallic fly sheet shows as 
well as at the bottom and along the deckled edge; printed in full color and finished with 


red, white, and blue silk cord. 


In the front are engraved and color-embossed invitations 


which were issued by the Towmotor Company and the R. K. LeBlond Machine Tool Company 


Sales Promotion . . 





effort and how to prolong the service 
of tires in civilian life. It is available 
in 16mm. and 35mm. sizes and runs 
twenty-five minutes. An illustrated 
booklet 


three business reply cards for request- 


promoting the film included 


ing it. 


Contests, Campaigns 
@® TO FURTHER 


ing generally, and to give recognition 


interest in weld- 
to those who are doing their part in 
expediting production by the use of 
arc welding, Metal & Thermit Corpo- 
ration, New York, is giving 
$300 in War Stamps and Bonds in 
September and November for photo- 


away 


graphs or sketches together with ex- 


=? 
WAPROPER GRINDING WASTES TOOLS 


Oe . 





planations of welding jobs of special 
interest. 

Metallizing Engineering Company, 
Island, N. Y., has an- 


nounced a series of ‘““conserVation con- 


Inc., Long 
tests” for information on maintenance 
or production applications of metal- 
lizing most vital to the war effort, 
regardless of the type of equipment 
used. Awards aggregating $650 in 
War Bonds will be given for the best 
selected by a and an- 


entries jury 


nounced in each issue of the com- 
pany’s house organ, “Metco News,” 
published every other month. Each 
issue will announce a new contest, the 
first one being for uses of the process 


in the automotive field. 


Sterling Grinding Wheel Division, Tiffin, O., has issued a six-page, 8'/2x!I-inch folder illus- 
trating right and wrong ways of grinding small tools and the proper care of grinding wheels 
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A new suggestion contest ending 
July 1, 1943, has been announced by 
The Standard Register Company 
Dayton, O., with $650 in cash prizes 
To sustain interest over the year, $: 
will be 
adopted during the contest. 


suggestior 
A sug 


paid for every 


gestion contest with $700 in awards 


has just been completed. 

The $100 winning slogan in a con 
test conducted by Wickwire Spence: 
Steel Company, New York, was “| 
Pull With Uncle Sam.” “Let’s Beat 
Our Best” won a $25 War Bond in 


the slogan contest of LaPlant-Choate 


Mfg. Company, Cedar Rapids, Iowa. 
A campaign for odd pennies from 
each paycheck and change from 
lunch checks is being conducted by 
Carrier Corporation, Syracuse, N. Y., 
to build a fund with which to buy an 
Army jeep. 
House Organs, Booklets, Etc. 
@ AMONG the new organs 
is “Ropeology” published by Mac- 
whyte Company, Kenosha, Wis., sub- 
titled “A rope 


house 


collection of wire 
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Carpenter MATCHER | 


As an aid to salvaging tool steels by ty °s 
Steel Company, Reading, Pa., has issue 
scribing their distinguishing sparks. The 
printed in red and black and metal-bo 


an 
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wall hang 
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top and 
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Sales Promotion . 


users’ experiences plus a science of 





wire rope application.” It is stand- 
1 size, four pages, well illustrated, 
printed in black on book stock. 
Marmon-Herrington Company, Inc., 
Indianapolis, has launched a sixteen- 
page, standard size, employe pub- 
lication, ““The 
News.” 
black; full of photos, and news of 


Marmon-Herrington 
Lithographed in red and 


personnel activities. 

\ twelve-page syndicate house or- 
gan has been established by American 
Colortype Company, Chicago, with 
five pages available for users’ own 
copy. Other pages highly pictorial 
with war flavor, including front cover. 
Printed in two colors and individual 
name may be used; size 8'/2x11. 

The July-August “The Louis Allis 
Messenger,” Milwaukee, Wis., was de- 
voted to a full-color pictorial history 
of the U. S. Marines, including cur- 
rent activities. 

A health and safety manual devoted 
exclusively to the problems of women 
in industry has been issued by Allis- 
Chalmers Mfg. Company, Milwaukee. 
Proper shop attire, exercises for main- 
taining good health, and women’s 
activities in the plant are shown. 

Union Steel Products Company, 
Albion, Mich., is keeping its line of 
wire display equipment in the minds 
of future buyers with a series of at- 
tractive pictorial blotters. 


7 h QUICK-CHECK SYSTEM 


-.. © keep your instruments 
in tip-top shape tor 





rding Coatrolling - Indicating nstruments 


Instr. tions for keeping Foxboro instruments 
nwo ing order are being provided users in 
the { -m of 9xII-inch instruction cards with 
Sorc: ‘or fastening to the instruments and 
inde for use in file folders if preferred. 
Here s how the service is being merchan- 


disec to users with publication advertising 
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These posters combining photographs, showcard writing, and photostats are being used by 
The Torrington Mfg. Company, to show workers that although their present work has not 
changed much in character, the end use of the products has changed to war use. Actual 
products are frequently attached to the posters or displayed alongside if too large 
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© Were aff in the some boat 
© lets pall together ond win, 





“We're ALL in the Same Boat" is the subject of this four-page folder being distributed to 
customers of The Commercial Shearing and Stamping Company, Youngstown, O., pointing out 
that an analysis will show the problems of every company in war production to be much 
the same, therefore, “Let's pull together and win." Done in orange, green, and black 











The government's interest in the use of industrial advertising during wartime is mani- 
fested in an elaborate exhibit of such material now being displayed in the lobby of the 
Commerce Building in Washington. This view shows just one of the number of cases of 
advertising taken from business papers which show how it is being tied into the war effort 


STRIAL MARKETING, October, 1942 tt 





PROVEN RECIPES fo. 


+++. yours for the asking in these 


®@ Here’s advertising in war togs for the men who are confronted with the problem 
‘‘What to say?”’ 


These booklets—there are 13 in the series—are proving so helpful to manufacturer 
and agencies that they have been called ‘‘Cook Books’’ of advertising. 


@CAN YOU HELP US TRAIN 
GREEN HANDS FASTER? 








HOW CAN | MAKE MY EQUIPMENT WORK BETTER LAST LONGER? | 


Hole Hints ron TAPPERS 


| 
| 


METAL-WORKING PRODUCTION MEN TODAY...AND HOW ABWERTISER 


YSWERING THEM 


—As Reported by AMERIC:'' MACHINST 
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oWARTIME ADVERTISING 


cGRAW-HILL “COOK BOOKS” 


Their ‘‘recipes’’ are practical — useful — tested. They provide a wide variety of actual ex- 
ples of how advertisers are helping themselves and making a definite contribution to 


eSée 










blem 











acturerstte Wor effort. 





sow your “rapustRiat 


| §8COND EDITION 


_ CHANICAL 
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— ADVERTISING CAM WELP SOLVE... 





They show how information is being tailored to the needs of 13 specific industries. 









Trin be that He Gent a Beoring® 





Product engineers 
want these facts about 


your mec hanical parts 








“KNOW-HOW” 











| sa ‘Seer ADVERTISING 
















in 13 Industrial Fields 


McGraw-Hill] field men have talked 


ws 0! © thousands of men in industry. 
Their rts on what these men 
ERTISER ; 
Want in ‘oday’s advertising have 
“mnconst contribu: to the information 
containg these 13 free booklets. 
Just indi :, which field you are 
intereste, 


and mail this coupon, 


42 


ee | 


HAT THEY WANT TO KNOW 
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is helping te 
win the war! 




















(The McGraw-Hill Network of Industrial Communiention) 
330 WEST 42nd STREET . NEW YORK CITY 
Please send me the report books checked below, showing the type 
of information men in industry say they want to find in advertising: 
Design Engineers Electrical Engineers | Food Processors 
Electrical Contractors ae r—> Metal Working 
Electronics Engineers Production Men 
Construction Engineers ae ase 
Mining Engineers (Coal, | Aviation Engineers and 
Power Engineers metal and non-metallic) ° Production Men 
, wr — . . Plant Management and 
Chemical Engineers | | Textile Manufacturers l Maintenance Men 
NAMI a aeSret —_ 
fi)! COMPANY ___ Penh 
ADDRESS ae 




















[CONTINUED FROM Pace 52} 


Letters to the Editor 


as such and the Benison Company has, 
subsequently, gone into liquidation. 
I assume it was because of the mistake 
ibout the Benison Company that we 
were credited with only forty pages 
in 1941, 


1 total of over two hundred. 


Our records show we had 


HarRoLp F. STANPIELD, 
President, Stanfield & Blaikie, Ltd., 


Montreal, Canada. 














A BUSY SHOP 

To THI friend, 
George McNutt, advertising manager, 
R. G. LeTourneau, Inc., called my 
attention to the agency business paper 
tabulation for the year 1941 on page 
17 of your September issue—asking 
me why in blazes I didn’t furnish 
you fellows with our figures for the 


Epirror: Our 


year. 

He stopped me, because I didn’t 
have a reasonable answer, even though 
I have been a reader of INDUsTRIAI 
MarkeTING for the year and a half 


HERE are vital problems 

concerning new processes, 

equipment, material short- 
ages, substitutes, etc., in Pulp 
and Paper Manufacturing just as 
there are in any industry today. 
Our editorial staff is dealing with 
them constantly. Every issue of 
The Paper Industry and Paper 
World provides helpful informa- 
tion through specialized articles 
and other pertinent data. 


But—are you transmitting vital 
product information to this vast 
assemblage of users and buyers? 
The pages of this magazine offer 
exceptional opportunities for con- 
structive advertising in times like 
these. You can point the way to 
new methods, new services... 
as well as how to get more out of 
existing equipment and materials. 


The Paper Industry and Paper 
World offers you closest contact 
with the men in the mills. Its cir- 
culation penetrates all depart- 
ments. And, it is the only A.B.C. 
monthly serving the Industry .. . 
with highest mill circulation. 


Arrange for adequate representa- 
tion every month. Now’s the time 
for intensive advertising effort 
through this “thorough-coverage” 
medium. 





TH ee 


99 EAST VAN BUREN STREET, CHICAGO, ILL. 


..¢ have been in business here and to: 
a good long time during my eleve: 
years on “Caterpillar’s” advertising 
staff. 

So, belatedly, | am giving you th 
number of pages in business paper 
which we placed during 1941 for ou 
clients with the thought that yor 
may wish to use it. The figure is 644 

Incidentally, we are handling th 
following accounts, the first two ot 
which have not been reported to you 
Athey Truss Wheel Company, Chi 
cago, manufacturer of steel screens 
for coal preparation plants; R. G. 
LeTourneau, Inc., Peoria, manufactur- 
er of heavy earth-moving equipment; 
Balderson Mfg. Company, Wamego, 
Kans., manufacturer of snow plows; 
and sectional distributor advertising 
for Caterpillar Tractor Company, 
Peoria, manufacturer of track-type 
tractors, engines and road machines. 

In addition to these accounts, we 
are devoting a substantial portion of 
the time in handling publicity for the 
local Community and War Fund, and 
Office of Civilian Defense. 

From the above information you 
can see we are concentrating our ef- 
forts in the field of industrial adver- 
tising and the number of pages we 
are placing in 1942 will be greater 
than last year, at least if our present 
trend holds out during the final 
quarter. 

Lyte Hos er, 

Lyle Hosler, Advertising, Peoria, Ill. 


To tHe Eprror: We have noticed 
the listing of advertising agencies and 
their placement of pages in business 
papers in the September issue of your 
magazine. The name of this com- 
pany is among those missing and we 
do not recall any request for this in- 
formation. In 1941 we placed sixty 
pages of industrial advertising. 

A. L. ADKINS, 
A. L. Adkins Company, 


San Francisco. 


To tHE Eprror: We are writing 
to you in reference to the omission of 
our agency in the listing of space 
placed in all business papers by acver- 
tising agencies during 1940 and 1941, 
which appeared in your September 
During 1941, we placed up- 


in 


issue. 

ward of fifty pages of advertis! 
business papers. 

J. H. Me 

President, Moss Asso 

New 
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Complete Buying Guide Covering 
the Residential Warm Air Heating 








r d Sheet Metal Contracting Field 

I a 

AMERICAN ARTISAN for January, 1943—a regular issue PLUS, and 

e plus plenty! 

1 Aside from containing a full quota of timely articles, as does every PART ONE 

- monthly issue of this field-leading publication, the January book will : 

+4 have 2 DIRECTORY SECTION printed on special colored stock. Products Classified 
cl The DIRECTORY SECTION lists all warm air heating, air conditioning and sheet 

ot metal products, materials and supplies employed in the field, all trade names, 


and all manufacturers making every conceivable item a contractor uses. The 
data is alphabetically arranged as displayed at right. IT IS ACCESSIBLE—easy to find. 


Names of ALL advertisers, as they appear in the DIRECTORY SECTION, will be promi- 
nently dotted, showing that information on their particular equipment is presented within 
the same two covers. 





if you manufacture products in any way applicable to any phase of residential warm air 
heating, air conditioning or sheet metal fabrication and use, the January issue of AMERICAN 
20, ARTISAN is the ONLY place where your advertising for an entire year will be ON THE JOB at 
; the very times when buying decisions are being made. 


ing i SPECIAL NEW HEADINGS TO MEET WAR-TIME NEEDS 


> In preparing the January, 1942, issue, a careful study is being made to include a complete 
list of products specially developed to meet war-time requirements; also the names of com- 
panies making such products. 
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[CONTINUED FROM Pace 24] 


Getting In the Scrap 


contributions which workers bring 
from their homes. 
While many promotional devices 


have been employed in companies the 
country over, an outstanding example, 
capable of adoption elsewhere, can be 
found in the case of The Miller Com- 
pany, manufacturers of lighting equip- 
ment and fixtures in Meriden, Conn., 
reported in these pages last month. So 


enthusiastic has been the response to 








this campaign that Miller officials ex- 
pect to pass their year-end goal by 
Oct. 15. 

Nor need such a plan be expensive. 
Total cost of the program—including 
“teasers,” “WOW News,” bulletin- 
board posters—will not exceed $350. 
Every indication is that the drive will 
pay off in more than dollars and cents, 
not only by the material turned in as 
salvage, but by stimulating efficiency 
and avoidance of waste. 

But as important as it is to the suc- 
cess of any salvage program, employe 


ELL IT T0 THE, ENGINEERS 


SELL IT to the engineers! In radio, as in any tech- 
nical industry, the men who set the specifications 


for buying—the engineers—are your vital market. 
They are the men you have to reach—to sell! 


The Institute of Radio Engineers numbers as its 
members the key technical men of the radio indus- 
try—and their publication—their reference book— 
their contact with developments in the field—is the 
Proceedings of the |. R. E—The Monthly Magazine 





of Radio Engineering. 


93.5% Paid Circulation is Among Radio Engineers! 


6823 


WET PALO 


@ 


CIRCULATION 
CONCENTRATED 
WHERE IT COUNTS 


Chicago 


PROCEEDINGS OF THE 


I-R-E 
THE INSTITUTE OF RADIO ENGINEERS 


330 West 42nd Street, New York, N. Y. 


WILLIAM C. COPP— National Advertising Manager 
SCOTT KINGWILL 
most! Central States Representative 
228 North La Salle St. 


ME. 3-5661 


DUNCAN A. SCOTT & COMPANY 
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codperation cannot tell the whok 
story. A salvage organization respon 
sible to top management must be se: 
up. An able executive of the com 
pany, one with authority to act, shoul 
head it up. His job should be to work 
with foremen and superintendents ii 
various departments. He must bx 
armed with full power to scrap un 
used material and to junk unused 
equipment. 

While it is impossible to establish a 
criterion as to what equipment should 
be discarded, the urgent need for scrap 
metal makes a formula along the fol- 
lowing lines at least worth serious con- 
sideration: 

“If it hasn’t been used for three 
months, and if no one can prove to 
you that it will be used in the next 
three months, find a use for it or 


scrap it.” 
The American Industries Salvage 
Committee, headed by Robert W. 


Wolcott, president, Lukens Steel Com- 
pany, suggests the following ten points 
as basic to a sound industrial salvage 
program: 

1, Head up the campaign by ap- 
pointing an able executive of the com- 
pany, armed with authority to act. 

2. Use posters, illustrations, pay- 
envelope stuffers and all other pub- 
licity means to enlist all employes in 
scrap campaign. 

3. Comb plant and yards for dor- 
mant scrap and unusable and aban- 
doned equipment. 

4, Survey all plant equipment, par- 
ticularly idle, standing or discarded 
machines. 

5. Classify and segregate scrap and 
supervise its handling. 

6. Make each foreman responsible 
for preventing spoilage and waste in 
his department. 

7, Report 
which is obsolete. If equipment has 
not been used in three months, and if 
it can’t be proved it will be used in 
the next three, turn it over where 1t 
can be used—or scrap it. 

8. Salvage usable parts from eq 
ment marked for scrapping. 

9, Speed return of scrap to mills 
and refineries through existing c! 
nels. Report regularly on collect 
of scrap to the Industrial Salvage ¢ 
mittee set up by the War Produ: 
Board in your community. 

10. Enforce monthly recheck 
every department to find scrap 
rials previously overlooked. 


promptly equipment 








in Step ¢ ¢ ¢ 


aK KKK KKK KKK 


apt. JoHN W. SMmortuers, formerly 
ertising manager, Lincoln Engineering 
mpany, St. Louis, was one of four 
erican Army officers in the Middle East 
ently awarded decorations by King 
George for distinguished service, receiving 
the British Empire Medal from General 
Sir Harold Alexander, Britain's Middle 


Fast commander. 


C. E. McKinney, Davis and McKinney, 
Erie, Pa., industrial agency, has been com- 
missioned a captain in the Army Air 


|. H. “Harry” WILSON, advertising 
und sales promotion manager, Sherer-Gil- 
lett Company, Marshall, Mich., has re- 
ported for service at Fort Custer, Mich 
R. Don Hawkins, McGraw-Hill Publish- 
ing Company, Detroit, also is at the same 


post 


An indefinite leave of absence has been 
granted A. J. WELCH, vice-president, J. 
M. Hickerson, Inc., New York, to accept 
4 commission as captain in the Army Air 
Forces. He was a lieutenant in the Balloon 
Corps in the last war 


Louts H. Brenpe., formerly manager 
jobber relations, Manning, Maxwell & 
Moore, Inc., Bridgeport, has been called 
to service as a reserve officer in the Navy 
ind is a lieutenant commander in the In- 
centive Division, Washington, D. C. He 
is succeeded at MM&M by H. R. Hitch 
ock 


\ leave of absence has been granted 
STANLEY WHITEWAY, advertising man- 
ager, Proctor & Schwartz, Inc.. Philadel 
phia, to enlist in the Army Signal Corps 
> 

eserve 


Marvin E. SMITH, advertising man- 
ager, American-Marietta Company, Chi- 
cago, has entered the armed services. He 

s been succeeded by Z. H. Mischka, for- 
merly of William R. Harshe Company 


Joseph F. Froggett Dies 


Joseph Fredrick Froggett, senior editor, 
Penton Publications, Cleveland, died Sept 
Ll after a two weeks’ illness, at the age 

Mr. Froggett entered the employ of the 
Penton Publishing Company in 1908 as 
assistant editor of Iron Trade Review 
{now Steel). When it was established as 
i daily in 1909, he devoted all his time 
to it. In 1925 he was made senior editor 
! Penton publications 


iH is survived by a daughter, Mrs 
\ Carran, Cleveland Heights and 
tw ndchildren 


Rickard Gets Two New Accounts 


R 1 and Company, Inc., New York 
ager as been appointed to handle the 
adv g accounts of Coast Metals, Inc., 
and Universal Vise and Tool Com 
Pany 
Johnsn-March to Sanger 
TT hnson-March Corporation, New 
York turned over the advertising and 
Publi of its special chemicals to Alan 
B.S ' 


New York agency 
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To Manufacturers of 


Welding Equipment 
and Supplies 


Ferrous and Non-Ferrous 
Alloy Materials — AND 
ALL machinery, equip- 
ment and accessories used 
in welding, flame cutting 
and brazing. 


A 
NEW EDITION 


of the 


WELDING 
ENCYCLOPEDIA 





In practically every place where metal 
fabrication is a factor of production or 
maintenance, THE WELDING ENCYCLO- 
PEDIA is well thumbed. Even metallur- 
gists, who must consider welding, brazing 
and flame cutting along with all other 


metal fabrication processes, rely on_ its 
wealth of information both for welding and 
non-welding problems. 

Such wide acceptance, resulting from 
publication of ten full editions, has paved 
the way for a new Edition of THE WELD- 
ING ENCYCLOPEDIA—its first wartime 
edition. A fist-full of new chapters on war- 
time developments in welding will be in 
cluded. 

Particularly designed for manufacturers 
supplying the welding field is The Encycle- 
pedia’s Buyers Manual, one of its major 
departments. It provides a handy catalog 
of manufacturers and suppliers in a single, 
oft-referred-to volume. The Manual will 
be put in the hands—and stay in the hands 

of at least 20,000 different important 
buying influences. 

Sales of the Tenth Edition are rapidly 
exhausting the remaining supply, with the 
demand particularly heavy from sources 
needing information to aid in war produc- 
tion. Additions to the New WELDING 
ENCYCLOPEDIA will make it even more 
useful to this market. 

Here’s a book that offers suppliers ot 
the welding field a combination of values 

a direct approach to the highest priority 
market in every vertical industry ... a 
thoroughly useful book with a long life 
. . . certain and lasting contact with the 
industry’s biggest post war market. Make 
arrangements now to provide an adequate 
appropriation for advertising in The Elev- 
enth Edition. Write for our brochure con- 
taining rates and additional details. 


THE WELDING ENGINEER PUBLISHING Co. 


506 SO. WABASH AVE. 


1942 


CHICAGO, ILL. 
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Relations with Army Posts 


state his case clearly and fully. Here 


is an excellen: example of such a let- 


ter 
Ofthce of Public Relations 
Dear Sirs 
By way of introduction, we handle the 
idvertising and public relations for 


peeeeeees makers of 


We understand that a very fine instal 


ation of this material has been made 
the dental laboratory at your post 
It is very interesting to us and to others 
nnected with the dental and medical 


Today, emergency work, di- 
rect factory orders could 
probably keep you busy with- 
out much of a dealer organiza- 
tion. But the very condition 
that makes this possible is a real 
and tragic emergency to your 
dealer. 


As an executive responsible 
for future sales you've got to 
keep selling . . . doing the mis- 
sionary work formerly 


done by your dealer or- 


professions in that it shows how out 
moded facilities can be modernized with 
splendid results 


A publication which goes to a good 
many procurement men 1n_- various 
branches of the service, as well as civilian 
hospitals, institutions, sanitariums, ectc., 
has indicated that they would like to 


show a photograph of the dental labora 
tory, accompanied by a brief descriptive 
article on it, as a service to their read 
ers 

However, realizing that the definite 


wartime restrictions might delay the re 
lease of such information, we thought it 
best to approach you before committing 
yurselves to the publication. We would 


| t 


know 


like to whether it would be possi 
ble for us to have a photograph of your 
‘ental laboratory. interior only, and have 


ganization ... help him today 
so that he may remain a real 
and potent selling force for you 
tomorrow. 


In determining media, consider 
the rich tri-state midwestern 
construction market of Illinois, 
Indiana and Ohio. In this com- 
pact region, 8000 construction 
executives regularly read Con- 
struction Digest . . . consider it 

the authoritative “news- 

paper” of their industry. 


ONSTRUCTION {JIGEST 


IMinois 
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Indiana Ohio Public Work 


Indianapolis 
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one of our field 
whoever was in 
ernization? 

The factual information we would 
quire would only be pertaining to 
scribing the use of this material; i 
walls, wainscoting or 
combinations, and problems of 
nance or upkeep by its use 

In other words, it would be limited 
information that could not in any way 
give aid or comfort to the enemy, but 
at the same time, would prove very help 
ful to medical men and procurement men 
in other military stations throughout th 
country, as well as medical and dental 
men directing organizations as named 
above 

Any material which you permitted 
to use for publication would, of course, 
be submitted to you prior to publication 
for your approval and censorship, etc 
Very truly yours, 


representatives cont: 
charge of this me 


matt 


® 


, 


The foregoing letter is a straight- 
forward account of exactly what the 
manufacturer wants and exactly what 
he is going to do with it after he gets 
it. This is extremely helpful to the 
person assigned to handle the proposi- 
tion and, furthermore, renders it easy 
for the officer to 


same. 


proper authorize 
The problem of securing co- 
jperation from a Post Public Relations 
Office can be made simple by follow- 
ing these fundamental rules: 

1. State your case clearly and un- 
derstandably. 

2. Make it clear that you are fa- 
miliar with War Department regula- 
tions and to conform with 
same. 


propose 


3. Emphasize that your copy will 
be submitted for approval before pub- 
lication. 

4. Anticipate your desires as far in 
advance as possible. With changing 
personnel plus a usually busy staff, a 
Post Public Relations Office needs 4 
little time to handle every request. Be 
patient. 

In the Army Air Forces Technical 
Training Command, Major General 
Walter Weaver commanding, the reg- 
ulations governing the presentation of 
such copy are equally simple and rep- 


resentative of regulations in other 
branches of the service: 
1. Providing material to manutac- 


turers with illustrations for use ™ 

. ! . 
house organs and trade journals ' 
authorized. 


2. All such material must be sub- 
mitted for approval before p lica- 
tion to the War Department reau 
of Public Relations as well as the 
post involved. 

\ be 


in- 


3. Particular emphasis 
made to see that no commer 


dorsement of a product is imp 
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wee ) A SERIOUS PROBLEM 
te [IL COMPANY PERSONNEL - 
what : 
ae: Recognizing the emergency need for fundamental information and 
oOo the . . 
. e a my a 
oposi- a review of oil field progress, the Petroleum Engineer's editors 
y easy bd eye ‘ 
fe. assumed the responsibility and DID SOMETHING ABOUT IT 
z co- 
aa | ne of the foremost teachers and authorities on These articles by Prof. Lester C. Uren are out- 
7 ~croleum Engineering was enlisted, Professor standing, informative and- fully illustrated. It is 
, ester C. Uren, University of California, author of a complete engineering course with invaluable 
un- “A 3 pape ‘ , r ; 
he standard textbook “Petroleum Production bibliographies, destined to prove widely useful as 
f ngineering.” text matter in vocational classes. 
a- 3 . . . . . 
gula- The Petroleum Engineer's editors arranged for This educational series by an eminent authority 
with n comprehensive series of articles reviewing mod- is but one of the many prominent examples of The 
drilling and production practices, written in Petroleum Engineer's alertness to the changing 
will language for the layman. The result—a series of needs of its readers. 
pub- fact-packed articles entitled “Progress in Oil Field Current fact-laden articles on Petroleum chem- 
Development,” now running in The Petroleum istry, synthetics and rubber are adding to the read- | 
i in Engineer. ership already built by such features as the Con- | 
“Be The first ten titles are listed here. The first two tinuous Engineering Tables and the series “This | 
me articles have already appeared. The first, in the Industry of Ours,” which received a national | ) 
Be Annual Number and the second started in the award. 
August issue. The remaining articles will follow It’s the editorial make-up that builds readership | 
ical in order. —advertisers following the editors can't go wrong. 
eral 
reg- 
of §6REATER READERSHIP AMONG RAPIDLY CHANGING | 
ep- ; 
? PERSONNEL...SIGNIFICANT TO ADVERTISERS 
, | 
The Petroleum Eneineer is being read like a texthook, retained for reference. 
This ever creasing influence and reference value is of great significance to manufacturers. Now, your story cam and 
ac- ould be wid in a medium where it is assured the high readership of operating men... the men who are now more in 
in need of authoritative information than ever before... the men who specify and buy for the Oil Industry. | 
is In The Petroleum Engineer, published thirteen times a year, an advertising dollar goes farther—works harder—lasts longer, 
than in any other oil industry publication. It assures your advertising the sustained impact and follow through that only j 
4 monthly con deliver! t 
ib- Check any way you care to—today’s readership is based on editorial quality. Given this, it is an easy matter to determine 
-/ where your ady ertising helongs—in The Petroleum Enginger ... The Magazine of Methods for Operating Men. 
au 
he 
be ne 
a EW YORK.) y, CHICAGO, ILL. LOS ANGELES, CALIF. 
1348 tenets — E. V. Perkins R. C. Wipperman 
t Hills, Long Is\-nd. N.Y. 330 South Wells Street 518 North Sweetzer 


Telephone HARrison 1843 Telephone Webster 9617 

















































[CONTINUED FROM Pace 35] 


Editorial Competition 

ical Excellence Maintained During 
the Year (Special Award), the jury 
joined in the opinion that none showed 
sufficient improvement to justify the 
inherent in an _ INDUSTRIAI 
award. In the majority 


honor 
MARKETING 
of these entries the improvement con- 
sisted merely of a change in type dress 
without any marked revision in for- 
mat or general appearance. While a 
few entries did show a broader re- 


vision the jury unfortunately felt 


that the changes in them did not con- 
stitute improvement. 

“Concerning the Special Award 
for ‘outstanding typographical excel- 
lence maintained during the year,’ 
there was but one entry which quali- 
fied. The jury felt this circumstance 
provided no contest and accordingly 
withheld this Special Award. 

“Both decisions were reached after 
considerable discussion and with equal 
regret, since the jury was unanimous 
in the belief that the conditions 
prompting their adverse decisions in- 
dicated inadequate editorial attention 





ABC 





If You Make or Sell 


Tools, equipment or supplies—used 
by sheet metal contractors—including 
warm-air heating and air conditioning 
equipment, fans, blowers, etc. 


FOU SHOULD KNOW 


. That the readers of SHEET METAL WORKER (the oldest 
publication in the industry) are now in the market for these 
products and materials and have high priority ratings. 


That u recent questionnaire revealed that over 50°, of 
subscribers answering are engaged in important war work. 


That every week heating. ventilating, roofing and air 
conditioning contractors and dealers 
SHEET METAL WORKER) are either increasing their roof- 
ing. siding and insulation business, or if not engaged in 
that work at present are adopting it. 


. That the repair and maintenance work they do is highly 
important and essential in war time. 


. Readers of SHEET METAL WORKER are playing a vital 
part in helping to win the war and they read this publi- 
cation more carefully than ever to learn about new 
sources of supply, and to keep up-to-date on how war 
activities affect their industry. 


Let us tell you more about this important publication and how 
it functions today to help readers and advertisers alike. 


(subscribers to 


ABP 





SHEET METAL WORKER 


45 WEST 45th STREET — NEW YORK, N. Y. 


to an increasingly important phase f 
business paper publication. 

“Signed: Charles M. Neighbors, 
manager advertising division, The 
Babcock & Wilcox Company, Cha 
man; John Coakley, manager public- 
ity, Thomas A. Edison, Inc.; Lieut, 
Col. Egbert White, vice-president, 
Batten, Barton, Durstine & Osborne, 
Inc., officer in charge of “Yank,” the 
Army newspaper; H. L. Fisher, presi- 
dent, Rickard and Company; Gerry 
Powell, typographic director, Ameri- 
can Type Founders Sales Corpora- 
tion.” 

Five editors won awards in the 
competition for the first time since 
it was established in 1938, Hartley 
W. Barclay, Mill & Factory, winning 
three. The others were Stuart F. 
Heinritz, Purchasing; Wayne W. Par 
rish, American Aviation; C. W. 
Browne, Modern Packaging; and How- 
ard Myers, The Architectural Forum. 


Interest in the competition is in- 
creasing each year; last year only 101 
editors participated compared with 
119 this year. The contest was estab- 
lished by INpusTRIAL MARKETING for 
the purpose of giving recognition to 
business paper editors for the great 
amount of outstanding work they are 
doing in keeping their readers in- 
formed on the latest developments and 
important trends in their industries. 

Although working with business 
papers constantly in their everyday 
duties, each jury which has served in 
the competition has expressed a new 
and greater appreciation of the valu- 
able contribution business paper edi- 
tors are making to the welfare and 
progress of American business and 
industry. 

INDUSTRIAL MARKETING extends its 
thanks to the many editors who par- 
ticipated in the competition and in- 
vites them as well as all other edi- 
tors of business papers, to make an 
even greater number of entries next 
year. 


Business Editors Honor Nelson 


Members of the National Conf: 
of Business Paper Editors at a meet 
Washington, Sept. 25, presented | 
M. Nelson, chairman, War Prod 
Board, with an _ illuminated parc! 
scroll as an expression of their con 
and appreciation of his efforts 


Scrogum to "Hardware Retaile: 


Earl W. Scrogum has resigned as 
tising manager, Outdoorsman 
Hardware Retailer in charge of th 
dle West territory with headquart 
Chicago 
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U. S. MARITIME COMMISSION 





American manufacturing ability is now faced with its 
mos! crucial test of all. In order to make our war 
effort in all other directions count for anything, we known as the SHIPS FOR VICTORY Number. The ) 
musi build ships to transport our huge volume of war subject will be handled with the same thoroughness 
goous to the battle-fronts of the world . . . The Novem- that has characterized MACHINERY'’S reports on Air- 
ber. 1942, issue of MACHINERY will give to produc- craft and Munitions production. In this Number, we 





_ nen in the metal-working and shipbuilding in- urge you to illustrate and describe how the equip- | 
= *s a comprehensive report on America’s latest ment you manufacture is now, or can be, used to add 
shipuilding methods—all phases of production precious speed to one of the most pressing needs of 

| 


fron the machining of gears, turbines, propellers, the United Nations’ war production program — the 
cylin lers, etc., to the newest methods of welding will building of ships and their equipment.—MACHINERY 
be vered . . . November MACHINERY will be 148 Lafayette St., N. Y. C. 
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Delivered-Price Systems 
final judgment or decree rendered in 
any criminal prosecution or in any 


equity suit brought by the govern- 


ment under the Anti-Trust Laws. 


finding that such defendants have 
violated the Laws. 
industrial 


Dealer or purchasers 


themselves, therefore, may invoke the 


Sherman Act in an injunction suit or 


an action for triple damages, especial - 
ly where a prior government prosecu- 


tion or injunction proceeding has re- 


sulted in the government’s favor, to 
prevent injury to their businesses or to 
recover damages for injuries already 
incurred. 

Legal limitations are also imposed 
by the Federal Trade Commission 
Act. The Act declares unlawful 
“unfair methods of competition,” sub- 
ject to administrative action by the 
Federal Trade Commission by way of 
cease-and-desist orders, enforceable by 
the courts. The phrase “unfair meth- 
ods of competition,” as construed and 
applied by both the Commission and 


the courts, is not limited in scope 





The Tools that Built a Tower of Peace 
Were Unprepared for the Needs of War 


The Tower of Peace which fronts Canada’s Parliament Buildings symbolizes 
the spirit of her people. When Canada entered this war she was not prepared 
for the change-over required to manufacture munitions and ships and to feed 
an Army overseas. She has made enormous strides in the past two years in 
tooling up the thousands of plants now working night and day. 

Canadian Industrial Equipment News has played a humble though necessary 
part in helping thousands of manufacturers to locate materials vital to their 
production. 16,000 shop executives and operators receive CIEN each month 
and over 2,000 of them ask for further information on the supplies, equipment 
and processes found in its editorial and advertising columns. 

There are fourteen representatives across the United States who will gladly 
give you further information on the coverage and reader interest offered by 
Canada’s fastest growing industrial paper. 


Western Springs, Ill.; C. A. Burton, 


4713 Woodland Ave.; 


Portland, Ore.; J. A. 


Converse, 1007 Terminal Sales Bldg.; New York City: Howard Ely, 200 W. 16th St.; 


Detroit: B. J. Goldman, 746 Collingwood, Ave. and Don L. Prouty, 
Ave.; Maywood, Ill.; C. H. Holden, 1929 S. 6th Ave.; Chicago: 


18265 Parkside 
. C. Hooker and 


R. H. Irvine, 20 West Jackson Blvd.; San Francisco: Roy McDonald, 580 Market St.: 


Cleveland: M. H. Pierce, 1440 E. 32nd St.; 


Los Angeles: H. M. Schell, 823 Rives 


Strong Bldg.; ay G. H. Scoltock, Jr., 1005 American Bank Bldg.; Philadel- 


phia: G. Park Singer. 


r., 3815 Chestnut St.; 


Boston: H. C. Whiteley, 50 Beacon St. 


NATIONAL BUSLNESS Punnitarions 


HEAD OFFICE: GARDENVALE, QUE., CANADA 


MONTREAL 


80 


TORONTO, VANCOUVER, NEW YORK 
Sel isle. 


CHICAGO. LOS ANGELES. SAN FRANCIS 


ENGLAND 





and application to unfair competit 
practices determining the plane «{ 
competition—it includes as well a- 
tivities in restraint of competitic 
The Commission has in fact taken 
administrative action against numer- 
ous alleged illegal combinations or 
conspiracies, including manufacturer 
groups that have established or main- 
tained a delivered-price system and 
engaged in ancillary activities. 

Legal limitations are imposed, |ast- 
ly, by the Robinson-Patman Act, 
which in part amends Sec. 2 of the 
Clayton Act. The Robinson-Patman 
Act declares unlawful any price dis- 
crimination between competing pur- 
chasers in interstate commerce where 
there is a substantial effect upon com- 
petition between the purchasers. The 
mere operation of a delivered-price 
system may prove highly discrimina- 
tory in effect between competing pur- 
chasers, whether dealer purchasers or 
industrial purchasers, with a sub- 
stantial effect upon competition. 

Although the Act expressly per- 
mits a manufacturer charged with 
discrimination to show that its lower 
price was made in good faith to meet 
an equally low price of a competitor, 
the concerted observance of a deliv- 
ered-price system by the individual 
manufacturers in an industry neces- 
sarily eliminates competition between 
such manufacturers, therefore pos- 
sibly preventing reliance by an indi- 
vidual manufacturer charged with 
discrimination upon this defense on 
shipments involving pricing in one 
direction and shipping in another, 
with differing “mill-nets.” 

In the specific case of a regional 
zone pricing system, although the uni- 
form delivered prices throughout any 
one zone involve no difference in the 
prices between purchasers located in 
the same zone and hence no “discrimi- 
nation” within the meaning of the 
Act, even though economically 
price discrimination results from the 
differing “mill-nets,” price discrim'- 
nation may still result under such a 
system from the differences in deliv 
ered prices between competing pur- 
chasers located in separate zones. In 
such a case the differences in delivered 
prices, arbitrarily determined, will 
generally not reflect differences 'n 
transportation costs, a legal defense 
under the Act. 

Where price discrimination ex1s‘s, 
a dealer or an industrial purchaser 
may bring an action for triple dan 
ages against its particular manuf 
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How You Benefit by Advertising in POWER’S 4th 
Buyers’ Guide Number... 








———— 
The field's comprehensive equipment directory gives you 1 wee” 
an opportunity to reach power executives at the time and i943 ep 


een 


place they are looking for product information SS 
THE DIRECTORY OF MANUFACTURERS SECTION: 


| ITS COMPLETENESS MAKES IT VALUABLE TO YOU. New headings are 
added each year, cross-indexing made more extensive, every 
effort bent to list all dependable sources of supply for power 
products in the U. S. Its comprehensiveness makes it a handbook 
of year long use—in which your advertisement shares. 









2 our PRODUCTS ARE IN IT. This year’s enlarged Buyers’ Guide 
of what and where to obtain needed power equipment and sup- 
plies will contain well over 7,000 listings of manufacturers’ 
names under more than 400 product headings. The editors are 











now at work checking the entire directory, but to make doubly 
certain you are shown correctly, write POWER’S editors if there 
has been any change, in the number and kind of products you 
make, since the 1941 Buyers’ Guide Number was issued. 


3 your NAME IS IN IT. Every known manufacturer of power 
products is listed under his proper heading free of cost. All com- 
panies advertising in this issue, both in the Directory and in the 
Display Sections, receive the added benefit of being included 
in bold-face type (see example at right.) Non-advertisers will be 
in light-face type. 


4 your ADVERTISEMENT IS NEXT TO YOUR LISTING. Each Manufacturer 





placing advertisements in the Directory Section (10% premium) 
will find its message placed within one page of its listing—in 
most cases on the same spread. Thus, any power engineer using 
the Buyers’ Guide to find products you make is almost sure to 
tead your accompanying advertisement. 
























The Directory of Manufacturers gives you 
these four services 


OTHER FEATURES OF THE MID-DECEMBER BUYERS’ GUIDE NUMBER, besides 
the Directory of Manufacturers, include (1) Review of the Year's ypLisHed DECEMBER Sth 
Neu Equipment—400 “new models” of 1942 described, illus- 74 3 
trated and classified in 14 power-equipment groups; (2) Manu- 

facturers’ New Literature—to speed the flow of technical infor- 

mation, the editors are briefing over 300 catalogs, bulletins and 

booklets; (3) Power Highlights of the A.S.M.E, Convention— 

today’s busy power engineers, having little opportunity to ob- 

‘erve what their contemporaries are doing, will study this report 

with more than usual interest. 


mh 


A McGraw-Hill Publication 
330 West 42nd St., New York, N. Y. 


A REFERENCE HANDBOOK OF YEAR-LONG USE 














turer-supplier engaging in such dis- 
crimination, or at any rate, the Fed- 
eral Trade Commission itself may 
administrative 


bring proceed.ngs 


the manufacturer charged 


Although 


against 
with price discrimination. 
the individual manufacturers in the 
industry may have concertedly estab- 
lished or maintained a delivered-price 
system, the illegality under the Act 
will attach against the individual 
manufacturer rather than as against 
the group as such. 


{Next month Mr. Sage will discuss 
me of the various methods which may 
be used to maintain a delivered-price sys- 


tem. } 


[CONTINUED FROM Pace 26] 


Swap-Ride Programs 


folders were widely used. They were 

usually distributed in the pay enve- 

lope before a program was started. 
Other publicity items of merit are 


posters. Some plants used formal 
posters; others found cartoon type 
posters more effective (see illustra- 
tions). 


cellent reminders, after your program 


Cartoon posters serve as ex- 


is under way. 
If you have a plant paper, this is 
an ideal medium for putting across 


BIG JOB 


WAR INDUSTRIES NUMBER 


HEATING AND VENTILATING 
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your swap-ride story; also for publish- 
ing honor rolls of workers codperat- 
ing. Human interest material is 
always helpful. 

If your plant is unionized, get the 
full codéperation of your labor leaders. 
That’s important! In Michigan, both 
CIO and AFL are vital factors in 
promoting swap-ride and in making 
it stick. 

Mass meetings, at which both labor 
leaders and executives emphasize the 
urgency of the matter, prove espe- 
cially effective now, with the early 
prospect of gas rationing. They can 
be called immediately, and the story 
explained without the delay of wait- 
ing for printed promotional material. 

A few months ago, before starting 
a swap-ride program, it was consid- 
ered good practice to make a traffic 
count of cars entering (or leaving) 
the company parking lot; then to 
make subsequent counts after the 
plan was in operation. In this way 
the measure of success was deter- 
Usually the ratio of riders 
to cars (including driver) without 
swap-ride was anywhere from 1.4 to 
1.6. An efficient swap-ride program 
should produce ratio of about 2.5 to 
possibly as high as 3.5. 

However, under gas 
there is going to be little need for 
making such counts. Management 
likely will be interested in only one 
thing: “Does our swap-ride program 
meet this problem of gas rationing 
by making it possible for all our em- 
ployes to be at work?” If it does, 
then you know your program is 
working effectively —and that you 
are also doing a swell job of tire con- 


mined. 


rationing, 


servation. 


Power Show and Hotel Exposition 
Moved to Madison Square Gardens 

Because the Army has taken over Grand 
Central Palace, New York, the 15th Ex- 
position of Power and Mechanical Engi- 
neering, scheduled for this hotel has been 
transferred to Madison Square Gardens 
and will be held only five days instead of 
six—Nov. 30-Dec. 4 

The National Hotel Exposition, Nov 
9-13, scheduled originally for Grand Cen: 
tral Palace, has also been moved to 
Madison Square Gardens 


Totten Re-elected 
President Pacific Editors 


Carl E. Totten, editor, “Shell News,” 
Shell Oil Company, Inc., San Francisco, 
has been re-elected president of the Pa 
Coast Association of Industrial Edit 
an afhliate of the National Council o! 
dustrial Editors’ Association of which he 
is vice-president. Other officers ele ted 
were William Welsh, Crown-Zellerbach 
Corporation, vice-president; and Willard 
Swain, California Hawaiian Sugar R 
ing Corporation, Ltd., secretary. 
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NEA ee ee 
FOR MANUFACTURERS HAVING BUSINESS 
WITH THE FOUNDRY INDUSTRY « @« « 


1—How many steel foundries are there in Pennsylvania? (Pg. 3) 
2—How many foundries in New Jersey operate machine shops? (Pg. 3) 


3—How many electric furnaces are operated by foundries and what is 
their capacity? (Pg. 4) 


4—What is the melting capacity of foundries in Illinois? (Pg. 5) 


5—How many wage earners are employed in nonferrous foundries in the 
United States? (Pg. 6) 





BELOW 





6—How many tons of malleable castings are made in the United States IS THE BOOK 
and Canada? (Pg. 7) WHOSE PAGES 
ARE REFERRED 

7—What single advertising medium reaches 92% of the foundry indus- TO 


try’s capacity? (Pg. 11) 


8— What percentage of THE FOUNDRY circulation actually 
reaches management executives and production per- 
sonnel of foundries? (Pg. 12) 


9—What percentage of THE FOUNDRY editorial articles 
are original? (Pg. 14) 


10—How many questions on foundry problems are answered 
each year for readers of THE FOUNDRY? (Pg. 11) 


| These and Hundreds of Other Similar 
Questions are Answered i — 





AN 


mane ror MARKET STUDY 


Se 
SELL ae) Or THOSE 


copy of “THE FOUNDRY INDUSTRY,”’ FOUND Ric 


@ If you have not received your 


or if you want another copy, 


write today ...No obligation. 


: THE 
Wherever Metals Are Cast... You'll Find... —~FouNDRY— 


PENTON BUILDING + CLEVELAND, OHIO 
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Opportunities Ahead 
For Advertising Men 


@ THE IMPORTANCE of sound and sane ad- 
vertising as long advocated by The Copy Chasers 
and The Associated Business Papers is being em- 
phasized again and again each week as the war 
progresses and the governmental agencies reveal 
more of their thoughts on advertising activities. 
There is going to be no place for cheese cake and 
horse play. Advertising, to pass the test of essen- 
tiality, must be purposeful on the face and re- 
flect intelligent thought in its planning and 
direction. Ingenuity and skill, the pride of the 
advertising profession, must be demonstrated in 
no uncertain manner. The day has come. How 
well are we prepared? 

Two things happened last month which 
prompt the foregoing assertions. One was the 
leak on a proposed joint statement by the mili- 
tary as to their attitude regarding allowance for 
advertising in war contracts (see page 23); the 
other was the blunt and awakening statement by 
E. W. Palmer, deputy chief of the printing and 
publishing branch of the War Production Board, 
warning that only essential printing may be per- 
mitted. Both support the assertion that utmost 
skill is going to be needed in advertising from 
here on. 

If the statement by the military follows Don- 
ald Nelson’s suggestions, while advertising in in- 
dustrial and technical papers will be viewed with 
favor, advertising expenditures paid for out of 
cost-plus-fixed-fee contracts or fixed-price con- 
tracts would be subject to review by the Price 
Adjustment Boards when they consider the 
broad question of company-wide excess profits 
on war business. Whether the expenditures are 
reasonable would be determined by application 
of the Treasury Department’s yard stick as set 
forth in August (see IM, Sept. p. 32), Le., 
whether they “are ordinary and necessary and 
bear a reasonable relation to the business activi- 
ties in which the enterprise is engaged.” 

Most advertisers felt satisfied with the Treas- 
ury’s position on the subject and believed they 
could meet the requirements and yet do an effec- 
tive job of maintaining their company’s position 
in its field. However, Mr. Nelson, in his letter 
to Mr. Patterson, appears to counsel as an au- 
thority on advertising practice in a statement to 
the effect “that the amount of advertising ex- 
penditure necessary to maintain a trade mark or 
brand name of a product in the public conscious- 
ness is much smaller than that required for pro- 
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motion of the same product in a normal com- 
petitive market.” 

Reviewing this phase of the situation, how- 
ever, those who have been in doubt as to 
whether they would be permitted to do any ad- 
vertising should feel cheered by the prospects of 
a definite statement that a manufacturer can 
use some of his profits for advertising. Should 
restrictions tend to reduce amounts available 
for these legitimate business activities, thereupon 
the skill of the advertising man will be chal- 
lenged to do an effective job with less. 

The same problem is presented in the declara- 
tion by Mr. Palmer. The indicated curtailment 
of printing in the many forms used by adver- 
tisers, however, is not prompted by the matter 
of excess profits, but rather by an expected, or 
perhaps a rapidly approaching, shortage of man- 
power and raw materials used in the graphic 
arts. “Every printer and publisher, regardless 
of the type of publication or product involved, 
can and should start immediately to plan and 
institute the utmost conservation and curtail- 
ment in the consumption of paper and of the 
many other materials employed by this industry 
in the production of its endless variety of prod- 
ucts,” the WPB official warned. Publications 
may find it necessary to reduce the size of their 
books and make better use of the page area 
with smaller margins, smaller type, less display, 
and eliminate excessive color, bleed illustrations 
and advertisements, and reduce the weight of 
paper used. Staples must be reduced and in 
small pamphlets supplanted by pasting. Copper 
and zinc needed for war must be conserved. 
“Ingeniousness, these days,” said Mr. Palmer, “‘is 
a distinct asset in the printing office and will 
become increasingly more so as the days pass.” 
“Only essential printing, and probably in the 
simplest forms, may soon be the watch word,” 
he asserted. 

There it is—what might be considered the 
“bad news” of the past month for advertisers. 
But in reality just how bad is it? Actually, not 
so bad as it is significant. Advertising of a kind 
that will keep any business in the picture can 
and will continue. At its worst, the situation 
is a challenge to advertising men. It calls for 
resourcefulness. It calls for ditch-digging copy, 
corn-cure copy—nothing less than the same 
efficient utilization of materials and tools by te 
advertising man as by the plane, tank, and ship- 
builder! Industrial advertising men can do it 
let’s show ’em! 
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Hitler's No Dope 

We wish to register a strenuous 
complaint against advertisers who in- 
sist upon portraying Hitler as a toy 
figure who can be pushed around at 
Hitler 


is not being pushed around by any- 


will by advertising symbols. 


body, and the sooner we all get to 
realize that he’s a tough competitor 
and not a comic-artist bogie-man, 
the sooner we'll get in shape to enter 
the ring against him. 

“Consumer” advertising has _al- 
ready made itself ridiculous through 
the too-too clever “warnings” it has 
been addressing Hitler’s way, threats 
of “ooh, what you’re gonna get” 
making victory appear to be duck- 
soup for our side when so far all 
we've had is bitter broth. 
industrial advertising hasn’t been so 
bad, but our War Production Drives 
have been positively infantile in this 
Hitler, Hirohito and Mus- 
solini have been hung, decapitated, 
disembowled and interred from coast 
to coast, yet they’re still winning the 
wal 


Our own 


respect. 


For God’s sake, if you’re going to 
represent these men in advertising in- 
tended to stimulate worker produc- 
tion, or scrap drives or what not, 
show them as what they are—an 
ever-nearing menace to our very ex- 
istence—not just dopes that can be 
obliterated by any hack artist with 
enough paint on his brush! 

A Boast's as Bad as a Rumor 


d another thing—let’s black-out 
th ‘ragging about our war produc- 


tion and our war achievements till 
we Save something to brag about. 
hy are American warplanes 
mak ng so brilliant a record on sky- 
tron after sky-front?” The ques- 


SERTED 


Will pow 


tion is—P. R. Mallory & Co., Inc.— 
why aren’t they? 

“Uncle Sam’s bombers are helping 
the United Nations achieve air su- 
premacy.” That’s not the way to 
state it, Syncro Devices, Inc. It’s 
“must help,” not “are helping.” 

“Dear Hermann: Up in Rochester 
we've got bad news for you and your 
Axis partners. Taylor Accuracy is 
in the war.” (Taylor Instruments 
Companies.) That’s kid stuff. 

“Yank fighting equipment is mov- 
ing to every Allied battle front— 
much more and much faster!” But 
Cor poration, 
enough more nor enough faster! 

We believe it’s time that more of 
our War Production Drives (and 
advertising, too) adopt 


not, Harnischfeger 


“consumer” 


the approach exhibited in the power- 
ful spread “Will you let him die?” 
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The Copy Chasers Think It’s 
Time You Realize the War is Not Yet 
Won... Advertising for Scrap . . . Production Cost 


let him die? 


Me © ree! teen © hewttiny Rushy chap 


thang be hes te protect #—and your future, tos 
BUT omtwes he gem or mech or mere on good 
or emer Rghnng tools then the enemy he 


end hin buddies mey dia Are YOU gemg te 


will be able te de big things tomerrew? 
Hew ebeut your olley scrap stest, ter in- 
erence? Are you segregating "es vce shewid? 


-because of the little things you dont do? 


WHAT ABOUT ALLOY STEEL SCRAP SEGREGATION? HERE'S WHY IT [5 SO VITAL! 


Fgbsrag vols ere made of see! More or o 
demends more sree! — ie loding huge roneages 01 
ALLOW STERL And he eel etemny & eriving © yew do em engregen you: ciley cael crap, & oe 
mgt) ferent 


chee grade wmmmiver (SAB. AISI NIE or onver) 0{ the seoal 


BUT. to apie of rapid expension of facitinin amd the crap i charged inne the furnace, or (2) che bem of 
24 mows o-dey vewstng sor! of thowsseds of shilled seek aay be ruined, or (3) the serap coum be mnctend 
mee of eek, SLFFILIENT ALLOY STEEL ( ANNOT rk ered cote egom cmt eastyeed The cme ap 
SE PRODUCED UNLESS THE INDUSTRY GETS —duitied burnmce crews and furnace which should be 
MORE NICKEL, CHROMIUM AND OTHER — wuning ou Gnishad see, Cheminn and 

CRITICAL ALLOYS. Foe chews are che 
oomted 10 mks swe! womgh rong end hard comugh ad how mach alloys they concen Thee che scrap 


 samd ap wodte: che gruviiing wrvae the enhe sagen mon be charged ims the furnace agete whee 
ermemen: what wus wen wndey the devired cmahyen om bering prockned tert weste atte 
Mt you ere working alley cliel, your amep pie ang 8? OY OOP 
come wmmen cheomonm. Ores haghving sare send goad Sighting sonle-QUICKLY 
mtv eden ood och vonal slays which cae te wand io Fatracntors med alloy suents co make chem The sat 


ee ee 
(bem g) end wher cerap from cab grate yee belt ws re help mer aremad fore: by soememg. 
Weel me he hops seperate cegregernd wh an odes NOW 10 yous plows to sepregese 
net he carrey abel ort altey steel wrap and vemure is PROMPTLY? 











The Advertnement 
REPUBLEC STEER CORPORATION 
Atoy tenel Devintan Sates Ofers Mecsilion Ohw © Genera! Offices Chewetand Otte 
Berges Maneincvarvag Divianme - Calvert Divmene . Nutes bere! Predects Divusee - Sere! sad Tebes Deviate 
mee Dawe teat Deven. Trmee teet Company «Raper Deperemene Cheyster Ruhting Mew York, Mew Vath 
be Conperation with the US Geverament) Salvage 
Peete tee reertees of mie 5 ttememt ene evetette ter peer bufterin Reerte rite fer them 


Republic Steel Corporation has do- 
nated to the salvage campaign. And 
we dunno but what it might be a 
good approach to use when address- 
ing purchasing and specifying fac- 
tors, too! James C. Clawson of 
Meldrum & Fewsmith, Inc., 
Cleveland agency, wrote it, and, 
say!—maybe you, gentle reader, 
need that talking-to! 


On Metal Time 


It’s a war of metal. Metal will 
win it. And it’s metal we’re running 
short on. 

Let’s take a look at the metal work- 
ing papers and see what’s happening. 

American Machinist. Major arti- 
cles on “High Speed Milling with 
Carbides,” “Locomotive Cylinder 
Heads Welded,” “Get In That Scrap,” 
“New Machines From Old,” “Press 
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S——=The “Gallery” 


Work on Hollow Parts,” etc., and a 
big story on Aircraft Manifolds in the 
“Armament Section.” 

Inside front cover is the Heald Ma- 
chine Company. It has a “3 Point 
Service” to keep “production rolling.” 
Typical ad of somebody without any- 
thing tosay. Standard sentences about 
“Field Engineering Service,” “Factory 
Engineering Service,” “Demonstration 
and Maintenance Service”—as if hav- 
ing such services were a unique char- 
acteristic of Heald. 

Next—Gleason Works. Got an 
Army-Navy “E.” Fine. “For high 
achievement in the production of war 
equipment .” The workers got 
you that “E,” Gleason, not your cus- 
tomers, and the award was made to 
them, not your advertising depart- 
ment. 

Next—The Cincinnati Milling Ma- 
chine Company. “If It’s Less Idle 
Time You Want”—so many, many 
headlines are like that: “If It’s More 
This or Less That You Want.” Of 
course we want less idle time—were 
you entertaining the idea we didn’t 
want less idle time? Copy doesn’t 
ring true: Some machines “wear a 
man down, dampen his enthusiasm 
and break his spirit . he soon be- 
gins to lag, takes time off in spite 
of his patriotism. But give him a 
machine he enjoys operating—a ma- 
chine that turns out work he’s proud 
of—a machine that doesn’t wear him 
out and he’ll work 40, 50, 60, or 
more hours a week and do it gladly.” 
It’s a good point, but overstated. 

Next—Jones & Lamson Machine 
Company. A_ spread: “The Secret 
Weapon that Will Win This War!” 
An A-1-A stopper. Boy, what is it? 
Not that old puddle-jumper pictured 
on the opposite page? Yup, you mean 
it: “In a Model 1906 Cadillac Auto- 
mobile is the secret weapon that will 
win this war!” OK, we're still with 
you! 

“Henry Martyn Leland... . Eng- 
land. . . Royal Automobile Society 

. disassembled . . . heaped parts... 
reassembled amazement 
gruelling 500-mile test”—yuh, yuh, 
yuh—oh, for gossake: “The Ameri- 
can System of Manufacturing!” The 
secret weapon is nothing but a copy- 
writer’s phrase! 

Next—wups! Red, white, and 
blue, and black—the Army - Navy 
“E.” This time, Fellows Gear Shaper 
Company. Nice, high - sounding 
words: “Flying aloft to join Old 
Glory,” “proclaims to one and all,” 


“tribute to the heritage,” “hardy fore 
fathers bequeathed”—and so on, ad 
nauseum. 

Next—hey, what’s this? “If It 
Less Idle Time You Want”—we’ve 
had that. Magazine make-up re 
peat on itself? No—it’s differen: 
copy. Same company, though—sam« 
copy slant: “Mechanics enjoy operat 
ing, etc.” 

Next—hello, the Army-Navy “E.” 
(Does everybody get this?) Van Nor- 
man Machine Tool Company. Vari- 
ous machines are pictured against 
a pennant-shaped background. 
(What’ll they do?) 

Next—Landis Machine Com pany. 
Looks like separate ads. At the left, 
a man (executive type) at desk, at 
his shoulder, a shirt-sleeved man 
(production-type), studying figures. 
Headline: “Landis Engineers are 
Keeping Pace with Vital War Pro- 
duction Demands.” Copy below not 
illuminating. Across, though, there 
are some pictures of Landis Threading 
Equipment in action. Nothing spe- 
cial about them we can see—or read. 

Next—what jis it? Big bleed photo. 
One little hunk of type, on an arrow: 
“American.” Arrow points to the 
nameplate on the machine: “Ameri- 
can Hole Wizard.” (Reminds us of 
the Little Wizard Post-Hole Com- 
pany.) Have to look in ad index— 
American Tool Works Com pany. 

Next—Armstrong Bros. Tool Com- 
pany. OK copy, but awfully tiny 
type. 

Next—Bryant Chucking Grinder 
Company. (How that campaign blos- 
somed during the war!) “Pull Up a 
Chair for Bryant.” (Reach for a 
Lucky—Walk a Mile for a Camel.) 
Hello, Bryant, whaddaya know? 
“Every phase of a new job that relates 
to grinding” OK, give. No? Other 
companies are filling spreads with 
information. Why can you just fill 
yours with unspecific claims and 
promises? 

Next—Kearney & Trecker. Never 
noticed them before. A war baby? 
Looks like it. (That’s just an impres- 
sion, of course, we don’t know.) 

Next—Firth-Sterling Steel Com- 
pany. Hello! Uncle Sam. Well, 
you’re a better looking Uncle Sam 
than they usually put in ads. (Why 
do ad men think amy ham artist can 
do a good Uncle Sam?) Here's 
“America’s Victory Weapon” again— 
this time it’s Firthite Grade TA 
Tungsten-Titanium Carbide —’ 
sational” and “wonderful” as 
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ceded, quickly, accurately and effectively, they can hardly be ex- 
cted to appreciate the true worth of wartime advertising expendi- 


es. A.B.P.’s “Guide” can help them understand this. 


When properly used by advertising men and sales managers, the 
Guide” has given many company heads a new concept of what 


ivertising can do to help win the war and to help a company solve 
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ARTI M F ADVERTI S] N G “GUIDE” DEMONSTRATES WARTIME APPLICATION | 





aless company heads understand that their advertising can trans- 85-6 


jit any important information from where it is to where it is today; include check-list of 16 wartime advertising objectives.) 


me of its customer-relations problems, present and future. It has 


elped them understand what GOOD “inst* :tional” advertising is ! 

























W TO HELP COMPANY HEADS UNDERSTAND 











OF SOUND PEACETIME ADVERTISING PRACTICES 
A.B.P.’s “Guide” helps advertising pp. 


"It is not inconvenience, but unexplained 


men and sales managers demonstrate 101-41 inconvenience, that will break down pub- 
the many important uses to which lic confidence." (This statement of Paul Garrett's introduces 


a 40-page supplement to the “Guide,” reporting retailers’ problems 
today and what consumer goods manufacturers are doing to help.) 


advertising is being put today. 


: PP. "Advertising men can fight, hard, by work- 
“It has the answers. to the many questions. Manage- $-2 ing hard at their job of ‘communicating 
vital information through the printed word."// you 
or your company heads have any doubts about the grave need for 


ment has been asking their advertising managers. 


An Advertising Manager in Passaic, New Jersey advertising skill applied to wartime problems, Pages 1 and 2 will 


help clear the air.) 


PP. "Here are seven good ways to get started." 
(Pages 85 and 86 detail the specific ways to advertise 



































IS THE “GUIDE” USEFUL? Ask the Man Who Has Used One 









“It distinctly helps us think through the many problems facing us now in 
advertising and selling.""—Advertising Manager, Wilmington, Del. 


“Full of useful information. It is easy to read due to the manner in 
which the comments are presented. The direct and effective use of two 
and three syllable words to strike the theme is to be recommended as 






-” 


Richard Hayes, Advertising Manager of The Okonite Com- 
pany, made up a simple presentation in order to show his 
company heads, specifically and by example, exactly why 
they should authorize advertising today. He illustrated what 
his company’s advertising was doing to achieve many of the 
wartime objectives covered in A.B.P.’s “Guide” .. . and 
some that aren't. 


worthy of special notice.""—Advertising and Export Manager, Les Nietos, Cal. 



















An added benefit, according to those who have used the “Guide,” is 
the way it helps dispel the doubt of executives and government officials 
concerning the ethics of advertising at this time. It demonstrates that 
useful advertising needs no defenders! 









Says Mr. Hayes, “I know I've worried a great deal 
about just how much our advertising was contribu- 
ting to the war effort. After I had done this job for 
our executives, I found that we were doing much 
more of a helpful nature in our advertising than I 
had dreamed of. I realized, too, that there were still 
many things we could do to help.” 


The “Guide” is a sound foundation upon which any advertising , 
man or sales manager can base his own presentation to the men who 
pay the bills. Send for it now and you'll receive additional up-to-the- 
Ask the Representative of Any A.B.P. Paper to Show minute case studies, free, as fast as they “ produced. : 
You Mr. Hayes’ Presentation. Every publication which is 
a member of this Association has been supplied with a 
plain, homely, but accurate replica of Mr. Hayes’ presenta- 
tion. It you feel that any of your company heads do not 
understand the full significance of wartime advertising, or 
if you, yourself, question the value of your own contribution 
to the war effort as an advertising man, the “Guide” and 
Mr. Hayes’ presentation will very likely help you. The cou- 
pon will bring you a ‘Guide’. ..ask any representative of 
an A.b.P. paper to show you the Hayes’ Presentation. 
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M-G-M film. 


—can’t you tell 


Claims, claims, claims 
more facts in a 
spread? 

Let’s skip now. 

“Mid-West Reduced This Gun- 
Maker’s Honing Time by 83%!” 
Good ad. Mid-West Abrasive Com- 
pany. 

“A Brain that’s Always Clear— 
Clear of Dirt, Clear of Chips, Clear 
of Coolant.” In other words, no 
hang-over. Oh, ‘“Multiple-Spindle 
Conomatics have a brain that’s always 
clear.” Typical first-year-in-adver- 
tising stuff. Cone Automatic Machine 
Company, Inc. 

Wow! Here are two competing 
alliterative headlines face to face. 
“Kempsmith and Industry—Mutual- 
ly Milling for Victory.” (Kempsmith 
Machine Company) and “We're mass- 
producing the tools of mass produc- 
tion” (Gisholt). Latter ad is in the 
form of a letter to an anonymous 
“admiral” from “the fellows at Gis- 
holt.” 

Here’s that Standard Gage Com- 
pany ad again—‘“Convoy Your Parts 
Thru Production.” Still dunno what it 
means. 

Good G-E ad on fluorescent lamps. 

South Bend Lathe Works starts a 
new series: “How to Get the Most Out 
of Your Lathes.” 

Well-ordered ad by Detroit Univer- 
sal Duplicator Company—“How to 
Get Mass Production from Tool Room 
Tools” (worth putting in “Gallery’’). 
Good Westinghouse page on “De- 


, 


ion motor watchman.’ 

But lots of big-machine-plus-brief- 
say-nothing-copy ads. The Lodge & 
Shipley Machine Tool Company, Tay- 
lor-Wilson Mfg. Company, The 
Springfield Machine Tool Company, 
Fosdick Machine Tool Company, Con- 
solidated Machine Tool Corporation. 
(What is there about a machine tool 
that suggests so little to talk about? 
We know orders are no problem, but 
sx on 

Swell ad by the Carpenter Steel 
Company—but that’s normal. Tells 
how to identify fool steel scrap by 
spark-testing. It has a new chart to 
give for this purpose (see page 56). 
The ad is in “Gallery”’—one of the 
best, by far, of the current 
ads. 

Well, let’s jump to The Iron Age. 

Inland Steel Company on the cover. 
One of the least inspired of the 
“scrap” ads. 

Inside cover—Hoskins Manufactur- 
ing Company. Something about “Heat 


“scrap” 
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Treated Calling Cards” that “will one 
day announce our arrival at Hitler’s 
doorstep.” 

Next—Bethlehem Steel Company. 
Another of the less inspired “scrap” 
ads. 

Next—T he Cincinnati Shaper Com- 
pany. Big montage, a press and planes. 
“Cincinnati Press Brakes Form Sheets 
for Sky Ships.” Practically every- 
thing is on war work now—that’s no 
news. 

Next—The Texas Company. “Pro- 
jectiles faster and at lower cost.”” Ex- 
cept for the box “They Prefer Texa- 
co,” it could be amy oil company’s ad. 

Next—Westinghouse offering _ its 
booklet “Calling All Horsepower.” 

Next—a very neat ad. “Industry’s 
New Right Hand for Clamping.” 
It’s about “HydrOlLics,” which we 
gather, is a term representing a 
method implemented in presses manu- 
factured by The Denison Engineer- 
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Company. ‘Gives you more positive 
and accurate control of power, speed, 
and motion.” It’s not very clear to 
us, but it sounds good and the appli- 
cations illustrated are _ interesting 

Let’s skip again. 

Simmons Machine Tool Corpora 
tion got an Army-Navy “E.” 

“If it rotates, it can be balanced!” 
Good jumping-off place for an ad on 
the Gisholt Machine Company prin- 
ciple of Dynetric Balance. Purpose 
of ad is to announce that Gisholt now 
offers a complete range of sizes for 
balancing any part from 1 oz. to 50 
tons. The extremes are illustrated. 
Darned good ad, the first one in the 
book (outside of Carpenter Steel and 
G-E and we can’t be praising them 
all the time,) which we think deserves 
special mention. So, special men- 
tion to H. I. Orwig, The Buchen 
Company, Chicago Agency. 

Interesting application described by 
Pennsylvania Salt Manufacturing 
Com pany—speeding up the stripping 
of unsatisfactory brass plating from 
the rims of tank wheels. This ad has 
a lot that’s all right—name of prod- 
uct big, smashing picture (the tank), 
striking head (‘Helps to Shoe Uncle 
Sam’s War Horses”), colorful copy, 
description of what was wrong with 
previous method, complete-enough in- 
formation on the case, suggestion of 
broad range of product uses. This 
is worth a plug, too, so plug T. 
Bicharde Kenvin of Geare-Mar- 
ston, Philadelphia agency. 


A most horrible Hyatt Bearings ad. 
Whole handful of names of crane- 
building customers, reproduced from 
their letterheads. You know how 
horrible most type faces used on let- 
terheads are—the group of them is 
appalling. Headline is “All Loads 
Lead to Hyatt,” and a pun in war- 
time is sabotage. 

A Pittsburgh Roll ad (Blaw-Knox 
Com pany)—‘Less Cost per Ton of 
Steel Rolled Rods. Pittsburgh Rolls 
are important factors in stepping up 
production and reducing costs.” 
That’s all. 

Another Army-Navy “E”—Gr 
field Tap & Die Corporation. 

Sun Oil Company ad—like Texaco 
only better. More “‘sell” in the co; 

Ex-cell-O Corporation gets 
Treasury “‘bull’s-eye” flag, their © 
tomers will be glad to know. 

Shakeproof Inc. ad. “This S 
Eliminates Tapping!” Shakepro 
doesn’t mess around. (See “Gallery 

This American Foundry Equ 
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“For the best series 
194] of articles or edi- 
torials ..." 


AND IN 1942 


‘First Award to Metals and Alloys for the best 
illustrative treatment of editorial material pub- 
lished during the year ending July 31, 1942.” 


METALS AND ALLOYS is proud of this Award Awards are clear evidence of the balanced, out- 


—its fourth in succession, making it the only standing editorial job that METALS AND ALLOYS, 
Business paperto winan Awardeach yearsince The Engineering Magazine of the Metal Indus- 
1939. Each award has been for a different and tries, strives constantly to give its 13,000 volun- 
vital phase of editorial excellence. These four tary, paid subscribers. 
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ment Company ad has a lot of meat, 
but the layout is forbidding. (See 
“Gallery.”’) 

Arcos Corporation (“It’s Arcos 
Chromang for Victory Welds”) has 
an equally uninviting spread. Solid 
blocks of tightly-packed bold-face 
type do not make easy reading. 

Here’s some “inspirational” copy. 
“Blades and holders hand in hand to 
victory. Companions!—working to- 
gether in this great war effort”— 
and so on. Empire Tool Com pan) 
puts the interesting and useful part 
(about a patented “double cam” in 
the holder) down at the bottom. 

Standard Steel Works got an Army- 
Navy “E.” 

(Are you beginning to get the idea 
we don’t approve of advertising 
Army-Navy “E” awards? We don’t. 
First, because it’s an award to the 
Second, because so many 
news. 


workers. 
are getting it that it isn’t 
Third, because it’s usually an occa- 
sion for bad-taste back-slapping and 
July 4th oratory. Fourth, because 
your advertising space can be put to 
a better purpose serving out infor- 
mation rather than self -praise! ) 

International Nickel Company, 
Inc., has the best of the “scrap” ads, 
offering a specific plan of action, 
comprising eight important steps. In 
other words, International Nickel did 
some thinking and produced a con- 
structive ad. It’s worth an award, 
and the fellows who wrote it are 
R. A. Wheeler, publicity man- 
ager, nickel sales department, 
and Edmund Barrett, a member 
of his staff. 

(A few pages along, Handy & Har- 
man got an “E.”) 

Ozalid Products Division (General 
Aniline & Film Corporation) has a 
nice case-study ad, “How a Transpar- 
ent Duplicate Helped Move a Fac- 
How to use Oczalid foil is 
Its extreme trans- 


tory.” 
neatly explained. 
parency 

allows using multiple layers at one time 
to make a composite print Thus, if 
you have separate details—each on a 
different foil—which you want brought 
together in one print, merely place the 
foils, one on the other, and feed with 
a piece of Ozalid sensitized material into 
the white-print machine 
Nice, “easy” copy. 

And here’s some more smooth-run- 
ning text, under the question “How 
Much Hangar Can a Finger-Flick 
Build?”: 

How important is a single bullet in a 


machine gun cartridge clip? How vital 
is one out of 2,000 incendiary bombs 
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dropping from a single Yankee plane 
over Tokio? How much faster can a 
hangar be built by quick-assembling bolts 


and nuts? 

A nut with a cranky thread . . . a bolt 
with a badly formed head are like 
bullets that miss, bombs that are duds 
War industries want nuts that run on 
smoothly with a flick of the fingers, bolts 
that take tightening without injury. 

All of which leads into reasons for 
buying Russell, Burdsall & Ward bolts 
and nuts. 

Well, how do you think they add 
up—the good ones and the bad ones? 
We picked most of the good ones, left 
a lot of bad ones unmentioned. Was 
it worth the while of a busy reader 
in the metal working industries to 
read those magazines (except for the 
news and articles)? Could he gain 
enough to make his job more effec- 
tive in helping to win the war? Or 
is winning the war still a secondary 
matter to many advertisers? 

(And if you think that stuff is 
going to help ward off restrictions on 
printing and publishing, we'll eat our 
old straw toppers. Don’t you think 
it’s time to get realistic about this? 
How about it, NIAA?) 


Production Manager Blues 

Advertising budgets are being made 
up for 1943, and the curse of indus- 
trial advertising—the high ratio of 
production to space cost—is again 
rearing its ugly head. 

Time and again we've been asked: 
“What percentage of the page rate 
should be allowed for production?” 
The answer is: There is no relation 
between the two. Possibly the pro- 
duction (layout, art, composition, 
plates, etc.) should be more than the 
page rate. 


We don’t know what the average 
page rate is for business papers, but 
it is small enough to make production 
costs look large. When ads are run 
in the Post or Time, several hundred 
dollars for production looks reason- 
able, but when you’re running in 
“The Plumber and Whiffletree Build 
er” at $100 per 7 x 10, anything ove: 
$25 for production seems extravagant. 
It so happens, however, that the same 
layout problems are involved, the en 
graving scale is the same, the type 
takes just as long to set. Your ven- 
dors won’t coéperate with you to the 
extent of cutting their prices in pro 
portion, and your readers won’t co- 
Sperate by relaxing their readership 
standards. 

Men in charge of approving 
budgets must be made to realize that 
$100 only buys the space; an addi- 
tional investment is required in order 
to buy the reader’s attention. That 
doesn’t mean multi-color photography 
or flossy typography—but it does 
mean intelligent use of layout ele- 
ments and illustration by a true crafts- 
man. 

It’s bad enough to have poor copy 
glorified by fancy appearance 
it’s downright shameful to spoil good 
copy by making it unattractive. 


Reconnaissance 


Pardon the preoccupation with 
metal-working, but we noticed a 
couple of notable ads in other M-W 
papers. 

One of them is a “winner”—T he 
Delta Mfg. Company. Reason 1, be- 
cause it has a swell layout, clear, dom- 
inating illustration and handsome 
typography. (Take a look at it, and 
you'll see what we meant when we 
said good production helps get good 
readership—and we don’t mean just 
the girl.) Reason 2, of course, is the 
girl—because women are Industry's 
big problem, and we’re astonished 
that so few advertisers as yet have hit 
upon it. She is ideally “cast,” too— 
not too pretty, but strong-appearing, 
honest, and resolute. Reason 3 is th 
copy—practically every word contrib 
uted by a user, yet so excerpted as 
to avoid the dull prose which blight: 
most testimonials. Reason 4 is th 
plug for free “Tooling Tips,” no' 
forgetting the catalog. Reason 5 | 
the box at the right giving some !as 
minute, take-home-and-remember ad 
vantages, followed by mention © 
other machines in the Delta line. |! 
a better industrial ad is written th 
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ison, we hope we write it. Until 
‘hen, we give you Irving J. Ro- 
senbloom, Chicago agency head. 


‘It Takes ZEROS to Beat ZEROS” 

, grand headline to start off an ad 

precision tools (The L. S. Starrett 
Company). One “ZEROS” refers to 
the zeros that follow the decimal 
point... the other, of course, to the 

Jap planes. Copy, though, crashes 
right after the take-off. 

Federal Products Corporation intro- 
duces a neat slant, too, on tools, and 
the copy holds up. You’d better look 
it “Gallery” for this one. The idea 
is—you don’t want to have to de- 
pend upon the variable judgments of 
your inspectors, so give them a Fed- 
eral dial indicator gage which shows 
an error clearly and positively (mag- 
nifying it) regardless of the inspec- 
tor’s “touch” or perception. (See 
“Gallery.”) 

To prove how, sooner or later, a 
symbol gets cheapened, Markel Serv- 
ice Inc. is out with an “M” flag— 
“Fly the Markel M!” 14th St. pro- 
motion, right on the nose. 

Colonial Broach Company has a 
good angle on conservation; it illus- 
trates “The Quickest Way to Spoil 
Good Broaches.” Negative approach 
may be very effective. 

L. S. Starrett Company, too, gives 
“Don’ts” as well as “Do’s” for hack 
saw blades. 

And Air Reduction pictures a 
workman being cautioned by a 
‘ghost” what not to do. (See “Gal- 
lery.’’) 

Timely head: “How to Fill Box 
Cars with Fuel Oil”—Thiokol Cor- 
poration. (Notice all the “How to” 
ads? ) 

How a layout can put across a 
sales point—see The Arco Company 
ad in “Gallery.” 

Hughes Tool Company illustrates 
and identifies the various military in- 
signia, as its way of “Keeping its 
name before the public.” See “Boost- 
ot-the-Month” for another. 

Boost-of-the-Month— We can’t 
give special commendation to every- 
body, nor single out certain ones for 
analysis, but these firms are doing a 


swe job sharing information (if 
you doing the same and are not 
mentioned before or now, forgive us; 
there'll be another month.) 

l Cleveland Pneumatic Tool 


Com pany—"*6 Way Fleet Protection.” 
see “‘Gallery.”) 


STRIAL MARKETING, October, 1942 











Bodine Electric Company—‘How | 
to Make Today’s Fractional Horse-| 
| 


, 


power Motors Last Longer.’ 
Walter Kidde & Co.—“How Do 
You Kill Flammable Liquid Blazes?” 


(See “Gallery.”’) 


| 


Allis-Chalmers—"Plain Facts on 
Wartime Care of Rubber V-Belts.” 

The International Nickel Company, | 
Inc.—‘How to Get More Service 
from Pump Rods and Shafts.” 

Republic Flow Meters Com pany—| 
“First Aid Chart for Solving War- 
time Power Plant Problems.” (See 
“Gallery.” ) 

Meanwhile, (Boo-of-the-Month), | 
these advertisers are merely hiding 
their heads in the sand: 

Kalamazoo Vegetable Parchment | 
Com pany—‘War—this, too, _ shall 
pass away.” 

American Chain & Cable Company | 
—"Even in years like these, the Eng- 
lish Setter will be remembered against | 
the time when there will be more| 
field work to do.” 

The Heekin Can Com pany—"This| 
is a country where boys still can go| 
fishing.” | 

They can go to war, that’s where | 
they can go—and it’s time some of 
your advertising went, too! 


THe Copy CHASER. 


Errata 


In the advertisement for the “Market | 
Data Book Number™ of INDUSTRIAL MAR- 
KETING on page 114 of the September | 
issue, C. A. Wagner was referred to as 
manager of the Cleveland office of G. M. 
Basford Company. Mr. Wagner is an 
account executive and W. S. Leech, vice: 
president and general manager of the 
agency for over 12 years, is in charge of 
the Cleveland office of the agency. 





WANTED 


A Writer Who Likes 
Hard Work! 


@ If you have had experience 
in the preparation or use 
of technical catalogs, oper- 
ator’s instruction books, 
specification sheets, parts 
lists and service manuals, 
and technical informative 
articles... 


@ If meticulous attention to 
accuracy and complete- 
ness doesn’t bore you... 


@ Jf you have both a knowl- 
edge of and an interest in 
mechanics and the science 
of machining metals... 


@ Jf you are willing to write 
clear, concise, simple, log- 
ical descriptions and ex- 
pianations, after having 
learned the facts for your- 
ae 


@ Jf you can keep quiet 
about what you learn of 
the Armament Program 


@ If you are not likely to be 
called to the Service 


THEN YOU MAY BE 
THE MAN NEEDED to 
fill a hard but well-paid, 
important job with one of 
the largest and most im- 
portant industrial concerns 
in the country! 


WRITE... 
giving full particulars 
about your experience in 
the mechanical, writing, 
and publishing fields, and 
your citizenship. Please in- 
clude your photograph. 


TO Box 222 
INDUSTRIAL MARKETING 
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@ Unlike other industries which 

will be over-built and over-equipped 

in the post-war period. the petroleum 
industry will need vast quantities of new 
equipment, because: 


(1) It is producing practically as much crude 
oil today as in any previous period without 
any appreciable amount of new equipment. thus 
depleting its machinery at over 431,000 oil wells. 
(2) It has drawn upon reserves which must be replenished 
by a drilling program exceeding any previous records. 
(3) The synthetic rubber industry has been dumped into its lap. 
(4) The aviation industry is being greatly expanded and will 
continue, after the war, to need increasing amounts of petrol- 
eum fuels. 
(5) Petro-chemicals are becoming an increasingly important factor 
in the petroleum industry. 


@ Thus, the number of wells that must be drilled when steel becomes 
available will exceed any activity ever before witnessed in the industry. 
This means the purchase of billions of dollars of new equipment. 


@ Manufacturers who see this picture are continuing to make known their 
products which can be used to reestablish the oil industry in the safe and 
secure position it was in before the present emergency required the cessa- 
tion of new drilling and the withdrawal of treasured reserves. No other 
industry presents such an attractive post-war market. 


21 manufacturers during the past 

year have accepted the offer to 

survey their own customers and 

+ prospects at The Journal's expense. 
es The overall results show The Jour- 

The Oil P, 





nal is preferred 2 to 1 over any a 
other oil paper. The Journal won ferred _ Pre 
surveys directed to the drilling, 2 te | is the 
production, pipeline, refining, and s 
natural gasoline divisions of the Place to Concentrate 4 
—_— Your Advertising te 
cS Reach this Market! 










SURVEY YOUR OWN CUSTOMERS AT OUR EXPENSE. Write 200 to 500 of them 
asking which oil papers they read in order of preference. Tabulate your own returns 
Bill The Journal at the rate of 10 cents per letter when you inform us of your results 
We pay, win or lose 

The OIL AND GAS JOURNAL 
TULSA, OKLAHOMA 
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Membership. Roster 


NATIONAL 


@ THE National Industrial Adver- 
tisers Association is the only national 
organization devoting its efforts ex- 
clusively to the advancement of indus- 
trial marketing and advertising tech- 
nique and practice. The association 
is comprised of twenty-five chapters, 
including two in Canada, in the im- 
portant and _ distribution 
centers of the country. 

The membership includes advertis- 
ing, sales promotion, and sales mana- 
gers and members of their staffs, 
agency account executives, representa- 
tives of business papers and service or- 
ganizations, all interested in selling 
the products of the durable goods in- 
dustries. Membership in a local chap- 
ter includes membership and all privi- 
lege: in the national association. Where 
district chapters have not been or- 
ganized, ““members-at-large” receive all 
association benefits. 

e NIAA was organized in 1922, 


industrial 


by a group of men headed by Keith J. 
Evans, advertising manager, Joseph T. 
Ryerson & Son, Inc., Chicago, who had 
been meeting in local groups and 
felt the need for wider exchange of 
ideas and experiences, and united ac- 
tion for mutual benefit. The organi- 
zations which joined in this move were 
the Technical Publicity Association, 


A. J. ANDREWS 


Secretary-Treasurer 


M. R. WEBSTER 
National Head- 
quarters Secretary 
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INDUSTRIAL ADVERTISERS 
ASSOCIATION 


now known as the Industrial Adver- 
tising Association of New York; En- 
gineering Association, 
which now is the Chicago Industrial 
Advertisers Association; and Milwau- 
kee Association of Industrial Adver- 
From this nucleus, the NIAA 
has grown to twenty-five chapters 
with a combined membership of al- 
most 2,000 as listed in the following 
pages. In scanning through the mem- 
bership roster, one cannot help but be 


Advertisers 


tisers. 


impressed with the class of men and 
women making up its membership and 
the companies they represent. 
INDUSTRIAL MARKETING is indebted 
to the Board of Directors of the 
NIAA for the privilege of publishing 
the roster, a desire motivated by the 
thought that perhaps many advertis- 
ing and marketing executives in the 
industrial field fail to realize the bene- 
fits to be gained by affiliation with 
the NIAA and will get a new idea of 
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its value when they see who consti- 
tute its officers and membership. 


The association maintains a national 
headquarters office at 100 E. Ohio 
St., Chicago, in charge of Mildred R. 
Webster, headquarters secretary. The 
othcers of the association are shown 
in the accompanying illustrations. The 
district chapters and their presidents 


are as follows: 


BALTIMORE Maryland Industrial Mar 
keters; M. J. Donahue, Anchor Fence 
Post Company. 


Boston: Technical Advertising Associa 
tion of Boston: R. M. Cunningham, 
assistant professor of marketing, Massa 
chusetts Lccthete of Technology, Cam 
bridge, Mass 


Cuicaco: Chicago Industrial Advertis 
ers Association; Blaine G. Wiley, as 
sistant general sales manager, All-Steel 
Equip Company, Aurora, II 


Cincinnati: Cincinnati Industrial Ad 
vertisers Association; Walter H. Spin 
dler, publicity manager, Armco Drain 
age Products Association, Middletown, 
Ohio 


CLEVELAND Industrial Marketers of 
Cleveland; Ernest C. Roberts. advertis 
ing manager, The Clark Controller 
Company 


CoLUMBUS Central Ohi Industrial 
Marketers; Charles E. Brown, advertis 
ing manager Denison Engineering 
Company 


DeTROIT Industrial Marketers of De 
troit; Bruce Morse, assistant to vice 
president, Square D Company 


INDIANAPOLIS Indiana Association of 
Industrial Advertisers; J. A. DeLo, ad 
vertising manager, Continental Steel 
Corporation, Kokomo, Ind 


Los ANGELES Industrial Advertisers 
Association of Southern California 
john H. Kunkel, advertising manager. 
The Fluor Corporation 


Mason-Dixon Mason-Dixon Industrial 
Advertisers; Terry Mitchell, advertis 
ing manager, Frick Company, Waynes 
boro, Pa 


MILWAUKEE Milwaukee Association of 
Industrial Advertisers; F. J. Nelson, 
idvertising manager, Macwhyte Com 


pany, Kenosha, Wis 


MINNESOTA: Twin City Industrial Ad 
vertisers; O. J. Ellertson, assistant sec 
retary, Pioneer Engineering Works 
Inc., Minneapolis 


MonTREAL: Technical Advertisers Asso 
ciation of Montreal: A. P. Darcel. ad 
vertising manager, Crane, Ltd 


New JERSEY Industrial Marketers of 
New Jersey; Samuel E. Gold, sales 
and advertising manager, Lignum-Vitae 
Products Corporation, Jersey City, N. ] 


New York: Industrial Advertising Asso 
ciation of New York: E. Scott Pattison, 
account executive, G. M. Basford Com 


pany 


PHILADELPHIA Eastern Industrial Ad 
vertisers: Graham Rohrer, advertising 
supervisor, Baldwin Locomotive Works, 
Paschall P. O., Philadelphia 


PirrtsBURGH: Industrial Advertising 
Council of Pittsburgh: C. E. Hering 
ton, director sales promotion, Meehan 
ite Researc} Institute of America Inc 
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ROCHESTER Central New York Indus 
trial Advertisers; David E. Robeson, 
account executive, Batten, Barton, Dur 
stine & Osborn, Buffalo, N. 


ROCK FORD Rockford Industrial Mar 
keters; Walter Hagstrom, advertising 
manager, Mattison Machine Works 


St. Louts: Industrial Marketing Council 
of St. Louis; Charles W. Bolan, adver- 
tising manager, Carter Carburetor Cor- 
poration 


SAN Francisco: Northern California In 
dustrial Advertisers Association; H. § 
Schuler, sales promotion manager, 
Westinghouse Electric & Mfg. Com- 
pany. 


TOLEDO Toledo Industrial Marketers 
Carl | Fauster, advertising division, 
Libbey Glass Company 


TorONTO: Industrial Advertising Asso 
ciation of Ontario; Donald McCrim- 
mon, publicity manager, C. A. Dunham 
Company, Ltd 


WESTERN New ENGLAND: Industrial 
Advertising & Marketing Council; H 
E. Merrill, construction material adver- 
tising, General Electric 
Bridgeport, Conn 


YOUNGSTOWN: Youngstown District In- 
dustrial Marketers; William 5S. Miller, 
director advertising and sales education, 
The General Fireproofing Company 
District chapters meet once or twice 

a month for clinic sessions, round table 
discussions, or to listen to speakers on 
interesting and important subjects. A 
national conference, held annually, 
enables members to meet each other 
personally and exchange ideas in many 
clinic sessions which have grown in 
popularity as a feature of the con- 
ventions, in addition to addresses on 
various phases of industrial advertising 
and marketing by authorities in their 
fields. The personal friendship which 
develops among members is not the 
least in value of benefits received. 


The National Industrial Advertisers 
Association has many committees 
which study various problems and ac- 
tivities of industrial advertisers and 
make reports to the membership 
throughout the year. Among these ac- 


Company, 


tivites are surveys on direct mail, cata 
logs, motion pictures and slide films, 
advertising budgets, publication rat 
fluctuations, publishers’ statemen 
forms, and many others which form 
the only comprehensive data available 
on the subjects. 

The association is guided by definite 
aims and objectives which may be 
summarized as follows: 

1, To extend the service and aug- 
ment the influence of the various dis- 
trict groups in common marketing 
problems. 

2. Toestablish, standardize, and im- 
prove modern practices in advertising 
and selling to the industrial market. 


3. To support unequivocally the de- 
sirable principle of truth in advertis- 
ing, avoiding misrepresentation and 
falsification. 

4, To establish and 
sound war and postwar plan for 
NIAA, calculated to place the indus- 
woman 


execute 4a 


trial advertising man or 
squarely in the war and postwar 
picture. 

5. To aid in obtaining government 
codperation in the compilation and dis- 
semination of industrial marketing 
data. 

§. To create a medium of free in- 
terchange of ideas, methods and plans 
among district associations, their mem- 


bers, and members-at-large. 


7. To stimulate and encourage the 
organization of district industrial ad- 
vertising groups in other industrial 


centers. 

8, To assist in codrdinating and 
marshalling the forces of business for 
better public understanding. 


9, Last but perhaps most import- 
ant, to help each member become more 
useful and valuable to his own com- 


pany. 


NIAA Membership Roster 


For listings by company affiliations, see page 146 


sis 4 All members are classified as Active Members excep! 
Chapter Affiliations those whose names are preceded by an asterisk (*), who 


The chapters to which the members belong are design 


are Associate Members. 


ted 


by the figures in parentheses following their names which indicate as follows ui 


Boston; (2) Chicago; (3) Cincinnati; (4) Cleveland; (5) Milwaukee; (6) New York; 
Philadelphia; (8) Pittsburgh; (9) St. Louis; 
troit; (13) Toledo; (14) Toronto; (15) Indianapolis; (16) Gettysburg; (17) Montreal; | 


(10) Youngstown; (11) New Jersey; (12) ! 


18) 


San Francisco; (19) Los Angeles; (20): Western New England; (21) Rockford; (22) ! 


neapolis: (23) Baltimore; (24) 


aaree 


A 


*ABBINK, JOHN, Pres., Business Pub- 
lishers International Corp., 330 W. 
42nd St., New York. (A) 

ABBOTT, PAUL M., Partner, Suther- 
land-Abbott, 234 Clarendon St., 
Boston. (1) 


tochester, N 


¥.: (25) Columbus, 0O.; (A) Member 


*ACHESON, H. Stuart, Adv. Mer. 
Combustion Publishing Co. nc» 
200 Madison Ave., New York. (¢ 


ACKLIN, JAMEs M., Sales Dept., Ac! in 
Stamping Co., 1925 Nebraska A¥°. 
Toledo. (13) 


*ApDAMS, EpGAR F., Owner, Edga’ 
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~The BUILDING INDUSTRY 


THE FIRST TO EMERGE 


ONG before the place for signing the peace is designated, the building 

industry will be hammering itself from under the intricacies of the 

é various war agencies and restrictions. Our main objective in pre- 

senting our views at this time is to throw the light of truth on conditions in 

this industry as we see and believe them to be. As publishers of a group of 
building papers, this is our plain duty. ’ 


Most manufacturers of building products, particularly the so-called non- 
critical materials, have been manufacturing at their maximum capacity 
and these materials are being assembled into finished products as rapidly 
as they are delivered. War building is at a peak now and will continue at 
that peak for several months more. The building of factories, munition 
plants of various natures, and barracks for soldiers and dormitories and 
homes for workers must, of necessity, in the near future slow down with 
the inevitable slackening of war demands on building materials. 


The release of labor from these activities makes it necessary as well as 
possible immediately to find work for a large army of craftsmen in their 
normal pursuits (that of building). Most of these have devoted their entire 
lives to the building industry, and for various reasons are not adaptable to 
work in war plants. We believe there is no exaggeration in the assumption 
that if we have the materials and the men and the need and desire for 
buildings, there will then be building at once. Bear in mind that if the 
worst comes to the worst, a great amount of building can be done with very 
little of the critical materials. In many cases, those accessories requiring 
materials and products not available during the war can be added later. 


Repairs and maintenance must go on. Even in so thoroughly a war-regi- 
mented country as Germany this has been recognized. As recently as last 
month the German government asked its people to refrain from making 
any but necessary repairs. The inference is plain that, after three vears of 
intensive warfare, demanding super-human efforts and sacrifices, Germany 
still permits repairs and maintenance. So will this country. 


Under L-41 restrictions, a large volume of building in remodeling and 
alterations can be generated. 


The farm market, under the urgent necessity of producing food for us 
and our allies, is limited only by the building industry’s selling ability. 


The new war home communities must be served. Isn’t it reasonable to 
presume that new cities and neighborhoods must have their conveniences? 
For example, on the outskirts of a certain city there has been built a factory 
requiring, roughly, 15,000 employes, with no adequate living quarters. Now 
that houses have been built, where are these same families going to shop, 
worship, entertain themselves, and be taken care of generally? The more 
likely that this war is to continue, the more the necessity of rounding out 
the every day needs and conveniences. 


What we must think about is that, when Uncle Sam stops buying, the 
only big market for building materials will be what might be termed the 
“invisible” market: Repairs, maintenance, remodeling, additions, farm con- 
struction. 

We say “invisible” because no one has ever accurately measured the size 
of this market. Little of it ever appears in building reports or statistics. We 
can’t see it in the normal course of our travels like we see new homes and 
new subdivisions. Yet this market consumes more building materials than 
any other single group or section of the building industry. 


PRACTICAL BUILDER 


“THE HORIZONTAL CONTRACTOR-BUILDER BUSINESS PAPER” 


59 CAST VAN BUREN STREET 
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NIAA Membership Roster 


Adams, Artist, 1421 Chestnut St., 
Philadelphia. (7) 

ApaMs, F. E., Buchanan & Co., Inc., 
1501 Broadway, New York. (6) 
AppoMS, EVERETT, Acct. Exec., Evans 
Associates, Inc., 307 N. Michigan 

Ave., Chicago. (2) 

*AHRENS, J. F., The Penton Publish- 
(a Co., 110 E. 42nd St., New York. 
( 

*“AHRENSDORF, RoBerT E., East. Rep., 
Gardner Publications, Inc., 342 
Madison Ave., New York. (7) 

AITCHISON, Ropert S., Lindberg En- 
gineering Co., 2450 W. Hubbard 
St., Chicago. (2) 

AKERS, KENNETH W., Vice-Pres., The 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 


AKIN, WILLIAM §., Publisher’s Rep- 
resentative, 308 W. Washington 
St., Chicago. (2) 

ALBERS, HAROLD J., Salesman, 
Symes & Olds Co., 1200 Bolivar 
Rd., Cleveland. (4) 

*ALCORN, T. E., Rep., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St., 
New York. (6) 

ALDERDICE, W. H., Commercial Shear- 
ing & Stamping Co., Logan Ave., 
Youngstown, O. (10) 


ALDRICH, JACK R., Sales Rep., Arch- 

itectural Forum, 19 W. 44th St., 
New York. (7) 

ALDRIDGE, ALBERT E., Jr., (Sun Oil 
Co.,) 7846 Bayard St., Philadelphia. 
(7) 

ALEXANDER, ROBERT G., Sales Mer., 
The Standard Transformer Co., 
140 Dana St., Warren, O. (10) 


ALLAN, WILLIAM T., Vice-Pres. & Sls. 
Mer., A. Allan & Son, 601-609 
Bergen St., Harrison, N. J. (6) 


ALLBRIGHT, R. D., R. D. Allbright 
Advertising Agency, 300 W. Adams 
St., Chicago. (2) 

ALLEN, CHARLES C., Adv. Mgr., Sloan 
Valve Co., 4300 W. Lake St., Chi- 
cago. (2) 

ALLEN, CHARLES V., Robert McKeown 
Co., 249 High St., Newark, N. J. 
(11) 

ALLEN, P. D., U.S.N.., 
Glencoe, Ill. (2) 

ALLEN, Ropert E., Acct. Exec., Ful- 
ler & Smith & Ross, Inc., 71 Van- 
derbilt Ave., New York. (6) 


ALLSHOUSE, L. D. (1st LT.), 612 42nd 
St., Sacramento, Calif. (A) 


ALLURED (MRs.), PRUDENCE, Pub- 
lisher, Manufacturing Confectioner 
Publ. Co., 400 W. Madison St., Chi- 
cago. (A) 


961 Bluff Rd., 


ALLWORK, RONALD, 444 Madison Ave., 


New York. (6) 


ALMROTH, T. K., Genl. Adv. & Pub. 
Mgr., Owens-Illinois Glass Co., 
Ohio Bldg., Toledo. (13) 


ANABLE, ANTHONY (LT. CommM.), U. 
S. N. R. (Address not available.) 
(6) 


ANDERSON, J. W., Jr., Owner, J. W. 
Anderson Agency, 138 W. Upsal 
St., Philadelphia. (7) 


/.NDERSON, K. G., Acct. Exec., Walsh 
Advertising Co., Ltd., 310 Guaran- 
tee Trust Bldg., Windsor, Ont., Can. 
(A) 
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ANDERSON, LEE, Asst. Adv. Mgr., Na- 
tional Lock Co., 1902 Seventh Ave., 
Rockford, Ill. (21) 

* ANDERSON, LESLIE G., Mgr. Machine 
Tool Dept., Sweet’s Catalog Serv- 
ice, 119 W. 40th St., New York. 
(6) 

ANDERSON, RosBert E., Dir. of Adv., 
National Gypsum Co., 325 Dela- 
ware Ave., Buffalo, N. Y. (A) 
ANDERSON, Bos, McGraw-Hill Publ. 
Co., Inc., 1110 Delta Ave., Cincin- 
nati. (4) 

ANDRESEN, WALTER H., The Babcock 
& Wilcox Co., 85 Liberty St., New 
York. (6) 

ANDREWS, ARNOLD J., Asst. Mgr. Pub- 
licity, Bucyrus-Erie Co., South Mil- 
waukee, Wis. (5) 

* ANDREWS, Homer, Cent. Dist. Mgr., 
Architectural Record, 321 Hanna 
Bldg., Cleveland. (4) 

*ANDREWS, MELVILLE J., West. Adv. 
Mer., Fraser Publishing Co., 21 
King St. W., Toronto, Ont., Can. 
(17) 

ANDREWS, W. W., Industrial Direc- 
tories, Inc., 20164 Sheffield Ave., 
Detroit, Mich. (12) 

ANDRIETSCH, M. G., Sales & Adv. 
Dept., Trico Fuse Mfg. Co., 2948 N. 
Fifth St., Milwaukee. (5) 

ANDROS, Evert W., Adv. Mgr., B. F. 
Sturtevant Co., Damon St., Hyde 
Park, Boston. (1) 

ANGELL, J. M., JR., Eastern Megr., 
Gillette Publishing Co., 155 E. 44th 
St., New York. (6) 

ANTENER, W. J., Adv. Mgr., Walker- 
Turner Co., Inc., 639 South Ave., 
Plainfield, N. J. (11) 

APGAR, FREDERICK W., Exec., Buch- 
anan & Co., Inc., 1501 Broadway, 
New York. (6) 

Apsey, J. F., Jr., Adv. Mgr., The 
Black & Decker Mfg. Co., Towson, 
Md. (A) 

AQUADRO, ALVIN A., Sales Pro. Mgr., 
The Whitaker Paper Co., 1005 
Beaver Ave., Pittsburgh. (8) 

ARCHIBALD, C. R., Mgr. Pub. Dept., 
Youngstown Sheet & Tube Co., 
Youngstown, O. (10) 


ARMSTRONG, JOHN R. (1st LIEUT.), 
U. S. Army, Batt. B, 311 Btn., 
Camp Tyson, Tenn. (2) 

ARNDT, ROBERT N., Vice-Pres., John 
Falkner Arndt Co., Inc., Lewis 
Tower Bldg., Philadelphia. (7) 

ARNOLD, A. T., Mgr. Auto Div., Bald- 
win-Duckworth Div., Chain Belt 
Co., 369 Plainfield St., Springfield, 
Mass. (20) 

Arrick, D. C., Pres., The Arrick Co., 
135-39 S. Franklin St., Decatur, II. 
(A) 

* ASCHENBACH, C. G., Time, Inc., 1110 
Statler Bldg., Boston. (1) 

ASHBEY, GEORGE, Adv. Mgr., Nichol- 
son File Co., 23 Acorn St., Provi- 
dence, R. I. (1) 

*ASHDOWN, H. G., Art & Sales Dir., 
Baker-Ashdown, Ltd., 146 Jarvis 
St., Toronto, Ont., Can. (14) 
ASPEN, EARL G., Owner, Earl G. 
Aspen, Adv. Spec., 271 S. 15th St., 
Philadelphia. (7) 

AUCHINCLOoss, W. S., Vice-Pres., 
Schnell Publ. Co., 59 John St., New 
York. (6) 


*AVERILL, WALTER A., Vice-Pres. & 
Mer., Pacific Builder & Engineer, 


Inc., 3103 Arcade Bldg., Seattle 
Wash. (A) 

“Avery, J. BREWER, Research Ed. 
Western Business Papers, Inc 
1709 W. Eighth St., Los Angeles 
(19) 

Avery, R. J., Mgr., Ronalds Adv 
Agency, Ltd., 137 Wellington St 
W., Toronto, Ont., Can. (14) 

“AYER, ELMER, Ayer & Streb, 15 
South Ave., Rochester, N. Y. (24) 


*BABCOCK, STEPHEN H., McGraw-Hill! 
Publ. Co., Inc., 2-145 General Mo. 
tors Bldg., Detroit. (12) 


BACHNER, JOHN J., Adv. Dept., Chi- 
cago Molded Products Corp., 1020 
N. Kolmar Ave., Chicago. (2) 

Bacon, EDWIN LEx (LIEuT.), U. S. 
Army. (Address not available.) (6) 

*Bacon, R. H., Owner, R. H. Bacon & 
Co., 221 N. La Salle St., Chicago. 
(2) 

BACON, RALPH W., 79-18 32nd Ave., 
Jackson Heights, L. I., N. Y. (6) 
BaGBy, NATHE, Dir. of Adv., Ideal 
Co., 24th & Mary Sts., Waco, Tex. 

(A) 

*BAILEY, CLYDE H., Adv. Serv. Megr., 
Steel, 1213 W. Third St., Cleveland. 
(4) 

BAILEY, H. P., Pres., Rotor Tool Co., 
17325 Euclid Ave., Cleveland. (4) 
BaILEy, K. W., Adv. Mgr., Primary 
Battery Division, Thomas A. Edi- 
son, Inc., Bloomfield, N. J. (11) 
*BAKER, BRADLEY R., Rep., New 
Equipment Digest, 10A Shaw Place, 

Foxboro, Mass. (1) 

*BAKER, EpwIn S., Adv. Mgr., Public 
Utilities Fortnightly, 1038 Munsey 
Bidg., Washington, D. C. (6) 

BAKER, GLENN C., Ruby Chemical 
Co., 68 McDowel St., Columbus, 0. 
(25) 

BAKER, HoRACE R., Pres., Baker & 
Baker & Assoc., Inc., 930 Union 
Commerce Bldg., Cleveland. (4) 


BALDWIN, PRESTON DE G., Pres., Bald- 
win Belting & Leather Co., Inc., 85 
Chambers St., New York. (11) 


BALDWIN, Roy D., Adv. Mgr., Simonds 
at & Steel Co., Fitchburg, Mass. 
) 


BALL, RUSSELL C., Pres., Philadelphia 
Gear Works, Erie Ave. & G St., 
Philadelphia. (7) 

BALLANTINE, ROBERT W., Asst. Adv. 
Mer., Neptune Meter Co., 50 W. 
50th St., New York. (6) 

BALLANTYNE, ALAN A., Adv. Megr., 
ty Engine Co., Lansing, Mich. 
(A) 

BALLARD, A. G., Gen. Mgr., Diamond 
State Fibre Co. of Canada, Ltd., 
356 Eastern Ave., Toronto, Ont., 
Can. (14) 

Bauzarl, R. A., R. A. Balzari & Sta‘ff, 
447 Sutter St., San Francisco. (15) 


*BANDELOW, R. E., Vice-Pres., Caxton 
Co., Caxton Bldg., Cleveland. (4) 
BANDMAN, ARTHUR, Artwil Company 
Advertising, Inc., 22 W. 48th - 

New York. (6) 

BANNISTER, P. F., Adv. Mgr., + 
Fafnir Bearing Co., Booth St., New 
Britain, Conn. (20) 

BARBER, KENNETH, Adv. Mgr., Da 
Machine Specialties, Inc., 2100 
52nd Ave., Cicero, Ill. (2) 


+ 
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ON GRINDING ACCURACY — FINE 
FINISH IN WAR PRODUCTION 


THE Too. ENGINEER is of real, tangible help to production execu- 






eee ee ee 


Internal Grinding - 


a. 


| tives in solving the unusual production problems of today. For 
: instance, most armament parts must be finished to closer limits 


S50 ; than the average commercial product. In manufacturing many 

r = ed parts smooth finish is also important. This accurate, smooth finish 

| even besic inte at oe vinden is usually obtained by grinding and the September issue of THE 
* = omg =e TOOL ENGINEER carried a sixteen page special section devoted 


to the fundamentals of grinding and methods of testing the sur- 
faces produced. 


This section was prepared by The Bramson Publishing Company 
staff in collaboration with several well-known grinding authori- 
ties. The Tool Engineers who read it—Master Mechanics, Plant 
Superintendents, Works Managers, Chief Tool Designers and 





other production executives—know that the information it con- 
tains is authoritative and factual. 


Articles of this nature appear in THE TOOL ENGINEER every 
month. They are written for Tool Engineers by men who know 
how Tool Engineers think and work. The result is intensive reader- 
ship of both editorial and advertising pages. Advertising in THE 





Centerless Grinding [2 =—<. TOOL ENGINEER pays dividends. 
aw Fe; SEES 
r erst Sees ee E= ; = ; == 
Saas SSR SSE ES Sess “From such data, the Tool Engineer can 
SF J. ERS TT : find material essential to his job of edu- 


Sees Ss cating inexperienced labor. These pages 

Sree | should contribute to the conversion of 

Toot ENGINEER man-power to essential work on the pro- 
duction front.” 


> . 
P aHING COMPANY 


ie ee ie ee ee 
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NIAA Membership Roster 


BaRBouR, Ropert J., Asst. Adv. Mer., 
Bakelite Corp., 30 E. 42nd St., New 
York. (6) 


BARFORD, R. A., Director, J. J. Gib- 
bons, Ltd., 200 Bay St., Toronto, 
Ont., Can. (14) 

BARKLEY, WM. D., Rowan Controller 
Co., 2315 Homewood Ave., Balti- 
more, Md. (23) 

BARNES, PHILIP, Weston Electrical In- 
strument Corp., 614 Frelinghuysen 
Ave., Newark, N. J. (11) 

*Barrk, THomas C., Salesman, Pitts- 
burgh Photo-Engraving Co., 800 
Penn Ave., Pittsburgh. (8) 

Barrows, H. F., Adv. Mgr., The Aus- 
tin-Western Road Machinery Co., 
601 N. Farnsworth Ave., Aurora, 
Ill. (2) 

*Barry, J. F., Treas., The Kenny 
Press, Inc., 397 Market St., Newark, 
N. J. (11) 

"BARTON, V. M., Supv. Mfrs. Prod. 
Adv., American Steel & Wire Co., 
Rockefeller Bldg., Cleveland. (4) 

*BasseTT, L. C. (Vice-Pres., Electri- 
cal Manufacturing), 2484 Estes 
Ave., Chicago. (2) 


BATES, PHILANDER, S. D. Warren Co., 
2 Park Ave. New York. (6) 


BaTes, WILLIAM A., Adv. Megr., The 
Steel Co. of Canada, Ltd., P. O. Box 
460, Montreal, Que., Can. (17) 

BATTIN, L. B., Adv. Mgr., Mason- 
Neilan Regulator Co., 1190 Adams 
St., Boston. (1) 

BAUER, (Miss) ELEANOR M., Adv. 
Megr., Flexrock Co., 2300 Manning 
St., Philadelphia (7). 


BAUM, HARRY NEAL, Adv. Mgr., Fair- 
banks, Morse & Co., 600 S. Michi- 
gan Ave., Chicago. (2) 


BAUMGARTNER, A. G., The Cincinnati 
Shaper Co., Cincinnati. (3) 

*BauR, CHARLES S., Vice-Pres. & 
Gen. Mgr., The Iron Age, 100 E. 
42nd St., New York. (6) 

*BaxTerR, J. E., Designer-Vice-Pres., 
Co-Operative Displays, Inc., 327 E. 
Eighth St., Cincinnati. (3) 

BAYER, K. J., Acct. Exec., Oakleigh R. 
French & Associates, 4235 Lindell 
Blvd., St. Louis. (9) 

BAYLESS, NEVILLE, Secy., Bayless- 
Kerr Co., 1164 Hanna Bldg., Cleve- 
land. (4) 

BEARD, JOHN, Salesman, Architec- 
tural Forum, 230 N. Michigan Ave., 
Chicago. (2) 

BEARE, J. G., Link-Belt, Ltd., 791 East- 
ern Ave., Toronto, Ont., Can. (14) 


Beatty, E. W., Industrial Gloves Co., 
700 Garfield Blvd., Danville, Ill. (A) 

Beck, Louts R., Sales Pro. Mgr., Har- 
ris-Seybold-Potter Co., 4510 E. 71st 
St., Cleveland. (4) 

Beck, R. H., Adv. Mgr., Pittsburgh- 
Des Moines Steel Co., Neville Island, 
Pittsburgh. (8) 

*Becker, A. D., N. E. District Mgr., 
F. W. Dodge Corp., 31 St. James 
Ave., Boston. (1) 

BECKER, (Mrs.) BEATRICE L., Adv. 
Mer., Chapman Valve Mfg. Co., 
203 Hampshire St., Indian Orchard, 
Mass. (20) 

*Becker, WmM. H., Pres., Wm. H. 
Becker-Printers, 17-19 Beach St., 
Newark, N. J. (11) 
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BECKETT, DAN M., Sales Mgr., Beckett 
Paper Co., Hamilton, O. (3) 

BECKMAN, (Miss) Mary C., Asst. 
Sales Pro. Mgr., Irvington Varnish 
& Insulator Co., Irvington, N. J. 
(11) 

BECKWITH, CARLETON B., Adv. Mgr., 
New Departure Division, Gene 
Motors Sales Corp., Bristol, Conn. 
(20) 

*BecToN, GeorGE T., Rep., Lincoln 
Photo-Engraving Co., 44 N. Fourth 
St., Philadelphia. (7) 

*BeDELL, Epcar H., Eastern Rep., 
Chemical & Metallurgical Engineer- 
ing, 330 W. 42nd St., New York. (6) 

BEECHER, GEoRGE R., Oliver Iron & 
Steel Corp., S. Tenth & Muriel Sts., 
Pittsburgh. (8) 

BEECHER, WARD, Treas., Commercial 
Shearing & Stamping Co., 1775 
Logan Ave., Youngstown, O. (10) 

BEEREND, NORBERT, Sales Mgr., Ben- 
wood-Linze Co., 1815 Locust St., 
St. Louis. (9) 

BEHEL, V. W., Jr. (CapT.), U. S. 
Army, State Fair Grounds, Indian- 
apolis, Ind. (2) 

BELCHER, HENRY F., Vice-Pres.-Sales 
Megr., Insto Gas Corp., 1900 E. Jef- 
ferson Ave., Detroit. (12) 

‘BELCHER, JOHN G., Reinhold Publ. 
Corp., 310 S. Michigan Ave., Chi- 
cago. (2) 

BELDEN, FRANK E., Belden & Hickox, 
1900 Euclid Ave., Cleveland. (4) 
BELDEN, WAYNE, Vice-Pres., Ajax 
Flexible Coupling Co., Westfield, N. 

Y. (24) 

BELL, JACK C., U. 
Engineering, Topographic 
Ft. Leonard Wood, Mo. (4) 

BELTz, J. L., Adv. Mgr., The Thew 
Shovel Co., E. 28th St., Lorain, O. 
(4) 

*BENEDICT, Epcar S., Phototype En- 
graving Co., Inc., 147 N. Tenth St., 
Philadelphia. (7) 

*BENNETT, FRANK P., III., Bus. Mgr., 
Frank P. Bennett & Co., Inc., 530 
Atlantic Ave., Boston. (1) 

Benson, C. H., Adv. & Sales Pro. 
Mer., Imperial Brass Mfg. Co., 
1200 W. Harrison St., Chicago. (2) 

BENTON, GEORGE B., Adv. Mgr., Min- 
neapolis-Honeywell Regulator Co., 
2753 Fourth Ave. S., Minneapolis. 
(22) 

BERENGER, CHARLES, Bradley Wash- 
fountain Co., 2203 W. Michigan 
Ave., Milwaukee. (5) 

Bercquist, H. A., Adv. Mgr., Hagan 
Corp., Hagan Bldg., Pittsburgh. 
(8) 


*BeERLE, Harry I., Sales Mgr., Direct 
Mail Service Co., 2162 E. 2nd St., 
Cleveland. (4) 

BERLING, FRED G., Sales Pro. Megr., 
The Lunkenheimer Co., Beekman 
St. & Waverly Ave., Cincinnati. (3) 

*BeRNzoTT, A. J. Art Dir., A. J. Bern- 
zott Studios, 704 Race St., Cincin- 
nati. (3) 

Berry, E. F., Jr., Adv. Mgr., The 
Udylite Corp., 1651 E. Grand Blvd., 
Detroit. (12) 

BERTRAM, EDWIN L., Mgr. Sales Pro., 
Automatic Transportation Co., 101 
W. 87th St., Chicago. (2) 

Betz, Pau J., Sales Engr., Steel & 
Tubes Div., Republic Steel Corp., 
224 EF. 131st St., Cleveland, O. (4) 


S. Army, Spec. 
Units, 


BeversTock, A. B., Adv. Mgr., Perfe 
Corporation, 415 W. Oklahoma P! 
Milwaukee. (4) 

*BIDDLE, WILLIAM WALTON, 2ndc 
Partner, Howard Biddle Printing 
Co., 518 Locust St., Philadelphia 
(7) 

BIDWELL, E. N., Adv. Mgr., The Whit- 
ney Chain & Mfg. Co., 237 Hamil- 
ton St., Hartford, Conn. (20) 

BILLERBECK, HARRY M., Partner & 
Media Mgr., Alley & Richards Co., 
370 Lexington Ave., New York. 
(6) 

BILLINGSLEY, ALLEN L., Pres., Fuller 
& Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 

BINGER, ALBERT, JR., 
Armed Forces. (11) 

BINGHAM, L. M., Dir. of Devel., Mfrs. 
Assoc. of Connecticut, 436 Capitol 
Ave., Hartford, Conn. (20) 


Binns, C. A., Asst. to Dist. Megr., 
General Electric Co., 235 Mont- 
gomery St., San Francisco. (18) 


Binz, G. A., Sales Pro. Mgr., Sarco 
Co., Inc., 475 Fifth Ave. New 
York. (6) ‘ 

*BIPPART, HERBERT, Time, Inc., 9 
Rockefeller Plaza, New York. (6) 
Bisuop, F. E., Vice-Pres., W. S. Hill 
Co., 323 Fourth Ave., Pittsburgh. 

(8) 

‘BLAIR, RoBeERT F., Asst. Mgr., The 
Iron Age, 1836 Euclid Ave., Cleve- 
land. (4) 

Buair, T. S., Asst. Adv. Mgr., The 
J. B. Ford Sales Co., 1532 Biddle 
St., Wyandotte, Mich. (12) 


BLAKE, L. C., Adv. Mgr., Curtis Pneu- 
matic Machinery Co., 1901 Kienlen 
Ave., St. Louis. (9) 

BLANKENSHIP, H. W., Jr., Adv. Megr., 
Graver Tank & Mfg. Co., Inc., 4809 
Tod Ave., East Chicago, Ind. (2) 

*BLINKMAN, HARRY H., Treas., 
Bohme & Blinkman, Inc., 432 Cax- 
ton Bldg., Cleveland. (4) 


Biss, GEORGE E., Acct. Exec., Batten, 
Barton, Durstine & Osborn, Inc., 
383 Madison Ave., New York. (6) 

BLocH, H. GEorRGE, Owner, H. George 
Bloch Adv. Agency, 409 Shell Bladg.. 
St. Louis. (9). 

Biocn, Hans G., Oakleigh R. French 
& Asso., 4235 Lindell Blvd., St. 
Louis. (9) 

BLopceTT, W. H., Sales Mgr., Michi- 
gan Wire Cloth Co., 2100 Howard 
St., Detroit. (12) 

Bioom, CARL A., Mgr. of Adv., Apple- 
ton Electric Co., 1701 Wellington 
Ave., Chicago. (2) 

*Bioom, I. H., Prop., Direct Mail 
Service Co., 800 Penn Ave., Pitts- 
burgh. (8) 

BOENEKER, FREDERICK, JR., Bronz 
Alloys Co., 163 Hazel Ave., Web- 
ster Groves, Mo. (9) 

*Bocer, Ropert F., McGraw-Hill Publ. 
Co., Inc., 1427 Statler Bldg., Bos- 
ton. (6) 

Bocue, ARCHER L., Acct. Exec., J. 0. 
Buckeridge & Associates, 300 Fran- 
cis Palms Bldg., Detroit. (12) 

Borke, A. H., Exhibit Mgr., Link-l'elt 
Co., 307 N. Michigan Ave., Chi 
(2) 

BOLAN, CHARLES W., Adv. Mgr., © ®°- 


ter Carburetor Corp., 2820-56 N. 
Spring Ave., St. Louis. (9) 


Serving in 
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"40X%""* article forecasts U.S. concentration plan 


... fells how British protect free enterprise 


On July 23rd the War Production Board an- 
nounced a plan to concentrate non-war produc- 


ton in a few “nucleus” plants. This plan opened 


questions of enormous consequence to industry. 
Questions of how the plan has worked in Eng- 
land. How are nucleus plants chosen? How are 
closed plants compensated? How are the goods 
marketed? How are trade names and free enter- 
prise protected for postwar (40X*) ? 


These vit 
swered by 
“Concent 


“a week 


On the d V 


Associate 
night, qu: 
Newspap 


This arti 
British Ww 
eS made 
TRY’s Pp 
txamples 
initiative 


al questions were anticipated and an- 


MODERN INDUSTRY in its article 


ation,” published in its July 15th issue 


efore the Washington announcement. 
of the Board’s announcement the 
Press sent out the story shown at the 
ng MODERN INDUSTRY ’s article. 
Ss picked it up from coast to coast. 


> was one of a series of reports on 
production based on elaborate stud- 
n England by MODERN INDUS- 
lisher. It is one of many dramatic 
‘ MODERN INDUSTRY’s editorial 
uthority and readership. Packed with 


vitally interesting articles, and outstandingly 
illustrated, MODERN INDUSTRY holds 
readers’ attention from cover to cover. Adver- 
tisements are placed next to editorial matter, 
thus assuring high visibility. These twin policies, 
plus distribution of more than 50,000 copies to 


its 


management men in more than 31,500 leading 
manufacturing plants, make MODERN IN- 
DUSTRY the ace medium for mass coverage 


of industrial markets. 


*40X" MEANS WINNING THE WAR IN THE 
FORTIES — AND THE PEACE FOR THE “xX” 
YEARS WHICH FOLLOW. That's MODERN 
INDUSTRY 's editorial purpose. 


MODERN INDUSTRY, 347 Madison Ave., N. Y. 
CLEVELAND: Union Commerce Building; CHICAGO: 
20 N. Wacker Drive; SAN FRANCISCO: 68 Post Street; 
LOS ANGELES: 1709 W. 8th Street; PHILADELPHIA: 
ATLANTA: 1722 Rhodes-Haverty Bldg. 


220 S$ 


16th St.; 
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INDUSTRY 


MORE THAN 50,000 COPIES IN MORE THAN 31,500 PLANTS 







Keeps All Non-War Plants 
Solvent, Says Editor. 


New York, July 23 (#).—Concen- 
tration of consumer goods industries 
in a few strategically located plants 
in this country, as announced today 
by the War Production board, will 
follow the principles of the English 
system, which the publisher of Mod- 
ern Industry says has been success- 
ful. 

Under the concentration method, 
says Eldridge Haynes in the current 
issue of his magazine, all plants in 
an industry can remain solvent and 
keep their brand names alive by pro- 
viding for production in the indus- 
try’s most economical, efficient 
plants, with a division of the profits 
among all the plants. 


Outline of British System. 


Haynes explained the British sys- 
tem as follows: 

“After a careful study of con- 
sumers’ goods industries, the board 
of trade [corresponding to the United 
States department of commerce] an- 
nounces to an industry that a concen- 
tration system will be invoked with- 
in that industry. All manufacturers 
in the industry are invited to work 
out a voluntary plan. 

“Chief elements in the plan are 
the selection of ‘nucleus’ plants 
which will take over production for 
the entire industry and of the method 
by which the nucleus plants will pay 
the others which are to be closed. 


Production Quotas Set. 


“The board announces how much 
of the product is to be made [based 
on availability of raw materials and 
the needs of civilians] and selects an 
appropriate yardstick for measuring 
the size of each plant in the industry 
—number of employes, machine ca- 
pacity, floor space, or others. 

“Payments to closed plants cover 
the cost of plant and equipment 
maintenance and insurance — enough 
only to keep solvent.” 

Haynes, who made a survey of the 
system in Great Britain, explains 
that in many industries the closed 
plants maintain their sales organiza- 
tions and continue to market goods 
under their own names, which are 
made for them by the nucleus con- 
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NIAA Membership Roster 

*"BOLANDER, Harotp B., Mgr. Re- 
search, Simmons-Boardman Publ. 
Corp., 30 Church St., New York. 
(6) 

Bonp, G. S., Minnesota Mining & 
Mfg. Co., 900 Fauquier St., St. 
Paul, Minn. (22) 

*BonpD, NELSON L., New Eng. Mgr., 
Business Week, 1427 Statler Bldg., 
Boston. (1) 

BONFIELD, E. A., Russell T. Gray, 
Inc., 205 W. Wacker Drive, Chi- 
cago. (2) 

BonnisT, E. R., Adv. Mgr., The Coop- 
er-Bessemer Corp., Mount Vernon, 
O. (A) 

BOOKBINDER, PHILIP R., King Typo- 
graphic Service Corp., 330 W. 42nd 
St., New York. (6) 

BorDEAU, S. P., Adv. Mgr., Electric 
Machinery Mfg. Co., 1331 Tyler St. 
N. E., Minneapolis. (22) 

Bossart, E. B., Adv. Mgr., Bailey Me- 
ter Co., 1050 Ivanhoe Rd., Cleveland. 
(4) 

Bostrom, C. W., Jr., Adv. Megr., 
Edwards and Company, Inc., Nor- 
walk, Conn. (20) 

Bott, ALFRED E., Pres., Alfred Bott 
Company (Adv. Agency), 205 E. 
42nd St., New York. (6). 

*"BOUGHTON, CLARK, West. Mer., 
Power, 520 N. Michigan Ave., Chi- 
cago. (2) 

Bourne, Henry T., Owner, Henry T. 
Bourne Adv. Agency, Union Com- 
merce Bldg., Cleveland. (4) 


Bowe, WALTER A., Adv. & Public Re- 
lations Mgr., Carrier Corporation, 
Syracuse, N. Y. (24) 

BOWERMAN, Biays S., New Bus. Adv., 
Consolidated Gas, Electric Light & 
Power Co., 504 Lexington Bldg., 
Baltimore, Md. (23) 

*BowLer, JOHN D., Adv. Mer., South- 
west Builder & Contractor, 168 S. 
Hill St., Los Angeles. (19) 

BOWMAN, FRANCIs D., Adv. Mer., The 
Carborundum Co., Niagara Falls, N. 
Y. (A) 

BowMAN, Gus K., Byer & Bowman 
Adv. Agency, 203 E. Broad St., Co- 
lumbus, O. (25) 

Boyp, HARLAND E., Cleve. Megr., 
Motor Age, Automotive Industries, 
609 Guardian Bldg., Cleveland, O. 
(4) 

Brace, G. A., Sales Mgr., Ferranti 
Electric, Ltd., Mount Dennis, Toron- 
to 9, Ont., Can. (14) 

BRADFORD, J. K., Serving in Canadian 
Armed Forces. (14) 

BRADY, ARTHUR JAMES, Asst. Adv. 
Mgr., The Timken Roller Bearing 
Co., 1103 Walnut Ave., N.E., Can- 
ton, O. (A) 

BrRaGG, Epwin H., Direct Mail Div., 
McGraw-Hill Publ. Co., Inc., 330 
W. 42nd St., New York. (11) 
BRAGLE, FRANcIS K., Sales Mer., 
Alex G. Highton, 26 Treat Place, 
Newark, N. J. (11) 

*BRAMSON, Roy T., Pres., The Bram- 
son Publ. Co., 2842 W. Grand Blvd., 
Detroit. (12) 

BRAND, A. B., Acct. Exec., Cummings, 
Brand, McPherson Adv. Agency, 
Gas-Electric Bldg., Rockford, Il. 
(21) 

*BRAND, Brand 


LAURENCE, Arthur 


110 


Studios, 626 Broadway, Cincinnati. 
(3) 

BRANDow, R. C., Mgr. Cent. West, 
American Exporter, 525 William- 
son Bldg., Cleveland. (4) 

Brastow, L. L., Dir. Sales Pro., 
Trumbull Electric Mfg. Co., Wood- 
ford Ave., Plainville, Conn. (20) 

*Bray, Len J., Owner, The Bray Co., 
3001 Olive St., St. Louis. (9) 
BREGENZER, C. E., Adv. Sales, Amer- 
ican Society of Mech. Engineers, 
501 W. 113th St., New York. (7) 

*BREIEL, JOHN H., Asst. Dist. Megr., 
McGraw-Hill Publ. Co., Inc., 16 S. 
Broad St., Philadelphia. (7) 
BREMER, WILLIAM F., Pres., Bremer 
Typographic Studio, 704 Second 
Ave., Pittsburgh. (8) 

Bretu, R. C., Pres., R. C. Breth, Inc., 
310 Pine St., Green Bay, Wis. (A) 

Brewer, (Mason) Wm. A., 3600 Ma- 
comb, N. W., Washington, D. C. 
U. S. Army. (18) 

BRIGHTUP, Roscoe E., Adv. Megr., 
Greenlee Bros. & Co., 2136 12th St., 
Rockford, Ill. (21) 

BRINKERHOFF, R. H., N. W. Ayer & 
Son, Inc., 920 Statler Office Bldg., 
Boston. (1) 

BRINKMAN, CARL A., Adv. & Sales 
Mer., Pocahontas Fuel Co., Inc., 
1190 E. 152nd St., Cleveland. (4) 

*BRITTON, MASON, Vice-Chairman, 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

Brockson, W. I., Vice-Pres., Commer- 
cial Advertising Agency, Inc., 600 
S. Michigan Ave., Chicago. (2) 

BRODHEAD, FRANK C., Adv. Megr., 
Purchasing Agents Asso. of Phila- 
delphia, 1700 Walnut St., Philadel- 
phia. (7) 

BROEDER, CLIFFORD F., Pres., Clifford 
F. Broeder Advertising Agency, 
3615 Olive St., St. Louis. (9) 

BROESEL, T. W., Adv. Mer., White- 
Rodgers Electric Co., 1209 Cass 
Ave., St. Louis. (9) 

BROGGINI, A., Adv. Mgr., National 
Carbon Co., Inc., Carbon Sales Div., 
P. O. Box 6087, Cleveland. (4) 

BROOKE, CHARLES W., Chairman of 
Board, Brooke, Smith & French, 
Inc., 82 E. Hancock, Detroit. (12) 

*BROOKMAN, Louis, JR., Pres., Con- 
crete Publ. Corp., 400 W. Madison 
St., Chicago. (2) 

BROWN, ALLAN, Adv. Megr., Bakelite 
Corporation, 30 E. 42nd St., New 
York. (6) 

BROWN, CHARLES E., Adv. Mgr., Den- 
ison Engineering Co., 1160 Dublin 
Rd., Columbus, O. (25) 

Brown, E. P., Adv. Mgr., American 
Hoist & Derrick Co., 63 S. Robert 
St., St. Paul, Minn. (22) 

*BRowNn, HAROLD A., Adv. Mgr., The 
Railway Equipment & Publ’n Co., 
424 W. 33rd St., New York. (6) 

BROWN, STEVE C., Adv. Megr., The 
Cleveland Tractor Co., 19300 Euclid 
Ave., Cleveland. (4) 

BROWN, THEODORE, Vice-Pres., Perry- 
Brown, Inc., 15 E. Eighth St., Cin- 
cinnati. (3) 

Brown, Wo. J., Indus. Sales Consul- 
tant, American Tag Co., 151 Cort- 
landt St., Belleville, N. J. (11) 
Brown, Wo. W., Chgo. Mer., Indus- 
try and Power, 123 N. Wacker Dr., 
Chicago. (2) 


*BROWNE, Davis E., U. S. Army, 
23rd Tech. School SQ, (SP), Fort 
Logan, Colo. (19) 

Bruce, D., Railway & Power Engi- 
neering Corp., Ltd., 171 Eastern 
Ave., Toronto, Ont., Can. (14) 

Bruce, W. A., Adv. Mgr., The Brew- 
er-Titchener Corp., 111 Port Wat- 
son St., Cortland, N. Y. (A) 

*“BRUMM, BerRT C., (Mgr. Centra! 
Office, Gillette Publ. Co.), 2025 
Lakeland Ave., Lakewood, O. (4) 

BRUNER, CHARLES F., Adv. Mgr., The 
Master Electric Co., 126 Davis Ave., 
Dayton, O. (A) 

BRUNNER, R. R., Bendix Radio Corp., 
920 E. Fort Ave., Baltimore, Md. 
(23) 

BuBB, ROBERT S. (LIEUT., J. G.), U. 
S. N. R., 19 Park Ter., Upper 
Montclair, N. J. (11) 

*BUCHAN, GEORGE H., Buchan Loose 
Leaf Records Co., 20 Vesey St., 
New York. (6) 

BUCHANAN, C. M., Acct. Exec., Van 
Sant, Dugdale & Co., Inc., Court 
Square Bldg., Baltimore. (23) 

BUCHEN, WALTHER, Pres., The Bu- 
chen Company, 400 W. Madison 
St., Chicago. (2) 

*Buck, EDWARD M., Dist. Mgr., Rein- 
hold Publ. Corp., 1133 Leader Bldg., 
Cleveland. (4) 

BUCKLEY, EARLE A., Pres., The Earle 
A. Buckley Organization, 1600 
Arch St., Philadelphia. (7) 

*BucKLEY, Homer J., Pres., Buckley. 
Dement & Co., 1300 W. Jackson 
Blvd., Chicago. (2) 

Bupp, MONTGOMERY R., Asst. Adv. 
Mgr., Hercules Powder Co., Dela- 
ware Trust Bldg., Wilmington, Del. 
(7) 

BUGBEE, HAROLD, Pres., Walter B. 
Snow & Staff, Inc., Statler Bldg., 
Boston. (1) 


BULLARD, R. C., Adv. Mgr., The Bul- 
lard Co., 286 Canfield Ave., Bridge- 
port, Conn. (20) 


*BuLoT, MARK, Adv. Mgr., Stonehouse 
Signs, Inc., Ninth at Larimer, Den- 
ver. (A) 

BUNNAGAR, W. LAURENCE, Pres., Gar- 
ver Adv. Service, P. O. Box 2224, 
Philadelphia. (7) 

BURBANK, RICHARD H., Sales Pro. 
Mer., United States Bedding Co., 
558 Vandalia, St. Paul, Minn. (22) 

BURDEN, W. WILSON, Partner, Witte 
and Burden, 5757 Cass Ave., De- 
troit. (12) 

BurpDIcK, JOHN P., Adv. Mgr., Brown 
& Sharpe Mfg. Co., 235 Promenade 
St., Providence, R. I. (1) 

Burcess, J. A., Ind. Adv. Dept., Gulf 
Oil Corporation, Gulf Bldg., Pitts- 
burgh. (8) 

*BuRKE, JOHN, Sales Mgr., Prov. Off. 
Stecher-Traung Lithograph Corp. 
417 Indus. Trust Bldg., Providence, 
R. I. (1) 

*BURNETT, HENRY B., Pres., Home 
Craftsman Publ. Corp., 111 Wor'' 
St., New York. (11) 

*BurNs, FRANK H., Vice-Pres., B. ‘. 
Forbes Publ. Co., 120 5th A\ 
New York. (6) 

BURRELL, B. E., Pub. Rep., Gene 
Electric Co. (Apparatus Div.), ! 
Federal St., Boston. (1) 

*Burrows, Ausrey A., Vice-Pr: " 
Canadian Transportation, 70 Bo'® 
St., Toronto, Ont., Can. (14) 
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CERTIFIED AUDIT OF INQUIRIES 


Proves AVIATION EQUIPMENT’S advertising resultfulness 


AVIATION EQUIPMENT does not simply claim its effectiveness 
as an advertising medium, it has established it by concrete 
reader response during each of its 14 months of existence, and 
now PROVES IT with a certified (CPA), independent audit of 
its inquiries. 

This audit is a powerful and uncontestable two-way check which 
an advertiser has on his message. 

The audit checks readers who send in the inquiries, and then 
checks advertisers who receive the inquiries, and demonstrates 
testimony to both those facts from both the reader and the 
advertiser. 


PRODUCTION - OPERATION - M 


Thus, AVIATION EQUIPMENT can prove these three 
basic returns on the advertising delivery. 


1. We are getting inquiries for advertisers from the top exec- 
utives, the men whose job it is to produce planes. 


2. These inquiries come in at the rate of over 3,000 a month. 
(Today, inquiries are still coming in from our May and June 


issues.) 


3. These inquiries result in productive orders for advertisers. 
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NIAA Membership Roster 


*BuRTON, CHARLES A., (Rep., Thomas’ 
Register), 4713 Woodland Ave., 
Western Springs, Ill. (9) 

Busk, T. V., Adv. Mgr., Farrel-Bir- 
mingham Co., Inc., 25 Main St., An- 
sonia, Conn. (20) 

BUTCHER, WALTER, Vice-Pres., The 
Bayless-Kerr Co., 1164 Hanna 
Bldg., Cleveland. (4) 

BuTLER, P. J., Salesman, American 
Rolling Mill Co., 1516 Keith Bldg., 
Cleveland. (4) 

*“BUTTENHEIM, 
Mgr., Contractors 
Monthly, 470 
York. (6) 

*“BUXMAN, WILLIAM, Manager, Tez- 
tile World, 330 W. 42nd St., New 
York. (6) 


DONALD V., Genl. 
& Engineers 
Fourth Ave., New 


BUZZELL, JONATHAN J., Adv. Megr., 


Besser Mfg. Co., Alpena, Mich. (A) 
Byers, C. L., Adv. Dept., Blaw-Knox 
Co., P. O. Box 1198, Pittsburgh. (8) 
BYLer, R. C., Adv. Mgr., SKF Indus- 
tries, Inc., Front St. & Erie Ave., 
Philadelphia. (7) 
BYTHELL, D. C., Serving in Canadian 
Armed Forces. (14) 


Cc 


*“CAFFEE, RoBERT H., Genl. Mer., Wm. 
G. Johnston Co., P. O. Box 6759, 
Pittsburgh. (8) 


CAHLIN, J. HAROLD, Vice-Pres., Snow, 
Bates & Orme, Inc., 145 State St., 
Springfield, Mass. (20) 


CAHN, Louis F., Pres., Cahn-Miller, 
Inc., 413 N. Charles St., Baltimore, 
Md. (23) 

*CaIn, C. Lioyp, East. Adv. Rep., 
Advertising & Selling, 9 E. 38th 
St.. New York. (6) 

"CAIN, WILLIAM, N. E. Rep., Thomas 
Publ. Co., 461 Eighth Ave., New 
York. (20) 

CAINE, R. C., Sales Pro. Mgr., Roches- 
ter Eng. & Centrifugal Div., The 
American Laundry Machinery Co., 
Norwood Sta., Cincinnati. (A) 


CALDWELL, HOWARD C., Pres., The 
Caldwell-Baker Co., Merchants 
Bank Bldg., Indianapolis. (15) 


CALHOUN, E. N., Treas., Edwin L. 
Wiegand Company, 7500 Thomas 
Blvd., Pittsburgh. (8) 

CALLAHAN, JOHN F., Asst. Adv. Mgr., 
Air Reduction Sales Company, 60 
E. 42nd St., New York. (6) 

CALLAHAN, PAUL L., Asst. Mgr. Adv. 
& Sales Pro., Truscon Steel Co., 
1315 Albert St., Youngstown, O. 
(10) 

CALLOs, Georce J., Adv. Mgr., Allis- 
Chalmers Mfg. Co., West Allis, 
Wis. (5) 

Camp, F. H., Adv. Mgr., Minnesota 
Mining & Mfg. Co., 900 Fauquier 
St., St. Paul, Minn, (A) 

CAMPBELL, Roy E., Sales Pro. Megr., 
Sullivan Machinery Co., Woodland 
Ave., Michigan City, Ind. (2) 

“CANAVAN, FRANK J., Eastern Rep., 
MacRae’s Blue Book Co., 330 W. 
42nd St., New York. (6) 

CANFIELD, LEE, Acct. Exec., The Gris- 
wold-Eshleman Co., 2700 Terminal 
Tower, Cleveland. (4) 

CANFIELD, Norwoop N., Adv. Megr., 
Smith Welding & Equipment Corp.., 
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2633 Fourth St.,S. E., Minneapolis. 
(22) 

CANFIELD, W. E., Adv. Mgr., S. K. 
Wellman Co., 1381 E. 49th St., 
Cleveland. (4) 

CANN, H., Serving in 
Armed Forces. (14) 
CaNNIFF, R. J., Adv. & Sales Pro. 
Mer., Servel, Inc., 119 N. Morton 

Ave., Evansville, Ind. (A) 

*CAREY, JAMES A., Pres., Liberty En- 
graving Co., Post-Gazette Bldg., 
Pittsburgh. (8) 

*CaREY, Roy, Eastern Rep., Clark 
Publishing Co., 28 Rosewood Ave., 
Edgewood, R. I. (1) 

CARPENTER, A. J., The Carpenter Ad- 
vertising Co., Citizens Bldg., Cleve- 
land. (4) 

CARPENTER, GILBERT S., Acct. Exec., 
Michel & Cather, Inc., 2 Park 
Ave., New York. (11) 

CARRITHERS, R. T., Secy., Charles F. 
Dowd, Inc., Richardson Bldg., To- 
ledo. (13) 

*CARROLL, E. L., Eastern Adv. Mgr., 
S.A.E. Journal, 29 W. 39th St., 
New York. (6) 

CARROLL, HARRY M., Adv. Mgr., Hyatt 
Bearings Div., General Motors Sales 
Corp., Harrison, N. J. (11) 

*CARSON, JOHN A., Pres., The Youngs- 
town Printing Co., 787 Wick Ave., 
Youngstown, O. (10) 

*CarRSON, O. T., Pres., Domestic Engi- 
neering Co., 1900 Prairie Ave., Chi- 
cago. (2) 

CARTER, Lewis M., Adv. Mgr., Na- 
tional Oil Products Co., Indus. 
Dept., First & Essex Sts., Harri- 
son, N. J. (11) 

CASE, RUSSELL W., JR., Adv. Megr., 
Thermoid Company, Trenton, N. J. 
(7) 

CASH, WILLIAM C., Space Buyer, In- 
gersoll-Rand Co., Phillipsburg, N. 
J. (6) 

CASSEY, SIDNEY, Adv. Mgr., Weston 
Electrical Instrument Corp., 614 
Frelinghuysen Ave., Newark, N. J. 
(11) 

CATHER, W. A., Vice-Pres., Michel & 
Cather, Inc., 2 Park Ave., New 
York. (6) 

*CAWLEY, JAMES S., N. Y. Rep., Fac- 
tory Management & Maintenance, 
330 W. 42nd St., New York. (11) 


CEPERLY, W. R., Copy-Contact, The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

CHAMBERS, E. G., Exec. Secy., Pur- 
chasing Agents’ Asso. of No. Cali- 
fornia, 433 California St., San 
Francisco. (18) 

CHAPPLE, BENNETT, Asst. to Pres., 
American Rolling Mill Co., Curtis 
St., Middletown, O. (A) 

CHAPPLE, BENNETT S., JR., Asst. to 
Vice-Pres., Carnegie-Illinois Steel 
Corp., Frick Bldg., Pittsburgh. (8) 


CHASE, WILLIAM H., Adv. Mgr., The 
Draper Corp., 25 Hopedale St., 
Hopedale, Mass. (1) 

CHENEY, T. CLAYTON, Mgr. Adv. & 
Sales Pro., Mileor Steel Company, 
S. 41st & W. Burnham Sts., Milwau- 
kee. (5) 

* CHEVALIER, WILLARD, Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

CHILLINGWORTH, N. R., Mine Safety 
Appliances Co., Braddock, Thomas 


Canadian 


& Meade Sts., Pittsburgh. (8) 

Cuirure, J. T., Pres., James Thomas 
Chirurg Co., Park Square Bldg., 
Boston. (1) 

CHISHOLM, DONALD M., Sales Mer., 
Norton Co. of Canada, Ltd. 3 
Beach Rd., Hamilton, Ont., Can. (14) 

CHOATE, RuFus, Vice-Pres., Donahue 
and Coe., Inc., 1270 Sixth Ave., New 
York. (6) 

CHRISTENA, E. E., Mgr. Sales Pro., J. 
D. Adams Co., 217 S. Belmont, In- 
dianapolis. (15) 

CHRISTENSEN, J. W., U. S. Navy, 
RM-2C, U.S.N.R. Training Sta., 
Los Angeles, Calif. (5) 

CrurRCcH, LEONARD H., Hill & Knowl- 
ton, 1454 Guildhall Bldg., Cleve- 
land. (4) 

*CILLEY, CHARLES D., Thomas Publ. 
Co., 175 Dartmouth St., Boston. (1) 

CLARK, Ezra W., Vice-Pres. & Genl. 
Mer., Clark Truc-tractor Div., Clark 
Equipment Co., P. O. Box 178, 
Battle Creek, Mich. (2) 

“CLARK, FRED A., Sales Rep., Ameri- 
can Builder & Building Age, 1500 
Terminal Tower, Cleveland. (4) 

CLARK, GEORGE, Adv. Mgr., Canadian 
Line Materials, Ltd., Toronto 13, 
Ont., Can. (14) 

*CLARKE, H. W., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd 
St., New York. (6) 

CLARKE, JAMES T., Maint. Sales Mgr. 
The Arco Co., 7301 Bessemer Ave., 
Cleveland. (4) 

CLARY, F. WARE, Crouse-Hinds Co., 
Wolf & 7 North Sts., Syracuse, N. Y. 
(6) 

CLAWSON, JAMES C., Acct. Exec., Mel- 
drum & Fewsmith, Inc., Republic 
Bldg., Cleveland. (4) 

“CLAXTON, LESLIE E., Sales Engineer, 
Kellow-Brown Co., 428 Boyd St., 
Los Angeles. (19) 

*CLEAVER, Louis A., Dist. Mer., 
Sweet’s Catalog Service, 1321 Arch 
St., Philadelphia. (7) 

CLEVENGER, W. S., West. Mgr., Case- 
Shepperd-Mann Publ. Corp., 6 N. 
Michigan Ave., Chicago. (2) 

CLEWORTH, C. WM., Sutton Publ. Co., 
Inc., 60 E. 42nd St., New York. (6) 


*CLISSOLD, PAUL E., Vice-Pres., Bak- 
ers’ Helper, 330 S. Wells St., Chi- 
cago. (2) 


COAKLEY, JOHN F., Publicity Director, 
Thomas A. Edison Industries, Inc., 
West Orange, N. J. (11) 

*COASH, CARLYLE, Dist. Mgr., Sweet's 
Catalog Service, Chemical Bldg., 
St. Louis. (9) 

*COATES, WILLIAM E., Publ. Rep., 
Chemical Equipment Preview and 
Food Equipment Preview, 14805 
Detroit Ave., Lakewood, O. (4) 


*COCHRAN, G. E., Western Mgr., Rein- 
hold Publ. Corp., 310 S. Michigan 
Ave., Chicago. (2) 

COCHRANE, W. K., Jr., Acct. Exec., 
Foster & Davies, Inc., Keith Blde., 
Cleveland. (4) 

*CorreEy, Epwarp F., McGraw-H'!! 
Publ. Co., Inc., 330 W. 42nd 5'., 
New York. (6) 

Corrin, A. W., Mng. Director, N 
Jersey Advertising Council, St 
House, Trenton, N. J. (11) 

COFFIN, HAROLD, Serving in Arn 
Forces. (18) 
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W:.. a change or improvement in design is to be a watch to a locomotive—from a time fuse to a flying for- 


made, or when a new machine is developed, these tress. That number represents practically all the worth- 
are the men who investigate, test, develop, engineer and while plants making machinery of any kind—today the 
specify materials, parts, methods and finishes. primary producers of war machines and fighting equipment. 


Today these men are devoting their ideas and energy to To reach all 8,117 plants—to reach the Chief Engineers 


designing machines of war—and to the redesigning of and Design Executives of these plants is the monthly job 


essential civilian machines. Tomorrow these same men of Machine Design. With Machine Design on your sched- 


will be specifying the materials, parts, methods and finishes ule, you know that your advertising is reaching the plants 


for thousands of new after-the-war machines. 
. . ” as . and the men who are important to you now and after 


For both jobs, they will need all the information you can the war. Let us show you how Machine Design reaches 


give them about the things you make. these plants and why it is the Design Executives’ prin- 


Look again at the number of plants—8,117 plants engaged cipal source of information. Write for latest Data File 


in the manufacture of machinery— making everything from to get the complete market picture. 


MACHINE DESIGN is edited by engi- 
neers for engineers, who design any- 
thing involving motion—from a wrist 
watch to a locomotive. 
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NIAA Membership Roster 


COHEN, WILLIAM, Prop., Advertising 
Agency of Wm. Cohen, Park Bldg., 
5th Ave., Pittsburgh. (8) 

CoHENOoUR, Howarp H., Adv. Mgr., 
The Buda Company, 154th & Com- 
mercial Aves., Harvey, Ill. (2) 

CoLBy, ALLEN P., Adv. Mgr., The Na- 
tional Supply Co., 3320 Bishop St., 
Toledo. (13) 

Cote, ERNEsT B., Purch. Agt., The 
Standard Tool Co., 6918 Central 
Ave., Cleveland. (4) 

CoLe, Frep C., Adv. Mgr., Dravo Cor- 
poration, Neville Island, Pittsburgh, 
Pa. (8) 

‘OLLE, ALFRED, Alfred Colle Co., 500 
S. Seventh St., Minneapolis. (22) 

‘OLLINS, CHARLES, May Oil Burner 





os 


oe 


Co., Maryland Ave. & Oliver St., 
Baltimore. (23) 
COLLINS, WILLIAM Howes, Walling- 


ford, Pa. (7) 

‘oLLoM, S. H., JR., Vice-Pres., Penn. 
Flexible Metallic Tubing Co., 72nd 
and Powers Lane, Philadelphia. (7) 

‘OLLORD, H. Tom, Paramount Rubber 
Service, Inc., 10401 Northlawn, De- 
troit. (12) 

‘ONLAN, ROBERT S., Principal, Robert 
S. Conlan & Asso., N. Y. Life Bldg., 
Kansas City, Mo. (A) 

‘ONLEY, WIN, Salesman, McGraw- 
Hill Publ. Co., Inc., 520 N. Michi- 
gan Ave., Chicago. (2) 


oo 


~ 


~ 


CONNER, WALTER B., Art Director, 
Copperweld Steel Co., Glassport, 
Pa. (8) 

CONOVER, GEORGE S., American City 
Magazine Corp., 400 W. Madison 
St., Chicago. (2) 

“CONOVER, HARVEY, Pres., Conover- 


Mast Corp., 205 E. 42nd St., New 
York. (6) 

CONWAY, N. 
de Sanno, 
(7) 

Cook, C. B., Mgr., Sales Pro., The El- 
well-Parker Elec. Co., 4205 St. 
Clair Ave., Cleveland. (4) 

Cook, CARROLL H., U. S. Army. (Ad- 
dress not available.) (21) 

*Cook, DwiGcut, Central Dist. Mer., 
Machinery, 148 Lafayette St., New 
York. (7) 


A., JR., Adv. Mgr., A. P. 
Inc., Phoenixville, Pa. 


CooK, E. H., Adv. Mgr., The Ohio 
Chemical & Mfg. Co., 1177 Mar- 
quette St., Cleveland. (4) 

Cook, HAROLD F., Asst. Adv. Megr., 
Tung-Sol Lamp Works, Ine., 95 


Eighth Ave., Newark, N. J. (11) 

CooK, KENNETH A., Adv. Dept., The 
Heil Co., 3000 W. Montana St., 
Milwaukee. (5) 

Cook, RosBert S., Pro. 
F. Hauserman Co., 
Ave., Cleveland. (4) 

*CooMBES, (Mrs.) E. R., Vice-Pres., 
Mechanization, Inc., Munsey Bldg., 
Washington, D. C. (A) 

Cooper, R. W., U. S. Army, R.A.L., 
Carlstrom Field, Arcadia, Fla. (8) 


Copp, WILLIAM C., Manufacturing 
Confectioner, 303 W. 42nd St., New 
York. (6) 

Coppinc, W., Adv. Mgr., Jos. Robb & 
Co., 5575 Cote, St. Paul Rd., Mont- 
real, Que., Can. (17) 

Corspett, (Miss) G. V., Adv. Mer., 
tiara Co., Harrison, N. J. 
( 


Mgr., The E. 
6800 Grant 
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CorBETT, JOHN, Adv. Mgr., Commer- 
cial Paste Co., 504 Buttles Ave.. 
Columbus, O. (25) 

Corpes, WILMER H., Mgr. Sales Pro. 
& Adv., American Steel & Wire Co.. 
Rockefeller Bldg., Cleveland. (4) 

Corey, Grorce H., Adv. Mgr., Cleve- 
land Twist Drill Co., 1242 E. 49th 
St., Cleveland. (4) 

CORNELL, JOHN, Co-Publisher, Paper 
Mill News, 1440 Broadway, New 
York. (6) 

CorRRIGAN, C. A., C. A. Corrigan Adv. 
Agency, 206 S. Main St., Rockford, 
Til. (21) 

COSTELLO, JAMES M., Acct. Exec., 
Bert S. Gittins, 739 N. Broadway, 
Milwaukee, Wis. (A) 

COsTIGAN, J. W., Dominion Steel & 
Coal Corp., Ltd., Canada Cement 
Bldg., Montreal, Que., Can. (17) 

Corton, W. R., World Petroleum and 
Diesel Progress, 307 N. Michigan 
Ave., Chicago. (9) 

COULITCH, ALEXANDER, Sales Mgr., 
Empire Photo Engraving Corp., 
207 Market St., Newark, N. J. (11) 

CouLuig, D. J., Sales Pro., The Chat- 
field & Woods Co. of Pa., 32 Boule- 
vard of The Allies, Pittsburgh. (8) 

CouLTer, W. T., Vice-Pres., Bruce 
Publ. Co., 2642 University Ave., St. 
Paul, Minn. (22) 

COUTLEE, DouGLas W., JR., Dir. Indus. 
Media, Charles W. Hoyt Co., Inc., 
551 Fifth Ave., New York. (6) 

COWAN, JOHN M., Sales Pro. Megr., 

The Dobeckmun Co., 3301 Monroe 

Ave., Cleveland. (4) 


COWDREY, CHESTER A., Sales Meyr., 
Drive-All Mfg. Co., 3400 Conner 
Drive, Detroit. (12) 

Cox, GLENN H., Secy., Eldridge- 
Northrop, Inc., 38 W. State St., 
Trenton, N. J. (7) 

Cox, Wiison J., Sales Pro. Mgr., 


Western Automatic Machine Screw 
Co., Elyria, O. (4) 

CRABB, CHARLES G., Sales Pro. & Adv. 
Mer., Wrought Washer Mfg. Co., 
2100 S. Bay St., Milwaukee. (5) 

CRAFTS, Epwarp F., U. S. Army, 
Officers Training School, Ft. Wash- 
ington, Md. (4) 

Craic, J. E., Warner & Swasey Co., 
5701 Carnegie Ave., Cleveland. (4) 

Cralic, J. G., Pres., John Gilbert Craig, 
Advertising, 903 Shipley St., Wil- 
mington, Del. (7) 

*Craic, J. L., Adv. Rep., MacLean 
Publishing Co., Ltd., 481 University 
Ave., Toronto, Ont., Can. (14) 

*CRAIN, G. D., JR., Publisher, Indus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

CRAMER, G. W., Adv. & Sales Pro. 
Mgr., Goulds Pumps, Inc., 300 Fall 
St., Seneca Falls, N. Y. (24) 

CraTTy, Roy F., Adv. & Sales Dept., 
Burd Piston Ring Co., Subdiv. Lib- 
erty Foundries Co., 23rd Ave. & 
10th St., Rockford, Ill. (21) 

CRAWFORD, W. F., Pres., The Edward 
Valve & Mfg. Co., Inc., 1200 W. 
145th St., East Chicago, Ind. (2) 

CREAGH, EDWARD V., Sales Pro. Mgr., 
American Chain & Cable Co., Inc., 
Bridgeport, Conn. (20) 

CRELLEY, WILLIAM D., Indus. Equip. 
Copy, General Electric X-Ray Corp., 
2012 W. Jackson Blvd., Chicago. (2) 

Crist, L. E., Rep., McGraw-Hill 
















Publ. Co., Inc., 520 N. 
Ave., Chicago. (2) 

CRONK, JOHN N., Adv. M 
Equipment Co., 1400 
St., Denver. (A) 

CROSSMAN, M. R., Mgr., Indus. Div., 
Cramer-Krasselt Co., 733 N. Van 
Buren St., Milwaukee. (21) 

CroucH, Frank J., Adv. Mgr., Shep- 
ard Niles Crane & Hoist Corp., 
Montour Falls, N. Y. (24) 

CULLISON, JESSE A., Sales Pro. Mgr., 
National Fireproofing Corp., 202 E. 
Ohio St., N.S., Pittsburgh. (8) 

CUNNINGHAM, LESLIE, McGraw-Hil! 
Publ. Co., Inc., 520 N. Michigan 
Ave., Chicago. (2) 

CUNNINGHAM, Ross M., Asst. Prof. of 
Marketing, Mass. Institute of Tech- 
nology, Cambridge, Mass. (1) 

CurTiss, SPENCER W., Spencer W. 
Curtiss, Inc., Circle Tower, Indi- 
anapolis. (15) 

CUSHING, G. B., Mgr. Sales Pro., A. 
M. Byers Co., Clark Bldg., Pitts- 
burgh. (8) 


Michigan 


. Denver 
venteenth 


D 


DaLuas, M. W., Adv. Mgr., E. C. At- 
kins and Company, 402 S. Illinois 
St., Indianapolis. (15) 

D’ALMAINE, Harry D., Mgr. Sales 
Research, Edwards & Co., Norwalk, 
Conn. (A) 

DaLy, G. MAYNE, Adv. Megr., Oliver 
Iron & Steel Corp., S. Tenth & 
Muriel Sts., Pittsburgh. (8) 

DANIELS, FRED R., Pub. Mgr., Water- 
bury-Farrel Foundry & Machine 
Co., 453 Bank St., Waterbury, Conn. 
(20) 

DaRCEL, A. P., Adv. Mgr., Crane, Ltd., 
1170 Beaver Hall Square, Montreal, 
Que., Can. (17) 

DARLING, EDWARD, Pres. & Genl. Mgr., 
Darling Bros., Ltd., 140 Prince St., 
Montreal, Que., Can. (17) 

DAVENPORT, C. D., Adv. Mgr., Union 
Steel Products Co., 600 Berrien St., 
Albion, Mich. (A) 

Davey, B. McK., Adv. Mgr., Rudel 
Machinery Co., Ltd., 614 St. James 
St., W., Montreal, Que., Can. (17) 

DAVIDSON, DONALD M., Sales Pro. 
Mgr., The Fafnir Bearing Co., New 
Britain, Conn. (20) 

Davies, A. J., Partner, Davies & Mc- 
Kinney, 522 Erie Trust Bldg., Erie, 
Pa. (A) 

Davis, C. F., Adv. Mgr., Dominion 
Engineering Co., Ltd., ist Ave., 
Lachine, Que., Can. (17) 

Davis, C. W., East. Mgr., Norris-Pat- 
terson, Ltd., University Towe: 
Bldg., Montreal, Que., Can. (17) 

DAVIS, GEORGE F., Vice-Pres., James 
G. Lamb Co., Land Title Bldg., Phil- 
adelphia. (7) 

*Davis, HAL G., Adv. Mgr., George 
Rice & Sons, 320 Crocker St., Los 
Angeles. (19) 

Davis, J. R., Gereke-Allen Carton ‘ 
5101 Penrose, St. Louis. (9) 

*DAvViIs, LEONARD, Vice-Pres., Dav 
Lisson, Ltd., 28 McNab St., 
Hamilton, Ont., Can. (14) 

Davison, R., Mgr. Market Devel: 
ment Div., The New Jersey Zi 
Co., 160 Front St., New York. (6) 

DAWKINS, K., Adv. Mgr., Natio: 
Battery Co., list National Ba 
Bldg., St. Paul, Minn. (22) 
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Help DISTRIBUTORS 


KEEP WAR PLANTS PRODUCING 





fil! 

fan 

of 

ch- 

Ww. eee _ , 

di- @ The Industrial Distributor's job today is to see 

A. that equipment, tools and supplies needed to 

‘ts- ° ° ° 
keep plants operating at capacity are speedily 
delivered to industry. His job is to keep WAR 

\t- ° 

ois PLANTS producing! 

les . ’ ae ‘ , St . . 

ik. Mill Supplies’ job is to aid him in this all-important 
service to industrial users from coast to coast. 

ao That is why Mill Supplies is tailoring the 32nd 
Edition of the Annual Mid-December Buyers’ 

“a Reference Issue for distributors in the war. 

in. 

Now when the distributor needs all possible infor- 

MA. . , ° 

al. mation on a product, he hasn’t time to go through 
the hundreds of manufacturers’ catalogs in his files 

ty nor to call in factory representatives. Instead, he 
saves his own time, as well as his customers’, by 

- referring to his copy of the Buyers’ Reference 

sa Issue . . . always at hand. It is convenient, com- 

lel plete and arranged according to his own speci- 

“ fications. 

ro. 

Pw e /t is acondensed directory of industrial products 

= showing names and addresses of manufacturers 

ie, who sell these products through distributors. 

on 


e., e /n alphabetical order from “Abrasives” to “Zinc 
sheets and bars” it lists more than 3,600 industrial 


items and who makes them. 


@ Convenient trade name index is included to 
make it easy for the distributor to find the name of 
ge the manufacturer when all he knows is the trade- 
name of the product. 


e For every-day use is the special editorial section, 
“Useful Tables,” giving information on common 
weights and measures, metric and English conver- 
sion tables, average ultimate strength of materials, 
etc. 


@ Circulation is 9000 copies. (Every industrial 
supply house in this country and Canada, in addi- 
tion to Mu. Suppuies regular readers) receives a 
copy of this new 32nd Edition of the Buyers’ 
Reference Number. 


Your job in speeding distributors’ delivery and 
service to war plants is to give complete informa- 
tion on your products to enable them to make out 
and fill orders easily. 


The cheapest, easiest way and most beneficial to 
the distributor is to carry product advertisements 
in this new Buyers’ Reference Guide, for every 
advertisement is placed adjacent or facing the 
proper classified listing where it will give the dis- 
tributor detailed information on your products. 


Make your reservations now in this annual buying 
handbook of the 2-billion-dollar industrial-distribu- 


tion industry. Closing November 2; published in 
December, by 


MILL SUPPLIES 


330 West 42nd Street, New York, N. Y. 
ABC - ABP 





4E ONLY MAGAZINE SERVING INDUSTRIAL DISTRIBUTORS AND THEIR SALESMEN EXCLUSIVELY 
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NIAA Membership Roster 

Day, T. A., Spec. Rep., Island Creek 
Coal Sales Co., Guarantee Bank 
Bldg., Huntington, W. Va. (A) 

*Daycu, H. C., Adv. Mgr., Dun’s Re- 
view, 290 Broadway, New York. 
(6) 

Deasy, E. T., Pacific Coast Adv. Mgr., 
The Sherwin-Williams Co., 1450 
Sherwin Ave., Oakland, Calif. (18) 

De CELLE, O. A., Vice-Pres., Infilco, 
Inc., 325 W. 25th Pl., Chicago. (2) 

*“DeEN, Ray, Rep., American Machin- 
ist, 520 N. Michigan Ave., Chicago. 
(2) 

DEIHL, RALPH, Adv. Mgr., The Falk 
Corp., 3001 W. Canal St., Milwau- 
kee. (5) 

*DEILY, CHARLES H., Jr., Dist. Megr., 
Plumbing & Heating Journal and 
Industrial Maintenance, 310 W. 
Durham St., Philadelphia. (7) 

*De KALB, RALPH V., Pres., Alfred J. 
Jordan, Inc., 1220 Sansom St., Phil- 
adelphia. (7) 

DeLo, J. A., Adv. Mgr., Continental 


Steel Corporation, Kokomo, Ind. 
(15) 
De Mario, James J., Adv. Mgr., 


Manhattan Rubber Mfg. Div. of 
Raybestos-Manhattan, Inc., 61 Wil- 
lett St., Passaic, N. J. (11) 


*“DENBERG, SAMUEL, Treas., Barton 
Press, Inc., 138 Washington St., 
Newark, N. J. (11) 

DENHAM, A. F., Prop., Denham & Co., 
812 Book Bldg., Detroit. (12) 

DENNISON, H. E., Russell T. Kelley, 
Ltd., 150 Main St., E., Hamilton, 
Ont., Can. (14) 

DENO, NORMAN, Acct. Exec., Kreicker 
& Meloan, Inc., 221 N. LaSalle St., 
Chicago. (2) 


*DenT, W. P., Rep., MacRae’s Blue 
Book Co., 63 Clarendon St., Spring- 
field, Mass. (1) 


*De Rocure, BERNARD, Asst. Publ., 


Western Machinery and _ Steel 
World, 500 Sansome St., San Fran- 
cisco, (18) 


D’EVELYN, NORMAN F. (Caprt.), U. S. 
Army, Army Map Service, 74 New 
Montgomery St., San Francisco, 
Calif. (18) 

*DEVORN, ARTHUR C., Pres., Treas., 
DeVorn Displays Corp., 2315 Ham- 
ilton Ave., Cleveland. (4) 


Dewey, F. L., Div. Adv. Mgr., E. I. 
du Pont de Nemours & Co., Inc., 
Nemours Bldg., Wilmington, Del. 
(7) 

De Younc, A., Adv. Megr., Whiting 
Corp., Harvey, Ill. (2) 

*DICKHAUT, CHESTER A., Owner, 
Youngstown Letter Shop, Youngs- 
town Terminal Bldg., Youngstown, 
O. (10) 

Drepericu, A. L., Jr., J. E. Lonergan 
Co., 211 Race St., Philadelphia. (7) 

Drerricu, CARL B., Adv. Mgr., Wag- 
ner Electric Corp., 6400 Plymouth 
Ave., St. Louis. (9) 

DicHTon, H. G., Ferranti Electric, 
Ltd., Mount Dennis, Toronto 9, Ont.., 
Can. (14) 

*Ditton, L. A. J., Salesman, News- 
week, 152 W. 42nd St., New York. 
(6) 

DIsTELHORST, S. D., Serving in Armed 
Forces. (7) 
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Dopps, RicHARD P., Dir. Materials & 
Contract Coordination, Truscon 
Steel Co., Albert St., Youngstown. 
(10) 

Dops, Henry J., Copywriter, The 
Cincinnati Milling Machine Co., 
Marburg Ave., Oakley, Oincinnati. 
(3) 

DoerGcer, Epw. H., Adv. Mgr., Ameri- 
ean Mono Rail Co., 13109 Athens 
Ave., Cleveland. (7) 

DoERING, HENRY G., Sales Pro. Mgr., 
Truscon Laboratories, Inc., Caniff 
& Grand Trunk R. R., Detroit. (12) 

DoeRING, L. H., Frost Steel & Wire 
Co., Ltd., Hamilton, Ont., Can. (14) 

DoLAN, BERNARD, Adv. Mgr., Peter A. 
Frasse & Co., Inc., 17 Grand St., 
New York. (6) 

DONAHUE, J. Howarp, Sales Mgr., 
The Abbott Ball Company, Hart- 
ford, Conn. (20) 

DONAHUE, M. J., Anchor Post Fence 
Co., Eastern Ave. and Kane St., 
Baltimore, Md. (23) 

*DONALDSON, ANDREW, JR., Adv. Mgr., 
Strobridge Lithographing Co., Nor- 
wood Station, Cincinnati. (3) 

DONLEY, FRED, Acct. Exec., Will, Inc., 
1276 W. Third St., Cleveland. (4) 

DONNELLEY, LEE, Pres., The Lee Don- 
nelley Co., 734 Union Commerce 
Bldg., Cleveland. (4) 

DoREMUS, ANDREW, U. S. Army, 583 
Technical School Sq., A.C.R.T.C., 
Miami Beach, Fla. (20) 

*DORLAND, RALPH, Western Industry, 
503 Market St., San Francisco. 
(18) 

Dorsey, T. F., Sales Mgr., Fort Pitt 
Steel Casting Co., 2129 Duquesne 
St., McKeesport, Pa. (8) 

*DossMAN, O. J., Vice-Pres. & Gen. 
Mgr., The Craftsman Printing Co., 
Inc., 325 E. Central Parkway, Cin- 
cinnati. (3) 

Doster, ALEXIS, Vice-Pres. & Secy., 
The Torrington Mfg. Co., Franklin 
St., Torrington, Conn. (20) 

*Dowp, A. Scott, Pres. & Gen. Megr., 
Fritz Publications, Inc., 59 E. Van 
Buren St., Chicago. (2) 

Downes, H. J., Adv. Mgr., American 
Locomotive Co., 30 Church St., New 
York. (6) 

DOWNING, HarRotp S., Walker & 
eernine. Oliver Bldg., Pittsburgh. 

) 

DowsetTT, T. H., Adv. & Sales Pro. 
Mgr., Trane Co. of Canada, Ltd., 
Mowat Ave. & King St., W., Toron- 
to, Ont., Can. (14) 

DoyLe, Harry B., Doyle, Kitchen & 
McCormick, Inc., 501 Fifth Ave., 
New York. (6) 

DoyLe, W. F., Secretary, The Chat- 
field & Woods Co. of Pa., 32 Blvd. 
of Allies, Pittsburgh. (8) 

DoYLe, Wo. J., Vice-Pres., Automatic 
Alarms, Inc., 830 Market St., 
Youngstown, O. (10) 

*DRAUCKER, WILLIAM G., Sales Megr., 
Wm. T. Peck & Co., 1315 Race St., 
Philadelphia. (7) 

DRAVING, Howarp, Adv. Mgr., Fisher 
Scientific Co., 711-723 Forbes St., 
Pittsburgh. (8) 

*DREYER, HowarD H., Western Mgr., 
Machine Design, 520 N. Michigan 
Ave., Chicago. (2) 

Druse, M. J., Sales Pro. Mgr., Modine 
Manufacturing Co., Racine, Wis. (5) 
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Ducopy, H. K., U. S. Army. (Address 
not available.) (A) 

Ducros, F. H. W., Smead & Smal! 
Inc., 1630 Hanna Bldg., Cleveland 
(4) 

*DuDLEY, R. L., Pres., Gulf Publishing 
Co., 3301 Buffalo Drive, Houston 
Tex. (A) 

*Durr, Epwarp E., Jr., Rep., Mc 
Graw-Hill Publ. Co., Ine., 151( 
Hanna Blidg., Cleveland. (4) 

Durr, G. A., Scott Paper Co., Fron 
& Market Sts., Chester, Pa. (7) 
Durry, J. R., Asst. Adv. Mgr., Sy! 
vania Electric Products, Inc., 60 

Boston St., Salem, Mass. (1) 

DUNBAR, EDSON S., Sales Pro. Mgr., 
Crocker-McElwain Company, Cabot 
St., Holyoke, Mass. (20) 

Dunn, E. R., Adv. Mgr., Bull Dog 
Electric Products Co., 7610 Joseph 
Campau, Detroit. (12) 

DUNNAGAN, MERVYN G., S. D. Warren 
& Co., 2 Park Ave., New York. (6) 

DunpHY, A. R., Asst. Adv. Mgr., The 
Texas Co., 135 E. 42nd St., New 
York. (6) 

*DUPREE, LANSING T., Reinhold Publ. 
Corp., 330 W. 42nd St., New York 
(6). 


*DUYSTERS, RALPH F., Adv. Mgr., E. 
A. Scott Publishing Co., 45 W. 45th 
St., New York. (6) 

DWELLEY, (Mrks.) FERNE PATTISON, 
Adv. Mgr., The Tomkins-Johnson 
Co., 617 N. Mechanic St., Jackson, 
Mich. (A) 

*Dyer, R. C., Pres., R. C. Dyer & Co., 
tA) S. Poydras St., Dallas, Tex. 


*DYKMAN, HowarbD, Industrial Photo- 
Engraving Co., Easton, Pa. (11) 


EAGEN, RODERICK, Mgr. Adv. Dept., 
Goodman Mfg. Co., 4854 S. Halsted 
St., Chicago. (2) 

*EaRLY, DwicuTt H., Rep., The Tool 
Engineer, 100 N. La Salle St., Chi- 
cago. (2) 

EASTMAN, SAMUEL C., Copy Chief, 
Dozier - Graham - Eastman, 1206 
Maple Ave., Los Angeles. (19) 

Easton, C. D., Adv. Mgr., The Philip 
Carey Mfg. Co., Lockland, O. (3) 

EASTON, WILLIAM H., Vice-Pres., Shel- 
don, Morse, Hutchins & Easton, 420 
Lexington Ave., New York. (6) 

Esy, L. H., Pres., Hyatt Eby, 7376 
Grand River Ave., Detroit. (12) 

*EckeEL, A. R., N. Y. Rep., Automotive 
and Aviation Industries, 100 E. 
42nd St., New York. (6) 


*Eppy, GLENN H., American Society 
of Mechanical Engineers-American 
Inst. of Electrical Engineers, 205 
W. Wacker Dr., Chicago. (2) 

Epwarps, Cy., Adv. Mgr. George D. 
Roper Corp., Blackhawk Park Ave., 
Rockford, Ill. (21) 

*EcsBert, D. R., Central Adv. Mer.. 
Pit and Quarry Publications, #59 
Leader Bldg., Cleveland. (4) 

EGER, EDMOND I., Owner, Crutten/en 
& Eger, 64 E. Lake St., Chics. 
(2) 

EHLINGER, STANLEY J., Pres., Star 'e¢y 
J. Ehlinger Advertising, Inc., ‘21 
W. Sixth St., Tulsa, Okla. (A) 

*EHMAN, Harry, Dist. Sales } 
The Heinn Co., 188 W. Randolph *., 
Chicago. (2) 
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NIAA Membership Roster 


*EICHLER, Georce H., Publisher, Pe- 
troleum Equipment Publ. Co., Inc., 
114 Liberty St., New York. (6) 

*EIGEN, Davin, 68 Dayton Ave., Pas- 
saic, N. J. (11) 

*Evper, E. E., Detroit Mgr., Chilton 
Company, Inc., 1015 Stephenson 
Bidg., Detroit. (12) 

ELLERTSON, O. J., Adv. Mgr., Asst. 
Secy., Pioneer Engineering Works, 
Inc., 1515 Central Ave., N. E., 
Minneapolis. (22) 

ELLINGWoop, LLoyp, Mgr. Adv. & Sls. 
Pro., Toledo Scale Co., Toledo. (13) 

ELLIOTT, BrucE W., Tomaschke-Elli- 
ott, Inc., 1624 Franklin St., Oak- 
land, Calif. (18) 

Evuiott, Roy D., Pres., Roy Elliott 
Company, 25 Huntington Ave., Bos- 
ton. (1) 

ELLIOTT, W. N., Vice-Pres.-Sales Mgr., 
N. Slater Co., Ltd., Hamilton, Ont., 
Can. (14) 

ELLIS, CLAYTON E., Adv. Div., Elastic 
Stop Nut Corp., 2330 Vanshall 
Road, Union, N. J. (11) 


ELLSworTH, H. M., Adv. Megr., Penn- 
sylvania Salt Mfg. Co., 1000 Wid- 
ener Bldg., Philadelphia. (7) 

*ELy, Howarp, Rep., Thomas Publ. 
Co., 461 Eighth Ave., New York. 
(11) 

EMERSON, FRED, Asst. Sales Mer., 
Spartan Saw Works, Inc., 152 Fisk 
Ave., Springfield, Mass. (20) 


EMERSON, T. D., Adv. Dept., Carboloy 
Co., Ine., Box 237, Roosevelt Park 
Annex, Detroit. (12) 

ENGEBRETSON, MARTIN E., Adv. Mgr., 
The Oilgear Co., 1403 W. Bruce St., 
Milwaukee. (5) 

ENGSTROM, FOLKE, Adv. Mer., Amer- 
ican Cabinet Hardware Co., 416 S. 
Main St., Rockford, Ill. (21) 

*ENRIGHT, FRANK J., Adv. Mgr., Met- 
als and Alloys, 1133 Leader Bldg., 
Cleveland. (4) 

ENTWISTLE, A. L., Asst. to Pres., The 
Mengel Co., P. O. Box 660, Louis- 
ville, Ky. (A) 

EPSTEIN, JOSEPH H., Vice-Pres., Fitz- 
gerald Adv. Agency, Inc., 833 How- 
ard Ave., New Orleans, La. (A) 


ERICKSON, B. D., Mgr. Pub. Dept., 
Wilson-Snyder Div., Oil Well Sup- 
ply Co., Braddock, Pa. (8) 

*Essick, R. W., Salesman, Allegheny 
Lithograph Corp., 106 Ross St., 
Pittsburgh. (8) 

Eustice, A. L., Pres., Economy Fuse 
& Mfg. Co., 2717 Greenview Ave., 
Chicago. (2) 

EVANS, ALBERT C. (LIEuT.) U. S. 
Army, 128 N. Charlotte St., Lan- 
caster, Pa. (16) 

EVANS, Keira J., Adv. Mgr., Joseph 
T. Ryerson & Son, Inc., 2558 W. 16th 
St.; Sales Pro. Megr., Inland Steel 
Co., 38 S. Dearborn St., Chicago. 
(2) 

Evans, W. H., Pres., Evans Asso- 
ciates, Inc., 225 N. Michigan Ave., 
Chicago. (2) 

Evans, W. H., Asst. Gen. Mgr., Min- 
neapolis-Honeywell Regulator Co., 
Ltd., 117 Peter St., Toronto, Ont., 
Can. (14) 

Evans, W. H., Salesman, The Stand- 
ard Paper Co., 909-11 Sycamore 
St., Cincinnati. (3) 





*Eves, AMBROSE, JR., Vice-Pres., Iron 
City Photo Engraving Co., 343 
Boulevard of Allies, Pittsburgh. (8) 

EWELL, EMMETT R., Sales Mgr., Wm. 
C. Robinson & Son Co., Caroline & 
Dock Sts., Baltimore, Md. (23) 

EWERHARDT, KARL, Adv. Mgr., Metal 
Goods Corp., 5239 Brown Ave., St. 
Louis. (9) 

EwIinc, F. D., The Fensholt Co., 360 
N. Michigan Ave., Chicago. (2) 
*EYLAND, GEoRGE C., Dist. Megr., 
Hardware World, 1836 Euclid Ave., 

Cleveland. (4) 

*Eyier, E. T., Dist. Mgr., Sweet’s 
Catalog Service, 700 Merchandise 
Mart, Chicago. (2) 


F 


*Faney, C. A., Sales Pro. Megr., The 
Milleraft Paper Co., 1927 E. 19th 
St., Cleveland. (4) 

FanHey, T. W., Adv. Dept., Caterpillar 
Tractor Co., 800 Davis St., San 
Leandro, Calif. (18) 

*FAIRWEATHER, STANLEY J., Adv. 
Mer., General Exhibits & Displays, 
Inc., 1119 N. Franklin St., Chicago. 
(2) 

FaLtcon, E. W., Mgr. Adv. Dept., 
Warner & Swasey Co., 5701 Car- 
negie Ave., Cleveland. (4) 


FALLER, R. J., Vice-Pres., Beeson- 
Faller-Reichert, Inc., Toledo Trust 
Bldg., Toledo. (13) 

*FARLEY, J. U., Publishers’ Rep., Do- 
mestic Engineering Co., 1900 
Prairie Ave., Chicago. (2) 

“FARMER, C. R., Mgr. Chgo. Office, 
The Oil and Gas Journal, 105 W. 
Madison St., Chicago. (2) 

FARRAR, J. X., Asst. Secy. & Adv. 
Mgr., The Jeffrey Mfg. Co., Colum- 
bus, O. (25) 

FAUSTER, CARL U., Adv. Div., Libbey 
Glass Company, P. O. Box 1032, 
Toledo. (13) 

Fea, Horace, Adv. Megr., The Powers 
Regulator Co., 2720 Greenview Ave., 
Chicago. (2) 

*FEDDERY, WILL J., Central Western 
Mer., Hardware Age, 1836 Euclid 
Ave., Cleveland. (4) 

FEGEN, R. N., U. S. Coast Guard, 
Officers Training School, New Lon- 
don, Conn. (4) 

FEIGEL, ARTHUR J., Sales Pro. Mgr., 
Union Special Machine Co., 400 N. 
Franklin St., Chicago. (2) 

FENLEY, MorGAN, Adv. Mgr., Eaton 
Mfg. Co., 739 E. 140th St., Cleve- 
land. (4) 

Fercnu, J. O., Globe-Union, Inc., 900 
E. Keefe Ave., Milwaukee. (5) 

FERGUS, PAUL A., Acct. Exec., Carter, 
Jones & Taylor, 512 Associates 
Bldg., South Bend, Ind. (A) 

*“FERNCASE, RICHARD J., Adv. Megr., 
Hitchcock Publ. Co., 508 S. Dear- 
born St., Chicago. (2) 

*FETTERLY, ORME, West. Rep., Busi- 
ness Publ. International Corp., 520 
N. Michigan Ave., Chicago. (2) 

FEWSMITH, J., Vice-Pres.-Treas., Mel- 
drum and Fewsmith, Inc., Republic 
Bldg., Cleveland. (4) 

Fey, Harry J., Artist, James R. Kear- 
ney Corp., 4224 Clayton Ave., St. 
Louis. (9) 

*FILLMORE, GRANVILLE M., Eastern 
Megr., Gardner Publications, Inc., 
842 Madison Ave., New York. (6) 








*FINDLEY, EMERSON, Central Western 
Mgr., The Iron Age, 1836 Euclid 
Ave., Cleveland. (4) 

FINN, D. J., Adv. Mgr., RCA Mfg 
Co., Camden, N. J. (7) 

*FINTZE, WILLIAM J., Dir., Creative 
Div., The Lezius-Hiles Co., 1125 
Rockwell Ave., Cleveland. (4) 

*FISCHER, FREDERICK J., Bus. Mgr., 
Simmons-Boardman Publ. Corp., 30 
Church St., New York. (7) 

*FIsHER, A. W., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (11) 

FISHER, C. W., Space Buyer, The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

FISHER, HOWARD L., Pres., Rickard & 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

FISHER, N. F., James R. Kearney 
Corp. of Canada, Ltd., Vanderhoof 
Ave., Leaside, Ont., Can. (14) 


*FITZGERALD, W. J., Asst. Dist. Mgr., 
The Iron Age, 428 Park Bldg., Pitts- 
burgh. (8) 

* FITZPATRICK, H. G., Mgr. Chgo. Office, 
Gulf Publishing Co., 332 S. Michi- 
gan Ave., Chicago. (2) 


FuLaD, W. S., U. S. Coast Guard, U. S. 
Coast Guard Academy, Yeaton 
Hall, New London, Conn. (4) 


*FLANAGAN, ANDREW J., Newark 
Evening News, 215 Market St., 
Newark, N. J. (11) 

FLETCHER, G. M., Adv. Megr., The 
Stanley Works, New Britain, Conn. 
(20) 

*FLETCHER, L. C., Pres., Gage Publ. 
Co., 232 Madison Ave., New York. 
(6) 

*FLETCHER, SEWALL A., Adv. Mgr., 
Improvement Bulletin, 813 Lumber 
Exchange Bldg., Minneapolis. (22) 


FLoyp, F. N., Adv. Mgr., United En- 
gineers & Constructors, Inc., 1401 
Arch St., Philadelphia. (7) 

Fioyp, W. I., Asst. to Pres., .Duff- 
Norton Mfg. Co., 2709 Preble Ave., 
Pittsburgh. (8) 

FoLtTz, FREDERICK S. (MAJor), U. S. 
Army, The Wyoming, Columbia 
Rd., Washington, D. C. (16) 

FORAND, PAUL M., Plessisville Foun- 
dry, Canada Cement Bldg., Mont- 
real, Que., Can. (17) 

*Forses, Bruce C., Adv. Rep., B. C. 
Forbes Publ. Co., Inc., 120 Fifth 
Ave., New York. (7) 

*ForBes, DUNCAN, West. Mgr., Amer- 
ican Exporter, 122 S. Michigan 
Ave., Chicago. (2) 

*Forp, A. P., West. Rep., American 
Society for Metals, 7301 Euclid 
Ave., Cleveland. (4) 

*Forp, E. L., Tri-Art Studios, 829 
Broad St., Newark, N. J. (11) 

*Forp, JAMES T., Dist. Mgr., Mac- 
Rae’s Blue Book, 1111 Cochran Rd., 
Mount Lebanon, Pa. (7) 

FoRESMAN, D. B., Acct. Exec., Shel- 
don, Morse, Hutchins & Easton, 


Inc., 420 Lexington Ave., New 
York, (6) 
ForNeEY, JOHN W., Acct. Exec. 


Campbell-Mithun, Inc., 1370 North- 
western Bank Bldg., Minneapo!!s. 
(22) 

Forrester, H. P., Vice-Pres., Fuller & 
Smith & Ross, Inc., 71 Vander ilt 
Ave., New York. (4) 
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When a manufacturer’s output is monopolized 
by government agencies or war industries he 
should remember that these wartime buyers 
are not customers. They are merely buyers, 
utilizing specifications in competitive bidding. 
The only sure thing about their business is 
that it will stop the instant war is over. Mean- 
while, the manufacturer’s regular, peace-time 
customers are neglected. He has a serious 
customer-relations problem, and it is today’s 
problem. 


One of American Builder’s important wartime 
jobs is to serve as a building industry “house 
organ.” It helps the manufacturer’s regular 
peace-time customers stay in business. It 
maintains “permanent” circulation among re- 
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sponsible and substantial representatives of 
the building industry who will be there when 
the manufacturer can serve them again. 


In many ways American Builder advertising 
maintains wartime customer relations more 
effectively than personal calls by salesmen. 
The advertisement isn’t called on to explain 
non-deliveries, with the ever-present possibil- 
ity of an argument. It explains but doesn’t 
argue. It says, “We're still thinking about 
you. We consider you our customer. We want 
your business. But first we have to help win 
the war. As soon as we have something to de- 
liver you'll be the first to get it.” It keeps the 
fences mended, with the result that custom- 
ers still are customers when the manufacturer 
is able to do business with them again. 


The World’s Greatest 
Building Paper 


NEW YORK, N. Y. 
30 Church Street 
















































































NIAA Membership Roster 


*Forster, Don, Western Construction 
News, 503 Market St., San Fran- 
ciso. (18) 

FORSYTHE, Ropert L., JR., Production 
Megr., Ketchum, MacLeod & Grove, 
Inc., 2000 Koppers Bldg., Pitts- 
burgh. (8) 

Fortey, Harry W., Asst. to Pres., 
DeWalt Products Corp., Lancaster, 
Pa. (A) 

Fosster, G. O., Asst. Adv. Megr., 
Greenlee Bros. & Co., 2136 12th St., 
Rockford, Il. (21) 

FouLKE, Ropert W., Owner, Foulke 
Agency, 505 Pence Bldg., Minne- 
apolis. (22) 

*FouNTAIN, A. E., Adv. Sales, Gil- 
lette Publ. Co., 155 E. 44th St., 
New York. (6) 

Fournier, D. R., Adv. Prod. Mgr., 
Nash Engineering Co., South Nor- 
walk, Conn. (20) 

*FowLe, EpwIN D., Dist. Mer., Tezx- 
tile World, 1427 Statler Bldg., Bos- 
ton. (1) 


Fox, EDWARD M., Adv. Mgr., McQuay, 





Inc., 1600 Broadway St., N. E., 
Minneapolis. (22) 
Fox, W. A., Secy.-Treas., Fox and 


Mackenzie, 1214 Locust St., Phila- 
delphia. (7) 

*Foy, JOHN L. (LiEvuT., J. G.), U. S. 
Navy, U. S. Naval Air Sta., Breezy 
Point, B.O.Q., Norfolk, Va. (A) 

FRAMPTON, A. ELLIs, Adv. Megr., 
Hammermill Paper Co., Erie, Pa. 
(A) 


*FRASER, GEORGE E., Mgr., Fraser 
Publishing Co., 660 St. Catherine 
St., W., Montreal, Que., Can. (17) 

*FREDERICKS, WALTER H., Asst. Adv. 
Dir., Case-Shepperd-Mann Publ. 
Co., 24 W. 40th St., New York. (6) 

FREDRICK, A. L., Asso. Director, Y. M. 
C. A. Motion Picture Bureau, 347 
Madison Ave., New York. (6) 

FREITAG, REUBEN C., Adv. Dept., 
Briggs & Stratton Corp., 2711 N. 
13th St., Milwaukee. (5) 

FRENCH, O. R., Owner, Oakleigh R. 
French and Associates, 4235 Lindell 
Bivd., St. Louis. (9) 

FRENCH, W. W., Dir. 
Pro., Dodge Mfg. 
waka, Ind. (A) 

*“FREUDEN, DONALD E., Salesman, 
Mono-Lino Typesetting Co., 126 
Ninth St., Pittsburgh. (8) 

Frey, EmIL, Sales Pro. Mgr., The De 
Vilbiss Co., 300 Phillips Ave., To- 
ledo, O. (13) 

FREYSTADT, EVERETT M., Pres., E. M. 
Freystadt Asso., Inc., 570 Lexington 
Ave., New York. (6) 

*Fricke, H. E., Owner, Sun Printing 


Eng’g Sales 
Corp., Misha- 


House, 2120 W. Allegheny Ave., 
Philadelphia. (7) 
Fricker, D. E., Adv. Dept., LeRoi 


Co., 1706 S. 68th St., Milwaukee. 
(5) 

FRIEDMAN, (Miss) Ipa S., The McCor- 
mick Co., Inc., 121 S. Negley Ave., 
Pittsburgh. (8) 

Fritts, A. B., Publicity Mgr., Norton 
Co., 1 New Bond Street, Worcester, 
Mass. (1) 

Froes, Paut F., Adv. Mgr., Ideal 
Commutator Dresser Co., Sycamore, 
Ill. (21) 


FrRoMM, ALBERT S., Adv. Mgr., The 
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Union Metal Mfg. Co., Canton, O. 
(4) 

FrYE, GeorGE A., Asst. to Pres., James 
Thomas Chirurg Co., Park Square 
Bldg., Boston. (20) 

*Frye, WM. G. (Capt.), U. S. Army, 
Jeffersonville Q. M. Depot, Jeffer- 
sonville, Ind. (3) 

*Fuury, H. A., Secy., The E. F. 
Schmidt Company, 341 N. Milwau- 
kee St., Milwaukee. (A) 

FULLER, CHARLES F., Jr., O. S. Tyson 
& Co., Inc., 230 Park Ave., New 
York. (6) 

*FULLER, RICHARD Y., 
Publ. Co., Inc., 1808 
Blvd., St. Louis. (9) 

FUNNELL, WALTER L., Sales Dept., 
Anaconda Wire & Cable Co., 25 
Broadway, New York. (6) 


“Furry, SCHELL L., Vice-Pres., Na- 
tional Typesetting Corp., 914 Pine 
St., St. Louis. (9) 


G 


GAAL, ALEXANDER H. (1ST LIEUT.), 
U. S. Army, 3711 Munitions Bldg., 
Washington, D. C. (4) 


*GAILLARD, H. E., Mill & Factory, 456 
Leader Bldg., Cleveland. (4) 

GALEY, STRAND, Griswold-Eshleman 
Co., 2700 Terminal Tower, Cleve- 
land. (4) 

GALILEE, JOHN A. M., Asst. Adv. Mer., 
Canadian Westinghouse Co., Ltd., 
Hamilton, Ont., Can. (14) 

GALLIMORE, KEITH, JR., Adv. Dept.. 
Giddings & Lewis Machine Tool 
Co., 142 Doty St., Fond du Lac, 
Wis. (5) 

GALLOWAY, W. C., Adv. Mgr., Barber- 
Colman Co., Machine & Small Tool 
Divisions, 215 S. Loomis, Rockford, 
Til. (21) 

GARDANIER, P. M., Adv. Mgr., R. G. 
Haskins Co., 615 S. California Ave., 
Chicago. (2) 

GARDNER, A. LESLEY, Adv. Mer., Pane- 
born Corporation, Hagerstown, Md. 
(7) 

GARDNER, C. BEN, Asst. Sales Pro. 
Mer.. The DeVilbiss Co., 300 
Phillips St., Toledo, O. (13) 

GARDNER, J. A., V. P., Che. Sales, 
The Cincinnati Tool Co., 1951 Wav- 
erly Ave., Cincinnati. (3) 

*GARDNER, WILLIAM M., Gardner Dis- 
plays Co., 477 Melwood St., Pitts- 
burgh. (8) 

GARRETSON, L. R., Chg. of Adv., 
Leeds & Northrup Company, 4901 
Stenton Ave., Philadelphia. (7) 

GARRISON, R. P., Vice-Pres., Garrison 
Machine Works, Inc., 13-8 Norwood 
Ave., Dayton, O. (A) 

GASSMAN, I. P., Secy., Arcade Mfg. 
Co., Freeport, Ill. (21) 

GAUKERUD, M., Sales Pro., Container 
Corp. of America, 111 W. Washing- 
ton St., Chicago. (2) 

‘“GAULEY, E. R., Editor-Mer.. Plant 
Administration, 481 University 
Ave., Toronto, Ont., Can. (14) 

Gaupp, L. W., Pittsburgh Steel Co., 
Grant Bldg., Pittsburgh. (8) 

GAUSS, CHESTER A., U. S. Army (no 
address available). (4) 

Gaw, GeorGE D., Direct Mail Re- 
search Institute, 230 E. Ohio St., 
Chicago. (2) 

GAWTHROP, L. B., Adv. Mgr., Electric 


McGraw-Hill 
Washington 
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Service Supplies Co., 17th & Cam- 
bria Sts., Philadelphia. (7) 
GaYLorD, E. Terry, Miller Printing 
Machinery Co., 1117 Reedsdale St.., 
Pittsburgh. (8) 
GEBHARDT, E. A., Pres., Commercial 


Advertising Agency, Inc., 600 §S 
Michigan Ave., Chicago. (2) 

GEBHART, WALTER H., Mgr. of Sales, 
Ind. Sales Div., Henry Disston & 
Sons, Inc., Tacony, Philadelphia 
(7) 

GeppEs, E. T., Asst. Sales Mgr., The 
Byers Machine Co., Ravenna, O. (4) 

GEMMER, F. L., Adv. Dept., Alumi- 
num Co. of America, 801 Gulf 
Bldg., Pittsburgh. (8) 

*GERATY, CLYDE J., Sales Mgr., The 
Penton Press Div., Penton Publ. 
Co., 1213 W. Third St., Cleveland. 
(4) 

GERHART, FRANK, Asst. Adv. Megr., 
The Champion Paper & Fibre Co., 
Hamilton, O. (3) 

*GESCHELIN, JOSEPH, Detroit Editor, 
Chilton Publications, 1015 Stephen- 
son Bldg., Detroit. (12) 


Geyer, Linwoop H., Adv. Div., Inger- 
soll-Rand Co., 11 Broadway, New 
York. (6) 

*GiBSON, Davip B., Owner, Gibson 
Publ. Co., 431 S. Dearborn St., Chi- 
eago. (2) 

GIBSON, WALTER, Adv. Mgr., Swartz- 
baugh Mfg. Co., Box 40, Sta. B, 
Toledo, O. (13) 

*GIBSON, WILLIAM J. (BILL), Adv. 
Mer. Diesel Power, 192 Lexington 
Ave., New York. (6) 

GILBERT, JOHN P., Wagner Electric 
Corp., 6400 Plymouth Ave., St. 
Louis. (9) 

GILBERT, WILLIAM W., Office Mer., 
The Watson-Stillman Co., Distrib. 
Prod. Div., Roselle, N. J. (11) 


*GILCHRIST, ALEX., Gilchrist-Wright, 
Ltd., 70 Pearl St., Toronto, Ont., 
Can. (14) 

GILEs, ERNEST T., Vice-Pres., Ketch- 
um, MacLeod & Grove, Inc., 2000 
Koppers Bldg., Pittsburgh. (8) 

GILL, NoRMAN J., Adv. Mgr., U. S. 
Machine Corp., Lebanon, Ind. (15) 

GILLEN, GEORGE M., Sales Pro. Megr., 
Lukens Steel Company, 308 Lukens 
Bldg., Coatesville, Pa. (6) 

GILLEN, S. M., Mer. Adv., Richmond 
Radiator Co., Inc., Uniontown, Pa. 
(8) 

GILLETTE, C. H., Connecticut Tele- 
phone & Electric Corp., Meriden, 
Conn. (20) 

*GILLETTE, E. S., Publisher, Gillette 
Publ. Co., 330 S. Wells St., Chi- 
cago. (2) 


*GILuigEs, D. B., Mer., Industrial Can- 
ada, Montreal Trust Bldg., Toronto, 
Ont., Can. (14) 

*GILMORE, SCOTT, American Exporter, 
386 Fourth Ave., New York. (6) 
GIRDLER, WALTER H., JR., Dir. Adv. & 
Pub. Rel., Tube-Turns, Inc., 224 | 

Broadway, Louisville, Ky. (A) 

GiscHeL, C. E., Adv. Mgr., Walter 
Kidde & Co., Inc., 140 Cedar 5' 
New York. (11) 

GLADMON, A. H., Adv. Mgr., Pit 
burgh Plate Glass Co., 3221 Fr 
erick Ave., Baltimore, Md. (23) 

*GLENZING, W. L., Adv. Mer., Ci 
Engineering, 33 W. 39th St., New 
York. (6) 
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of new men are entering the field of ELECTRONICS 


There’s a lot of talk going on about planning for 
the peace time future. We can and should be doing 
the planning—but can we determine the future. Every 
university, college and school having an electronic 
course is crowding that branch to capacity. The Signal 
Corps is doing national advertising for tens of thou- 
sands of men to use in this field. Thousands more 
than that of plane and ground aviation electronics 
men have been and are being trained. 

Wait until the members of that gang get back. 
The impact of their knowledge and eagerness for 
their new profession will carry the science and the 
practical application of electronics to the new heights 


When you Advertise in Electronics 
You reach these vital groups. 


RADIO. RESEARCHERS, DESIGN AND PRODUCTION 
ENGINEERS, AND EXECUTIVES in plants manufactur- 
ing radio, broadcasting, television, telephone, telegraph and 
sound equipment .. . COMMUNICATION. CHIEF ENGI- 
NEERS, OPERATORS, MAINTENANCE MEN AND 
EXECUTIVES in broadcast, recording, theatre, commer- 
cial, government, aviation, police and marine radio and 
wire communications . INDUSTRIAL. ELECTRICAL, 
CONTROL, PRODUCTION AND DESIGN’ ENGI- 
NEERS, PHYSICISTS AND RESEARCHERS in all 
branches of industry where sensitive-current operation, 
automatic control and measuring, and safety devices are 
factors in Operations 


YOU REACH ALL OF THE IMPORTANT ONES 


M-GRAW-HILL PUBLISHING CO. 


339 WEST 42nd ST., NEW YORK,N.Y. 
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to which its miraculous possibilities entitle it. The 
last war developed great chemists, metallurgists, auto- 
motive and radio engineers. This war is developing 
the men who will be the background of the new elec- 
tronic age. 

They know their fundamentals now better than 
they know practice and products. ELECTRONICS 
editors are devoting themselves to theory, design and 
production information. ELECTRONICS advertising 
is building products toa standard of acceptance which 
will carry over into the peace time swingover. A young 
electronic engineer finds ELECTRONICS as necessary 
to his work as do the veterans of the industry. 


The men who are creating and producing the electronic 
implements of war pay $5 per year to keep ahead of devel- 
opments by subscribing to ELECTRONICS. Subscription 
is self-leveled to every important man in every company 
where radio, communication, or industrial applications of 
the electronic circuit are used. ELECTRONICS representa- 
tives will show you who these subscribers are, by name and 
title. Paid subscription permits of low rate per thousand 
for advertising. Compare it. 
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NIAA Membership Roster 


*GLoeckner, F. H., Pres., T. A. Win- 
chell & Co., Inc., 1815 Cherry St., 
Philadelphia. (7) 

Guover, T. STANLEY, Reg’! Rep., War- 
time Bureau of Technical Person- 
nel, 31 Walnut St., S., Hamilton, 
Ont., Can. (14) 

*GopLEY, FRANK B., Adv. Salesman, 
McGraw-Hill Publ. Co., Inc., 1510 
Hanna Bldg., Cleveland. (4) 

Gogs, E. J., Pub. Mgr., Koehring Com- 
pany, 3026 W. Concordia Ave., Mil- 
waukee. (5) 

*GOESSLING, PauL H., Sales Mgr., 
Simmons-Sisler Co., 4127 Forest 
Park Blvd., St. Louis. (9) 

GoLp, SAMUEL E., Sales & Adv. Mgr., 
Lignum-Vitae Products Corp. and 
International Balsa Corp., 96-100 
Boyd Ave., Jersey City, N. J. (11) 

*GOLDMAN, B. J., Rep., Thomas Pub- 
lishing Co., 746 Collingwood Ave., 
Detroit. (12) 

*GOLDNER, FRANK C., Pres., S. H. Bur- 
bank & Co., Inc., 147 N. Tenth St., 
Philadelphia. (7) 

GOODALE, CHARLES D., Mgr. Trade 
Rel. Div., Commercial Solvents 
Corp., Terre Haute, Ind. (A) 


GOODHART, HUGH, Barlow Advertising 
Agency, Syracuse, N. Y. (24) 





GORDON, GRANT, Dir. of Adv. & Sales, 
Freightways, Inc., Box 1798, Salt 
Lake City, Utah. (A) 


GORDON, WILLIAM B., Adv. Mgr., Lin- 
coln Engineering Co., 5701 Natural 
Bridge Ave., St. Louis. (9) 


Gougepy, E. L., Adv. Mgr., Eagle- 
Picher Sales Co., American Bldg., 
Cincinnati. (3) 

GOULDING, A. T., Vice-Pres., Fuller & 
Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 

GRAHAM, Davin, Jeffrey Mfg. Co., 
Ltd., P. O. Box 428, Montreal, Que., 
Can. (17) 

*“GRAHAM, EWING W., Vice-Pres., 
Putman Publ. Co., 737 N. Michigan 
Ave., Chicago. (2) 

GRAHAM, HuGu H., Sales Mgr., Sher- 
win-Williams Co., 101 Prospect 
Ave., Cleveland. (4) 

GRAN, JULIAN, Treas., Rickard & Co., 
Inc., 330 W. 42nd St., New York. 
(6) 

*GRANT, FRED, Dist. Mgr., McGraw- 
Hill Publ. Co., Inc., 1510 Hanna 
Bldg., Cleveland. (4) 

*GRANT, GEORGE P., West. Rep., Haire 
Publ. Co., 1411 Merchandise Mart, 
Chicago. (2) 

*GRANTVEDT, E. N., West. Megr., Mill 
Supplies, 520 N. Michigan Ave., 
Chicago. (2) 

Grasty, N. D., Mgr. Adv. & Pub. Re- 
lations, Crown Cork & Seal Co., 
Eastern Ave., Baltimore. (A) 

GRAVENSON, TED, Adv. Mgr., Burndy 
Engineering Co., 107 Eastern Blvd., 
New York. (6) 

GRAY, CHARLES M., Pres., Chas. M. 
Gray & Asso., 300 Francis Palms 
Bldg., Detroit. (12) 

GREEN, CLARK W., Allegheny Ludlum 
Steel Corp., Brackenridge, Pa. (8) 

GREENE, ARTHUR F., Adv. Mgr., The 
Yoder Co., 5500 Walworth Ave., 
Cleveland. (4) 

GREENE, NELSON, Vice-Pres. & Sales 
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Mgr., Watlow Electric Mfg. Co., 
1320 N. 28rd St., St. Louis. (9) 

GREENE, Ropert L., Asst. Adv. Mgr., 
The Detroit Edison Co., 2000 Sec- 
ond Ave., Detroit. (12) 

GREENMAN, A. C., Adv. Mgr., Cargill, 
Inc., Feed Div., 761 Chamber of 
Commerce, Minneapolis. (22) 

Greic, P., Adv. Mgr., Sangamo Co., 
Ltd., Leaside, Ont., Can. (14) 


*GREINER, RALPH C., Dist. Mgr., Fac- 
tory Management & Maintenance, 
1510 Hanna Bldg., Cleveland. (4) 

GRIFFITHS, A. M., Acct. Exec., Cock- 
field Brown & Co., Ltd., Canada 
Cement Bldg., Montreal, Que., Can. 
(17) 

GRIFFITHS, DONALD N., Dominion 
Oxygen Co., Ltd., 159 Bay St., 
Toronto, Ont., Can. (14) 

*GRIFFITHS, GEORGE H., Pres., Hard- 
ware Age, 100 E. 42nd St., New 
York. (6) 

*“GRIMASON, DONALD, Rep., Nation’s 
Business, 420 Lexington Ave., New 
York. (7) 

GRIMM, WILLIAM, Vice-Pres., Spencer 
W. Curtiss, Inc., 333 N. Michigan 
Ave., Chicago. (2) 

GRINGORTEN, I. M., Sales Mgr., Cana- 
dian Motor Products, Ltd., 272 Van 
Horne St., Toronto, Ont., Can. (14) 

*GRINTON, Harry M., Regional Vice- 
Pres., McGraw-Hill Publ. Co., Inc., 
1510 Hanna Bldg., Cleveland. (4) 

*GROOME, JOHN E., Trimmer Printing 
Co., York, Pa. (7) 

*GrRosE, W. J., Owner, W. J. Grose 
Co., 421 Seventh Ave., Pittsburgh. 
(8) 

Grove, D. CLINTON, Adv. Mgr., Blaw- 
Knox Co., P. O. Box 1198, Pitts- 
burgh. (8) 

*GROVE, RICHARD C., Adv. Rep., Pur- 
chasing, 456 Leader Bldg., Cleve- 
land. (4) 

GRUSSING, Bon Dirck, Dir. Pub. Re- 
lations, Adv. & Sales Pro., Minne- 
apolis-Moline Power Implement Co., 
P. O. 1050, Minneapolis. (22) 

GUILBERT, GORDON M., Vice-Pres., 
Twin Dise Clutch Co., 1328 Racine 
St., Racine, Wis. (5) 

*GUMAER, A. P., Vice-Pres. & Genl. 
Mer., Textile Age, Inc., 381 Fourth 
Ave., New York. (6) 

*GURLEY, Roy, Salesman, Simmons- 
Boardman Publ. Corp., 30 Church 
St., New York. (11) 

*GUTKNECHT, W. J., Genl. Mgr., The 
Youngstown Arce Engraving Co., 
= Bldg., Youngstown, O. 
10) 

*Guy, Ray, Rep., Newsweek, 360 N. 
Michigan Ave., Chicago. (2) 


HACKENBURG, WARREN M., Ingersoll- 
Rand Co., Phillipsburg, N. J. (11) 
HappocK, GERALD T., Sales Pro. Mgr., 
Atlas Lumnite Cement Co., 135 E. 
42nd St., New York. (6) 

*HAGGARD, BARTON J., Dir. of Adv. 
Prod., The Brooks Company, 1241 
Superior Ave., Cleveland. (4) 

*HacstTromM, A. G., Pres., Hagstrom 
ory Inc., 20 Vesey St.. New York. 
(6 

Hacstrom, W., Adv. Mgr., Mattison 
Machine Works, 514 Blackhawk 
Park, Rockford, Ill. (21) 

HAGUE, DONALD L., Associate Acct. 


Exec., Fuller & Smith & Ross, Inc., 
1501 Euclid Ave., Cleveland. (4) 
HALE, GorpDON, Adv. Mgr., Canadian 
Tube & Steel Products, Ltd., 5765 
Hamilton St., Montreal, Que., Can. 

(17) 

HALL, C. B., Sales Mgr., Latex Fiber 
Industries, Inc., Beaver Falls, N. Y. 
(A) 

*HALL, Epcar S., Vice-Pres., The Cax- 
ton Co., Caxton Bldg., Cleveland. 
(4) 

HALLOWELL, J. J., Vice-Pres. & Genl. 
Mgr., The Wrenn Paper Co., Mid- 
dletown, O. (3) 

HALPIN, DAN D., Indus. Div., RCA 
Mfg. Co., Camden, N. J. (7) 

HAMAKER, L. S., Asst. Genl. Mgr. of 
Sales, Republic Steel Corp., Repub- 
lic Bldg., Cleveland. (4) 

*HAMANN, W. P., New England Mgr., 
Fortune, Statler Bldg., Boston. (1) 

HAMILTON, DouGLas T., Pub. Megr., 
The Fellows Gear Shaper Company, 
78 River St., Springfield, Vt. (A) 

HAMILTON, L. GRANT, Contact, Brooke, 
Smith & French, Inc., 82 E. Han- 
cock, Detroit. (12) 

HAMILTON, R. L., Vice-Pres., The Du- 
more Co., 1225 14th St., Racine, 
Wis. (5) 

HAMILTON, W. MARSHALL, Adv. Staff, 
Gulf Oil Corp., Gulf Bldg., Pitts- 
burgh. (8) 

*HAMMOND, Epwarp K., Western 
Mer., Machinery, 228 N. La Salle 
St. Chicago. (3) 

*HAMMOND, L. B., L. H. Hammond, 
Publ. Reprs., 123 W. Madison St., 
Chicago. (2) 

*HAND, IRVING E., West. Mgr., Fleet 
Owner, 224 S. Michigan Ave., Chi- 
cago. (2) 

Hanpy, J. Lioyp, Acct. Exec., O. S. 
Tyson & Co., Inc., 230 Park Ave., 
New York. (6) 

HANES, RALPH, Mech. Goods Div., 
United States Rubber Co., 1230 
Sixth Ave., New York. (11) 

HANNUM, Wm. B., JR., Rep., Trade- 
press Publ. Corp., 522 Fifth Ave., 
New York. (6) 

*HANSEN, EDWIN G., Dist. Rep., 
Buchan Loose Leaf Records Co., 
4716 Parker Ave., Chicago. (2) 

HANSEN, G. A., Sales Pro. & Adv. 
Megr., Steel Sales Corp., 3348 S. 
Pulaski Rd., Chicago. (2) 

HANSON, HERBERT R., Adv. Mgr., The 
Pfaudler Co., 89 East Ave., Kocnes- 
ter, N. Y. (24) 

*HANYON, C. D., Whitaker-Ruehl En- 
graving Co., 922 Pine St., St. Louis. 
(9) 

*HARABURDA, WALTER, Adv. Dept., 
Link-Belt Co., 307 N. Michigan 
Ave., Chicago. (2) 

*Harp, Roy J., Dist. Mgr., Sweet's 
Catalog Service, 607 Shelby St., 
Detroit. (12) 

*HARGROVE, FRANK H., Genl. Mer., 
Prior Motion Picture Co., 405 Lex- 
ington Ave., New York. (6) 

HARING, WILLARD J., Rep., Mod: 
Industry, 220 S. 16th St., Philad 
phia. (7) 

Harper, B. Hucu, Adv. Mgr., F. 
Smith Mfg. Co., Inc., 255 N. Um 
St., Rochester, N. Y. (24) 

*HARPER, RoBertT E., 1725 New Han 
rity Ave., N.W., Washington, D. 
(A) 
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PHILADELPHIA 


Industrial Buyers 
Abroad --- through 
AMERICAN EXPORTER 


Four-Fold Coverage-s 


larger industrial circulation and 


used by more industrial advertis- 
ers than an y other ex port journal 


AMERICAN EXPORTER, in English, going ev- 
"ery month to both machinery and mill supply 
merchants and to large industrial consumers in all mar- 
kets in the British Empire including Australia, New 
Zealand, India, South Africa, the British Isles, British 
West Indies and Newfoundland, also to Iceland, 
Egypt, Belgian Congo, etc. 


2. EL EXPORTADOR AMERICANO, in Spanish, 
going every month to both machinery and mill 

supply merchants and to large industrial consumers in 

all Latin American markets including Puerto Rico. 


INDUSTRIAL SUPPLEMENT, included as a sec- 

tion in the magazine itself, is also reprinted for 
distribution to 6,000 manufacturing plants in addition 
to those who receive the entire magazine. 


4, SECCION TECNICA, included asa section in the 

Spanish edition of the magazine itself, is also re- 
printed for distribution to 6,000 manufacturing plants 
in addition to those who receive the entire magazine. 


This four-fold service carries your sales message both 
to the importers and dealers and the large-scale, well- 
rated industrial consumers in each market. 


FURTHER PARTICULARS AND SAMPLE COPIES 
UPON REQUEST. 


AMERICAN EXPORTER 


386 FOURTH AVENUE NEW YORK, N. Y. 


CHICAGO SAN FRANCISCO LOS ANGELES 


CLEVELAND N 
1047 Commercial Trust Bldg. 525 Williamson Bldg. 122 South Michigan Ave. 300 Montgomery Street 607 South Hil! Street 
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NIAA Membership Roster 


*HARPER, V. GeEorGE, East. Megr., 
American Exporter, Commercial 
Trust Bldg., Philadelphia (7). 

HARRIS, ERNEST, Asst. Adv. Mer., 
Canadian Liquid Air Co., Ltd., 1111 
Beaver Hall Hill, Montreal, Que., 
Can. (17) 

HARRIS, GORDON, Sales & Adv. Mgr., 
Peterson Tractor & Equipment Co., 
—— St., Hayward, Calif. 


HARRISON, RICHARD, Asst. Adv. Mgr., 





Waukesha Motor Co., Waukesha, 
Wis. (5) 
*Hart, W. B., Adv. Mgr., Modern 


Power & Engineering, 481 Univer- 
sity Ave., Toronto, Ont., Can. (14) 
HART, WILLIAM M., Pres., W. M. Hart 
“een 25 N. Duke St., York, Pa. 

1 


HARTNETT, J. B., Secy., The Haloid 
Co., 6 Haloid St., Rochester, N. Y. 
(24) 

HARTSHORN, A. N., Asst. Adv. Mgr., 
The Todd Co., 1150 University 
Ave., Rochester, N. Y. (24) 

*“HASKINS, CHARLES L., Printers’ Ink, 
6. N. Michigan Ave., Chicago. (2) 

HASTINGS, F. H., New Britain-Gridley 
Machine Div., New Britain, Conn. 
(20) 

HASTINGS, Lewis A., Pub. Dir., The 
Heald Machine Co., New Bond St., 
Worcester, Mass. (1) 

HatTcH, Georce E., G. E. Hatch Ad- 
vertising, 10 E. 40th St., New York. 
(6) 

HatTcH, TALBOT C., Talbot C. Hatch 
Agency, Francis Drake Hotel, Min- 
neapolis. (22) 

*“HATHEN, STANLEY P., Owner, Hath- 
en Productions, 1239 Summer St., 
Philadelphia. (7) 

*HAUPTLI, ALBERT, JR., Asso. Dist. 
Mgr., McGraw-Hill Publ. Co., Inc., 
520 N. Michigan Ave., Chicago. (2) 

*Haver, W. E., Sales Mer., The Re- 
corder Press, 510 Watchung Ave., 
Plainfield, N. J. (11) 

HAWKINS, DupLey S., Acct. Exec., 
Wearstler Advertising, Inc., 702 
Realty Bldg., Youngstown, O. (10) 

HAWKINS, Harry J., Acct. Exec., 
Flack Advertising Agency, 1110 
Hills Bldg., Syracuse, N. Y. (24) 

*HAWKINS, R. D., U. S. Army, 
Platoon No. 2, Co. C, 6th Battn., 
Camp McClellan, Ala. (12) 

Haws, R. CALVERT, Adv. Mgr., West- 
ern Precipitation Co., 1016 W. 
Ninth St., Los Angeles. (19) 

Hayes, E. J., Adv. Dept., Gutta Percha 
& Rubber, Ltd., 160 W. Lodge Ave., 
Toronto, Ont., Can. (14) 

HAYes, RicHarp S., Adv. Mgr., The 
Okonite Company; The Okonite- 
Callender Cable Co., Inc., Passaic, 
N. J. (11) 

HAYLON, W. D., U. S. Coast Guard, 
Reg. H. Q., 24lst Coast Artillery 
Harbor Defense, Fort Dawes, Win- 
throp, Mass. (20) 

*HAYNES, ELDRIDGE, Publisher, Maga- 
zines of Industry, Inc., 347 Madison 
Ave., New York. (6) 

*Hays, GeorGeE O., Vice-Pres., The 
Penton Publishing Co., 1213 W. 
Third St., Cleveland. (4) 

*HAZELTON, L. C., Bus. Mgr., Cana- 

dian Mining & Metallurgical Bulle- 
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tin, 1117 St. Catherine St. W., 
Montreal, Que., Can. (17) 


HAZLEWOOD, JACKSON, Adv. Megr., 
Gisholt Machine Company, 1245 E. 
Washington St., Madison, Wis. (5) 

*HeEAps, WILLIAM B., McGraw-Hill 
Publ. Co., Inc., 520 N. Michigan 
Ave., Chicago. (2) 

HEATON, G. R., Serving in Canadian 
Armed Forces. (14) 


HECKMAN, H. T. S., U.S.N.R., 4048 
Bancroft Hall, U. S. Naval Acad- 
emy, Annapolis, Md. (4) 

HEERY, Epwarp M., Asst. Adv. Mgr., 
Rockbestos Products Corp., 285 
Nicoll St., New Haven, Conn. (20) 

HEIFFEL, GENE, Art Dir., G. M. Bas- 
ford Co., 60 E. 42nd St., New York. 
(6) 

HEINEMANN, GEORGE A., Adv. Dept., 
Mason-Neilan Regulator Co., 1190 
Adams St., Boston. (1) 


HELBIG, RAYMOND C., Adv. Megr., 
Greenfield Tap and Die Corp., San- 
derson St., Greenfield, Mass. (20) 

*HEINLY, Don G., West. Rep., Busi- 
ness Publishers International Corp., 
520 N. Michigan Ave., Chicago. (2) 


*HEITKAMP, L. F., Paramount En- 
graving Co., 1808 Washington Blvd., 
St. Louis. (9) 

HELLER, ROBERT F., Treas., Beaumont, 
Heller & Sperling, Inc., 121 N. 
Eighth St., Reading, Pa. (7) 


HELLING, HENRY E., Jr., Adv. Megr., 
Mathews Conveyor Co., 191 10th 
St., Ellwood City, Pa. (8) 

HENDERSON, KENN, The International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

HENDERSON, W. J., Acct. Exec., L. W. 
Ramsey Company, 430 Union Bank 
Bldg., Davenport, Iowa. (A) 

*HENDRICKS, OLIVER G., Vice-Pres., 
Thomas Publishing Co., 461 Eighth 
Ave., New York. (6) 

HENING, E. BRADFORD, Partner, Scho- 
neman-Hening Agency, 2list & 
Arch Sts., Philadelphia. (7) 

HENLINE, CARL O., Sales Pro. Megr., 
Boston Gear Works, Inc., 14 Hay- 
ward St., North Quincy, Mass. (1) 


HENRICKSEN, H. O., Sales Mgr., The 
Purse Co., Fifth & Chestnut Sts., 
Chattanooga, Tenn. (A) 

*HERBERT, FRANK P., Salesman, Cen- 
tral Electrotype Co., 1760 E. 22nd 
St., Cleveland. (4) 

HERBINE, S. C., Indus. Sales Dept., 
Willson Products, Inc., Reading, 
Pa. (7) 


HERINGTON, C. E., Sales Dir., Mee- 
hanite Research Institute of Amer- 
ica, Inc., 311 Ross St., Pittsburgh. 
(8) 

HEROLD, F. F., Adv. Sup., The Bryant 
Electric Company, 1421 State St., 
Bridgeport, Conn. (20) 

*HewitTt, W. H., Vice-Pres., National 
Business Publications, Ltd., 137 
Wellington St., W., Toronto 2, Ont., 
Can. (14) 

HEXT, RICHARD G., Adv. Megr., Little- 
ford Brothers, 453 E. Pearl St., 
Cincinnati. (3) 

HEYMAN, HorRAcE W., Pres., Heyman 
Mfg. Co., Michigan Ave., Kenil- 
worth, N. J. (11) 

HICKERSON, J. M., Pres., J. M. Hick- 
erson, Inc., 110° E. 42nd St., New 
York. (6) 








*HicKeEy, S. W., Sales Rep., Simmons 
Boardman Publ. Corp., 105 W 
Adams St., Chicago. (2) 

Hicks, L. B., Canadian General Elec- 
tric Co., Ltd., 212 King St., W., To- 
ronto, Ont., Can. (14) 

Hicks, MARVIN D., Vice-Pres., Doyle 
Kitchen & McCormick, Inc., 50! 
Fifth Ave., New York. (6) 

*HIGGINS, CALEB, Barton Press, Inc., 
138 Washington St., Newark, N. J. 
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nie FRANCIS M., Adv. Megr., 
Four Wheel Drive Auto Co., Twelfth 
St., Clintonville, Wis. (5) 

HIGGINS, JACK, Vice-Pres., The Lee 
Donnelley Co., 734 Union Commerce 
Bldg., Cleveland. (4) 

*HILDRETH, JOSEPH S., Vice-Pres., 
Chilton Company, Inc., 56th & 
Chestnut Sts., Philadelphia. (7) 

HILLIARD, J. VANCE, Western Electric 
Co., 195 Broadway, New York. (6) 

*Hitty, H. E., Sales Mgr., Factory 
Management & Maintenance, 330 
W. 42nd St., New York. (6) 

HINDMARCH, ALAN W., Sales Dept., 


American Steel Foundries, East 
Chicago, Ind. (2) 

HIveLy, BorDEN, Columbus Plastic 
Products, Inc., 519 Dublin Ave., 


Columbus, O. (25) 

*HOAGLAND, DONALD, Salesman, Rein- 
hold Publ. Corp., 310 S. Michigan 
Ave., Chicago. (2) 

*HoBArRT, PAUL G., Copy Director, R. 
L. Polk & Co., 113 St. Clair Ave. 
N.E., Cleveland. (4) 

Hopss, HARLEY B., Adv. Mgr., Victor 
Chemical Works, 141 W. Jackson 
Blvd., Chicago. (2) 

HopGpon, LEsTer I., Adv. Mgr., Pneu- 
matic Scale Corp., Ltd., Newport 
Ave., North Quincy, Mass. (1) 

*Hopces, SAMUEL W., Secy. & Treas., 
W. Franklin Hodges & Sons, Inc., 
509-19 Vine St., Philadelphia. (7) 

*Hoerer, C. W., Jr., Adv. Mgr., Rock 
Products, 309 W. Jackson Blvd., 
Chicago. (2) 

*HoeneER, Ep, Bus. Mer., The Timber- 
man, 623 S. W. Oak St., Portland, 
Ore. (A) 

HorrMan, C. F., Adv. Mgr., Firth- 
Sterling Steel Co., McKeesport, Pa. 
(8) 

*HorrMAN, EDWIN W., Salesman, 
Thomas Publishing Co., 461 8th 
Ave., New York. (11) 

*HorrmMan, W. K., Vice-Pres. Textile 
Age. Inc., 381 Fourth Ave., New 
York. (11) 

*HOFFMAN, WARREN, New Engiana 
Rep., Hitchcock Publ. Co., P. 0. 
Box 15, Portland, Conn. (20) 

HorrsTeNn, CARL O. L., Adv. Dept. 
Wagner Electric Co., 6400 Plym- 
outh, St. Louis. (9) 

Horier, EARL, Sales & Adv. Mgr., 
Bell Sound Systems, Inc., 1183 
Essex Ave., Columbus, O. (25) 

Hocren, V. C., Adv. Mgr., Acme Steel 
Co., 2840 Archer Ave., Chicago. (2) 

HouMAN, A. E., Asst. Adv. Mer. 
Blaw-Knox Co., P. O. Box 1193, 
Pittsburgh. (8) 

Hotcoms, Frep B., Adv. Mgr., N« 
tional Automatic Tool Co. * 
7th & N St., Richmond, Ind. (A) 

*HoLpEN, C. HAL, Publ. Rep., Thome 
Publ. Co., 20 W. Jackson Blv 
Chicago. (2) 
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SOUTH 


You don’t need anyone to ‘draw you a picture of 
what’s happening in the electrical field. But you 
may not have realized that Electrical South, with 
an editorial ear close to the southern ground, sensed 
the changes long ago—before Defense Bonds be- 
came War Bonds—and went to work to do some- 
thing about them. Every 1942 issue has reflected 
this broadened service—and Southern and South- 
western electrical men have been quick to respond. 


First of all, greater editorial emphasis has been 
placed on every phase of industrial electrical work. 
The need in the South and Southwest has been 
Huge new plants are being built all 
over this area—with electrical contracts on single 
plants frequently running into the millions of dol- 
lars. Many existing plants are being expanded and 
other plants are straining every facility for in- 
creased production. Electrical South is providing 
the information wanted by busy men, who control 


tremendous. 





those industrial electrical activities—the electrical 





department heads, electrical engineers and chief 
electricians. 


In addition to its large electrical contractors, the 
South has always had a great number of smaller 
electrical contractors. Many of these men have 
gone into industrial plants as chief electricians— 


while others have increased their facilities to take 
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War Has Done Things To 
The Electrical 


Industry and to 
ELECTRICAL 





on the larger construction jobs available. Electrical 
South goes with them—wherever they go—for 
Electrical South has been their favorite paper in 
the past and its broadened service is making it more 
helpful than ever before. 


This broadened editorial coverage of industrial and 
contracting activities is only typical. Other edi- 
torial policies are equally in tune with the chang- 
ing times. Every issue tackles today’s problems of 
distributors, wholesalers and retailers—with down- 
to-earth suggestions and reports of what others are 


doing—in the South. 


Its broadened service has naturally led to a broad- 
ened circulation. To its regular circulation of over 
8,000 in the Southern and Southwestern states has 
been added coverage of 3,000 additional leading in- 
dustrial plants—those executives, engineers and elec- 
tricians who are such an important part of your 
market today. 


Electrical South—the only southern electrical busi- 
ness journal—is more important to your electrical 
business paper schedule than ever before—whether 
you are looking for high priority business now or 
whether you are taking the long range viewpoint by 
keeping your name before the men and companies 
who will be your customers after the war. Let us 
give you full information—now. 













A W.R.C. SMITH Putlkication 


GRANT BUILDING, ATLANTA, GEORGIA 
Also Publishers of 
SOUTHERN HARDWARE +- SOUTHERN POWER & INDUSTRY 


COTTON . SOUTHERN AUTOMOTIVE JOURNAL 





























































NIAA Membership Roster 


HOLDREN, EARL B., Adv. Mgr., Pitts- 
burgh Reflector Co., 403 Oliver 
Bidg., Pittsburgh. (8) 

Hou, Juuius S., Adv. Mgr., Link-Belt 
Company, 307 N. Michigan Ave., 
Chicago. (2) 

HOLMGREN, E. T., Adv. Mgr., Wood 
Conversion Co., First National 
Bank Bldg., St. Paul, Minn. (22) 

Hoit, Georce R., Cramer-Krasselt 
Co., 733 N. Van Buren St., Milwau- 
kee. (21) 

Ho.yoke, Doucias, Adv. Mgr., U. S. 
Hoffman Machinery Corp., 105 
Fourth Ave., New York. (6) 

HOMAN, KARL I., Catalog Mgr., Bunt- 
ing Brass & Bronze Co., 715 Spencer 
St., Toledo. (13) 

HONEYWELL, LLoyp, Adv. Mgr., Na- 
tional Acme Co., 180 E. 131st St., 
Cleveland. (4) 

Hoop, H. C., Res. Mer., Foster- 
Wheeler, Ltd., 539 Canada Cement 
Bldg., Montreal, Que., Can. (17) 

*Hooker, G. C., Thomas Publishing 
Co., 20 W. Jackson Blvd., Chicago. 
(2) 

*HooLe, JOHN, Adv. Rep., Chilton 
Publications, 360 N. Michigan Ave., 
Chicago. (21) 

Hooper, VAN B., Sales Pro. Mer., The 
Louis Allis Co., 427 E. Stewart St., 
Milwaukee. (5) 

Hoover, Ropert L., Asst. Megr., Car- 
dox Corp., 307 N. Michigan Ave., 
Chicago. (2) 

Hopkins, J. R., Advertising Agent, 
113-25 N. Green St., Chicago. (A) 

Hopkins, K. B., Serving in Armed 
Forces. (6) 

*Hoprer, SCHUYLER, Asst. Exec. Vice- 
Pres., The Associated Business Pa- 
pers, Inc., 369 Lexington Ave., New 
York. (6) 

Horn, A. NELSON, Pres.-Genl. Mer., 
Horn, Crone, Horn, Inc., Cor. Pine 
& Boundary Ave., York, Pa. (16) 
Horn, B. F., McGraw-Hill Publ. Co., 
Inc., 520 N. Michigan Ave., Chi- 
cago. (2) 

HORNER, LEONARD S., Industrial Ad- 
visor, 870 Prospect St., New Haven, 
Conn. (A) 

*HORNING, M. T., Reg’l Adv. Rep., 
Daily *Commercial News & Bldg. 
Record, 1253 McGill College Ave., 
Montreal, Que., Can. (17) 

*HOTTENSTEIN, H. K., Western Mer., 
The Iron Age, 10 S. La Salle St., 
Chicago. (2) 

HouGuTon, A. W., Acct. Exec., J. J. 
Gibbons, Ltd., 1010 St. Catherine 
St., W., Montreal, Que., Can. (17) 

*HOUGHTON, ALFRED J., Eastern Sales 
Rep., Case-Shepperd-Mann Publ. 
Co., 24 W. 40th St., New York. (6) 

Houston, H. A., Adv. Mer., A. B. 
Chance Co., Allen at Wilson St., 
Centralia, Mo. (9) 

Howarp, G. E., Ingersoll Milling Ma- 
chine Co., 2400 Douglas, Rockford, 
Ill. (21) 

HoweEL., E. C., Adv. Mgr., Carboloy 
Company, Inc., Box 237, Roosevelt 
Pk. Annex, Detroit. (12) 

*Howes, A. P., Pres., Howes Publish- 
7) Co., 440 4th Ave., New York. 
( 

How ett, R. B., Adv. Megr., Macklin 
Company, Jackson, Mich. (12) 
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*HUBBARD, Pup H., Vice-Pres., 
Reinhold Publishing Corp., 330 W. 
42nd St., New York. (6) 

*HUBBARD, SHELTON P. (1sT LIEUT.), 
U. S. Army, 2nd Prov. Battn., 
Jackson Barr. Area, New Orleans, 
La. (2) 

*Husper, Louis J., Sales Eng., Acme 
Engraving Co., 1220 Maple Ave., 
Los Angeles. (19) 

Huser, W. R., Mer. Adv. & Sales Pro., 
Gulf Oil Corp., Gulf Bldg., Pitts- 
burgh. (8) 

Husert, F. B., F. B. Hubert-Advertis- 
ing Counsel, 2832 E. Grand Blvd., 
Detroit. (12) 

*Hupson, Frep G., West. Megr., Engi- 
neering News-Record and Construc- 
tion Methods, 520 N. Michigan Ave., 
Chicago. (2) 

Hupson, RAYMOND C., Raymond C. 
Hudson & Assoc., 205 W. Wacker 
Drive, Chicago. (2) 

Hupson, W. N., Treas., Sales Design- 
ers, 830 Broad St., Newark, N. J. 
(11) 

*HUEBNER, GEORGE J., Publisher, The 
Tool & Die Journal, 2460 Fairmount 
Bldg., Cleveland. (4) 

*HuGHEs, E. J., West. Mgr., News- 
week, 360 N. Michigan Ave., Chi- 
cago. (2) 

HUME, PHIL, Vice-Pres., The Keelor 
& Stites Co., Carew Tower, Cin- 
cinnati. (3) 

HUMPHREY, EARL E., Exec. Vice- 
Pres., Baker & Baker & Associates, 
Inc., 1524 Union Commerce Bldg., 
Cleveland. (4) 

HUMPHREY, H. L. JosepH, Adv. Megr., 
Ex-Cell-O Corp., 1200 Oakman 
Blvd., Detroit. (12) 

Hunt, I. A., Sales & Adv. Mer., Fed- 
eral Products Corp., 1144 Eddy St., 
Providence, R. I. (1) 

*HuntT, Jay J., U. S. Army, Signal 
Corps, 7 Linden Ave., Middletown, 
N. Y. (6) 

*HurD, ARTHUR, Dir. of Research, 
Weekly Publications, Inc., 152 W. 
42nd St., New York. (6) 


HURLBURT, EDWARD, Asst. to Adv. 
Mer., Taylor Instrument Compa- 
nies, 95 Ames St., Rochester, N. Y. 

24) 

*HursH, Hat, Cleve. Dist. Mer., 
Newsweek, 814 Union Commerce 
Bldg., Cleveland. (4) 

HUTCHINS, F. IRVING, Vice-Pres., 
Hutchins Advertising Co., Inc., 42 
East Ave., Rochester, N. Y. (24) 

HUTTON, WARREN W., Adv. Dept., In- 
land Steel Co., 38 S. Dearborn St., 
Chicago. (2) 


I 


Imes, OLIveR S., Adv. Mgr., Century 
_— Co., 1806 Pine St., St. Louis. 

*IrRisH, W. E., Editor, Industrial 
Equipment News, 461 Eighth Ave., 
New York. (6) 

*IRVINE, R. H., Thomas Publishing Co., 
20 W. Jackson Blvd., Chicago. (2) 
Isaacs, IRVING R., Pub. Mgr., Penn- 
sylvania Transformer Co., 808 
Ridge Ave., N. S., Pittsburgh. (8) 


J 


JAAP, Harry C., Secretary, Jaap-Orr 
Co., American Bldg., Cincinnati. (3) 








Jack, D. E., Genl. Sales Mgr., Tr 
Duriron Co., 425 N. Findlay §:., 
Dayton, O. (A) 

*JACKLIN, T. W., Director of Adv., 
Hugh C. MacLean Publications, 
Ltd., 347 Adelaide St., W., Toronto, 
Ont., Can. (14) 

JACKSON, DONALD W., Acct. Excc., 
Doyle, Kitchen & McCormick, Inc., 
501 Fifth Ave., New York. (11) 

JACKSON, FREDERICK L., Asst. Pro. 
Mgr., Grinnell Co., Inc., 260 W. Ex- 
change St., Providence, R. I. (1) 

JACKSON, HERMAN E., Adv. Mer., 
Mueller Company, 512 W. Cerro 
Gordo St., Decatur, Ill. (A) 

*JACQUETTE, B. D., C. E. Howe Co., 


331 S. Smedley St., Philadelphia, 
(7) 
*JAENKE, RUSSELL C., Adv. Mer., 


Steel, 1213 W. Third St., Cleveland. 
(4) 

JAPHA, FRANK G., 7720 Country Club 
Court (Clayton P.O.), St. Louis, 
Mo. (9) 

JAQUA, CHESTER A., Pres., The Jaqua 
Co., 101-111 Garden St. S.E., Grand 
Rapids, Mich. (A) 

JARVIS, ALBERT, Acct. Exec., James 
Fisher Co., Ltd., 204 Richmond St. 
W., Toronto, Ont., Can. (14) 

*JaASPER, S. H., District Megr., The 
Penton Publishing Co., 1800 Kop- 
pers Bldg., Pittsburgh. (8) 

JEFFRIES, JOHN J., Exec. Vice-Pres., 
Swindell Bros., Inc., Bayard & Rus- 
sell Sts., Baltimore, Md. (23) 

JENKINS, Don E., Adv. Megr., Light- 
ing Div., Westinghouse Elec. & 
Mfg. Co., 1216 W. 58th St., Cleve- 
land. (4) 

JENKINS, RopertT M., Acct. Exec., 
Smith, Taylor & Jenkins, Inc., 223 
Fourth Ave., Pittsburgh. (8) 

JENKINS, WILLIAM, William Jenkins 
Advertising, 220 S. 16th St., Phila- 
delphia. (7) 

*JENNINGS, A. E., Mer., Roads & 
Bridges and Water & Sewage, 341 
Church St., Toronto, Ont., Can. (14) 

*JENNINGS, W. P., Salesman, Central 
Ohio Paper Co., 1365 E. 12th St. 
Cleveland. (4) 

JEWELL, E. O., Cummins Engine Co., 
Columbus, Ind. (15) 

JEWELL, JAMES M., U. S. Navy. (Ad- 
dress not available.) (15) 

JOHNS, FRANKLIN A., Adv. & Sales 
Pro. Mgr., Federal Motor Truck Co., 
5780 Federal Ave., Detroit. (12) 


JOHNSON, ASHMORE C., Vice-Pres., 
Downington Iron Works, Inc., Wal- 
lace Ave., Downington, Pa. (7) 


JOHNSON, DELBERT, Writer, Sheldon, 
Morse, Hutchins & Easton, 420 
Lexington Ave., New York. (6) 

JOHNSON, E.uiotr G., Adv. Mgr. 
Homestead Valve Mfg. Co., P. 0. 
Box 348, Coraopolis, Pa. (8) 

*JOHNSON, FRANKLIN H., Vice-Pres., 
McGraw-Hill Publ. Co., Inc., 16 5 
Broad St., Philadelphia. (7) 


JOHNSON, Grover J., Grover J. John- 
son Adv. Agency, 9th Floor, ! idel- 
ity Bldg., Cleveland. (4) 

JoHNSON, H. M., Adv. Megr., National 
Lock Co., 1902 Seventh Ave., ck- 
ford, Ill. (21) 

*JOHNSON, P. O. E., West. gr, 
Southern Power & Industry, 1° 3 %:- 
Michigan Ave., Chicago. (2) 
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( rro 
e { 
‘iphia 
Xe INDUSTRIAL MARKETING COMPETITION 
r Club 
Louis, 
Jaqua 
Grand . 
| VHE Award to Modern Packaging maga- 
James 
nd St. zine in the 1942 Industrial Marketing 
lan Competition for editorial excellence among 
-Pres. business papers serves to re-emphasize the 
< Rus- 
, leadership this magazine gives to the pack- 
Aght- 
ec. & - . d ’ es d i 
Cleve- aging industries in peace and war. 
Exee., This Award was won in competition with 
‘ business papers in all fields—a gratifying 
enkins 
ah fact, but less important than Modern Pack- 
ids & . + . . - 
e, 341 aging’s standing in its own field. In packag- 
1. (14) 
‘entral ing there is no competition. Modern Pack- 
th St., 
. aging is the only ABC packaging paper and 
ie COo., 
: The article which won this Award—as the best the outstanding authority on all phases of the 
(Ad- single article in any business paper —is called 
Sales “Plight of Paper.” It is typical of Modern Pack- subject. Its readers are consistent (renewal 
ck Co., aging’s foresighted editorial content. It con- ; ‘ 
12) tributed much to the withdrawing of any restric- percentage is 71.41) and executive. They 
.Pres., : ° . 
, Wal- tion, real or imaginary, on the use of paper represent control of 95% of packaging’s $4- 
) packages. A free copy will be sent to any firm 
neldon, desiring it. billion-plus market. 
. Z\ 
(oH) 
Mgr., 
P. O. 
: Pres., 
Tohn- R ° 
ik PACKAGING Meagaze 
ational E M 0) D E R N New York, N. ¥ 
a bt 122 East 42nd Street 
N. 
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NIAA Membership Roster 





* JOHNSTON, ALBERT S., Johnston Let- 
ter Co., 473 Broad St., Newark, 
N. J. (11) 

* JOHNSTON, CARL T., Owner, Johnston 
& Johnston, 1203 Western Ave., 
Pittsburgh. (8) 

*JOHNSTON, FRED G., Publisher, Con- 
struction Digest, 215 E. New York 
St., Indianapolis. (15) 

‘JOHNSTON, Ropert H., Asst. Genl. 
Mgr., American Exporter, 386 
Fourth Ave., New York. (6) 

JOHNSTON, Wm. C., Bailey Meter Co., 
1050 Ivanhoe Rd., Cleveland. (4) 

*Joty, Davin C., Serving in Armed 
Forces. (18) 

JONES, ARTHUR F., Acct. Exec., Mac- 
Laren Advertising Co., Ltd., 372 
Bay St., Toronto. (14) 

Jones, F. D., Adv. Mgr., Dresser Mfg. 
Co., 41 Fisher Ave., Bradford, Pa. 
(A) 

JONES, F. R., Jones & Hawley, 228 
N. La Salle St., Chicago. (2) 

JONES, FRED G., Asst. Adv. Mgr., The 
Creamery Package Mfg. Co., 1243 
W. Washington Blvd., Chicago. (2) 


JONES, RALPH C., Owner, Humbert & 
Jones, 228 E. 45th St., New York. 
(6) 

JONES, RALPH M., Adv. Mgr., Railway 
& Industrial Engineering Co., P. O. 
Box 98, Greensburg, Pa. (8) 


*JupGeE, JACK M. (ist LigevutT.), U. S. 
Army, 81st Infantry Div., Camp 
Rucker, Ala. (8) 

Jump, JAMES E., Crocker - Wheeler 
Elec. Mfg. Co., Ampere, N. J. (11) 

JUNE, RoBERT, June & Co., 1603 Long- 
fellow Ave., Detroit. (12) 

JUNKIN, M. P., Adv. Mgr., National 
Metal Edge Box Co., 340 No. 12th 
St., Philadelphia. (7) 

JURASCHEK, FRANCIS, Mgr. Market 
Research Bureau, Carnegie-I]linois 
Steel Corp., Carnegie Bldg., Pitts- 
burgh. (8) 


KAIseR, A. J., East. Rep., Mill & 
Factory, 205 E. 42nd St., New 
York. (1) 

KAIserR, J. M., Adv. & Sales Mer., 
Art-Crafts Engraving Company, 
704 Sycamore St., Cincinnati. (3) 

KALBFuUs, C. W., Adv. Mgr., Elliott 
Co., Jeannette, Pa. (8) 

KAMMANN, FREDERIC, Vice-Pres., Ful- 
ler & Smith & Ross, Inc., 1501 
Euclid Ave., Cleveland. (4) 

KANE, GEORGE L., Acct. Exec., How- 
ard H. Monk @& Assoc., Brown 
Bldg., Rockford, Ill. (21) 

Katz, H. N., Secy.-Treas., Capitol 
Mfg. & Supply Co., 153 W. Fulton 
St., Columbus, O. (25) 

KATZ, JOSEPH, Pres., Joseph Katz Co., 
16 E. Mt. Vernon PIl., Baltimore, 
Md. (23) 

KAUFMAN, HERBERT, Adv. Mer., Gen- 
eral Printing Ink Corp., 100 Sixth 
Ave., New York. (6) 

KAULL, KENNETH STEVENS, East. 
Mer., Putman Publ. Co., 11 W. 
42nd St., New York. (6) 

Kay, Devpert, Adv. Mgr., Nordberg 
Mfg. Co., 3073 S. Chase, Milwaukee. 
(5) 
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KEARNEY, JAMES R., JR., Pres., James 
R. Kearney Corp., 4224 Clayton 
Ave., St. Louis. (9) 

*KEARNEY, M. S., Reinhold Publ. Co., 
1133 Leader Bldg., Cleveland. (4) 


KEENE, Harry A., Asst. Sales Megr., 
Grinnell Company, Inc., 260 W. Ex- 
change St., Providence, R. I. (1) 


KEIGHTLEY, B. W., Adv. Dir., Cana- 
dian Industries, Ltd., 1135 Beaver 
Hall Hill, Montreal, Que., Can. 
(17) 

*KEITH, GoRDON C., Keith Publ. Co., 
73 Richmond St., Toronto 2, Ont., 
Can. (14) 

KELLENBERGER, K. E., Adv. Mgr., 
Union Switch & Signal Company, 
1789-1807 Braddock Ave., Swissvale, 
Pa. (8) 

KELLER, A. Etroy, Adv. Mgr., Car- 
penter Steel Co., Reading, Pa. (7) 

Keer, S. T., Adv. Mgr., The Park- 
ersburg Rig & Reel Co., Parkers- 
burg, W. Va. (A) 

KELLEY, D. W., Div. Adv. Mgr., Cana- 
dian Industries, Ltd., New Birks 
Bldg., Montreal, Que., Can. (17) 


KELLEY, ROLAND P., Adv. Mgr., The 
Timken Roller Bearing Co., Can- 
ton, O. (4) 

*KELLY, JAMES D., Bus. Mgr., Jron & 
Steel Engineer, 1010 Empire Bldg., 
Pittsburgh. (8) 

KELLY, JOHN F., Asst. Adv. Megr., 
Link-Belt Company, 307 N. Michi- 
gan Ave., Chicago. (2) 

KEMNITZ, GRANT, Line Material Co., 
800 N. Eighth St., South Milwau- 
kee. (5) 

KENNEDY, EDMUND D., Adv. Mer., 
Copperweld Steel Company, Glass- 
port, Pa. (8) 

KENNEDY, Mrs. FRANcis P., Asst. 
to Pres., The Gathmann Engineer- 
ing Co., Hilltop & Frederick Rds., 
Catonsville, Baltimore. (23) 

*KENNEDY, HuGH, Financial Post, 
Dominion Square Bldg., Montreal, 
Que., Can. (17) 

*KENNEDY, W. E., Mer., American 
Machinist and Product Engineer- 
ing, 330 W. 42nd St., New York. 
(6) 

KENNEDY, W. J., Kennedy & Co., 43 
E. Ohio St., Chicago. (2) 

*KENNEY, J. F., Vice-Pres., Com- 
pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 

KENYON, Howarp K., Dir. of Person- 
nel, Superior Coach Corp., Lima, 
O. (A) 

*“KEPPELMAN, JOHN A., Fortune, 9 
Rockefeller Plaza, New York. (11) 

Ker, S. P., Jr., Meek & Thomas, Inc., 
724 Wick Ave., Youngstown, O. 
(10) 

KERN, RUSSELL B., Adv. Dept., Link- 
Belt Co., 307 N. Michigan Ave., 
Chicago. (2) 

KERNAHAN, W. C., Adv. Dept., Gulf 
Oil Corp., Gulf Bldg., Pittsburgh. 
(8) 

KERNS, FRANK C., Lubricating Rep., 
The Texas Co., 135 E. 42nd St., 
New York. (6) 

*Kerr, Roy L., Editor & Mer., Dizie 
Contractor, 208 Red Rock Bldg., 
Atlanta, Ga. (A) 

*KERSHAW, JOHN A., Eastern Megr., 
Technical Publ. Co., 860 Graybar 
Bldg., New York. (6) 


KEYLER, Fay, Vice-Pres., O. S. Tyson 
and Company, Inc., 230 Park Ave. 
New York. (11) 

*KIEFER, D. C., Cent. West. R: 
Steel, Penton Bldg., Cleveland. 

KIGHT, W. H., Kight Advertising 
60 E. Broad St., Columbus, O. (: 

*KING, ARTHUR F., Pres., King Pul 
lications, 503 Market St., San Frin- 
cisco. (18) 

KiNG, H. FIELD, Wm. B. Remingto 
Inc., 196 Worthington St., Sprin 
field, Mass. (20) 

*KING, MOosEs, Dist. 
Dodge Corp., 321 
Cleveland. (4) 

KING, RICHARD E., Adv. Mgr., Crystal 
Tissue Co., Middletown, O. (3) 

KING, S. BOWLEs, Asst. Secy., Under- 
writers’ Laboratories, Inc., 207 E. 
Ohio St., Chicago. (2) 

*KINNEAR, A. J., Salesman, Central 
Ohio Paper Co., 600 Second Ave., 
Pittsburgh. (8) 

KIRCHNER, C. N., Sales Pro. Mgr., In- 
dependent Pneumatic Tool Co., 600 
W. Jackson Blvd., Chicago. (2) 


*KIRKPATRICK, F. O., Motor Age, 360 
N. Michigan Ave., Chicago. (2) 


Kiss, S. FRANK, Adv. Mgr., Belden 
Mfg. Co., 4647 W. Van Buren St., 
Chicago. (2) 

KISTENMACHER, CHARLES F., Adv. 
Dept., James R. Kearney Corp., 
4224 Clayton Ave., St. Louis. (9) 

KJELLSTROM, J. M., Adv. Mgr., Sund- 
strand Machine Tool Co., 2531 11th 
St., Rockford, Ill. (21) 

*KLINE, HOMER B., Vice-Pres., The 
Eddy Press Corp., 7525 Kensington 
St., Pittsburgh. (8) 

KLITTEN, MARTIN R., Acct. Exec., 
Shaw Company, 816 W. Fifth St., 
Los Angeles. (19) 

K.LotH, Harotp W., Adv. Megr., Diehl 
Mfg. Co., 80 Trumbull St., Eliza- 
bethport, N. J. (11) 

KNABB, JACK, Jack Knabb Advertis- 
ing Co., Hiram Sibley Bldg., Roch- 
ester, N. Y. (24) 

KNApP, ARCHIE H., Acct. Exec., Fuller 
& Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 

*KNISELY, STANLEY A., Exec. Vice- 
Pres., Associated Business Papers, 
Inc., 369 Lexington Ave., New 
York. (6) 

KNowLEs, D. D., Adv. Mgr., Diamond 
Iron Works, Inc., 1728 Second St., 
Minneapolis. (22) 

KNOWLTON, Don, Hill & Knowlton, 
1454 Guildhall Bldg., Cleveland. 
(4) 

Kospse, PHILIP, Rm. 1729, 30 Rocke- 
feller Plaza, New York. (6) 

*Kocu, FREDERICK C., Vice-Pres., 5im- 
mons-Boardman Publ. Corp., 30 
Church St., New York. (6) 

*Kocu, JOHN H., Rep., McGraw Hill 
Publ. Co., Inc., 1510 Hanna Bildg., 
Cleveland. (8) 

Kocu, Ropert L., Adv. Mgr., The Va- 
por Recovery Systems Co., 2820 N. 
Alameda St., Compton, Calif. (19) 

KOEHLER, ARTHUR, Asst. Sales )gT. 
Frank Adam Electric Co., Drawet 
357, St. Louis. (9) 

KOELLISCH, J. F., Acct. Exec., |ee 
Stockman, Inc., 30 Vesey St.. \eW¥ 
York. (11) 


Koun, A. J., Pres., Schauer Ma: ine 


Mgr., F. W. 
Hanna Bldg., 
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NIAA Membership Roster 
Co., 2060 Reading Road, Cincinnati. 
(3) 

Komstuorr, R. S., U. S. Army. (Ad- 
dress not available. (6) 

*KOPFMANN, Rupotr R., Associated 
Business Papers, Inc., 369 Lexing- 
ton Ave., New York. (6) 

KortTKamp, W. R., Sales Pro. Mgr., 
Dill & Collins Co., Inc., Public Led- 
ger Bidg., Philadelphia. (7) 

KovARIK, F., Adv. Mer., Gits Bros. 
Mfg. Co., 1846 S. Kolbourn Ave., 
Chicago. (2) 

KREIE, RUSSELL D., Adv. Mgr., Mag- 
nus Chemical Co., Inc., South Ave., 
Garwood, N. J. (11) 

*Kress, Jutius C., Pres., McGraw- 
Phillips, Inc., 318 W. 39th St., New 
York. (6) 

*KREUTZBERG, EmMIL W., The Penton 
Publishing Co., 110 E. 42nd St., 
New York. (20) 

*KRIEGER, J. GoRDON, The Hennegan 
Co., 311 Genesee Ave., Cincinnati. 
(3) 

KROHNE, JAMES N., Dir. of Adv. & 
Pub. Rel., Cardox Corp., 307 N. 
Michigan Ave., Chicago. (2) 

KROMNACKER, E. E., St. Louis Mgr., 
Arthur R. Mogge, Inc., 1626 Arcade 
Bldg., St. Louis. (9) 

KRONENBERG, JOHN L., S. D. Warren 
Co., 2 Park Ave., New York. (6) 

KRUSE, EARL H., Acct. Exec., Howard 
Monk & Asso., Brown Bldg., S. 
Main St., Rockford, Ill. (21) 

KUESTER, JAMES G., J. G. Kuester and 
Associates, 106 E. Market St., York, 
Pa. (7) 

*KUHNS, WILLIAM R., Editor, Bank- 
ing, 22 E. 40th St., New York. (6) 

KUNKEL, JOHN H., Dir. of Pub. Rel. 
& Adv., The Fluor Corp., Ltd., Box 
7030, E. L. A. Sta., Los Angeles. 
(19) 


L 


LACKENS, Freperic I., Adv. Mer., The 
Hays Corp., Michigan City, Ind. (2) 

LA CRoIx, FREpERIC W., Industrial 
Advertising Counsel, 2719 N. Far- 
well Ave., Milwaukee. (A) 

*LAFFERTY, C. S., Sales Mer., Beacon 
Paper Co., 1000 Clark Ave., St. 
Louis. (9) 

*LaFFEY, A. W. B., Asst. Publisher, 
Putman Publ. Co., 737 N. Michigan 
Ave., Chicago. (2) 

*LAILE, Ferp A., Secy., Newark Print- 
ing Co., 23 Orange St., Newark, N. 
J. (11) 

LAING, Epwarp, Eastern Sales Pro. 
Mgr., Westinghouse Elec. & Mfg. 
Co., 40 Wall St., New York. (6) 

LAJOIE, ALBERT G. Dominion Engi- 
neering Co., Ltd., First Ave., La- 
chine, Que., Can. (17) 

*LANCE, D. C., Adv. Salesman, Gulf 
Publ. Co., 250 Park Ave., New 
York. (6) 

LANG, G. MILLARD, Adv. Dept., Na- 
tional Vulcanized Fibre Co., Mary- 
land Ave. & Beech St., Wilmington, 
Del. (A) 

*LANGDON, PALMER H., 
Armed Forces. (6) 
*LANGER, RupDOLPH A., Secy. & Adv. 
Mer., American Metal Market, 18 

Cliff St.,. New York. (6) 


serving in 
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*LANGLEY, KENNETH J., East. Adv. 
Rep., The Oil and Gas Journal, 415 
Lexington Ave., New York. (6) 

*LAPHAM, CLAUDE R., Printing Plate 
Craftsmen, 725 S. Bierman St., 
York, Pa. (16) 

LARSEN, HAROLD, Publicity, The Inter- 
national Nickel Co., Inc., 67 Wall 
St., New York. (6) 

*LaRSON, C. A., Owner, C. A. Larson 
Publishers’ Rep., 254 W. 3i1st St., 
New York. (6) 

LARSON, CARL H., Warner & Swasey 
Co., 5701 Carnegie Ave., Cleveland. 
(4) 

*LASK, FREDERICK, Adv. Mgr., Amer. 
Society of Mechanical Engineers, 29 
W. 39th St., New York. (6) 

*Lasky, Jacos §S., Partner-Sales, 
Lasky Co., 220 Elizabeth Ave., 
Newark, N. J. (11) 

*LATHROP, J. M., Advertising Man- 
ager, The Foundry, 1213 W. Third 
St., Cleveland. (12) 

*“LAVERNE, ALBERT DE, LaVerne 
Printing Co., 407 E. Pico St., Los 
Angeles. (19) 

*LAWALL, FREDERICK C., Vice-Pres., 
Typographic Service, Inc., 914 Wal- 
nut St., Philadelphia. (7) 

*LAWSON, CLIFFORD, serving in Armed 
Forces. (10) 

LAWSON, Epwarp S., Adv. Mgr., The 
Foxboro Company, Neponset Ave., 
Foxboro, Mass. (1) 

LEASON, EDWIN E., serving in Armed 
Forces. (1) 

LEAVENWORTH, RALPH, Vice-Pres., 
Fuller & Smith & Ross, Inc., 1501 
Euclid Ave., Cleveland. (4) 

*“LEDERLE, FRANK A., West. Mer., 
Haire Publ. Co., 1411 Merchandise 
Mart, Chicago. (2) 

LepwiTH, A. B., Jr., Union Switch & 
Signal Company, 1789-1807 Brad- 
dock Ave., Swissvale, Pa. (8) 

LEECH, WILLOUGHBY S., Vice-Pres., G. 
M. Basford Co., 422 Leader Bldg., 
Cleveland. (4) 

*LEHLEITNER, G. J., Vice-Pres., Com- 
mercial Letter, Inc., 1209 Washing- 
ton Ave., St. Louis. (9) 

LEHMANN, ALAN D., Acct. Rep., Bat- 
ten, Barton, Durstine & Osborn, 
Inc., 1515 Terminal Tower Bldg., 
Cleveland. (4) 

Lerpy, Arcus, Adv. & Sales Pro. Mgr., 
Globe Hoist Co., 1000 E. Mermaid 
Lane, Philadelphia. (7) 

LENHARD, A. E., Adv. Mgr., The 
American Foundry Equipment Co., 
7 S. Byrkit St., Mishawaka, Ind. 
(A) 

*LENNOX, CHARLES G., Electrotype & 
Engraving Co., 170 N. Water St., 
Rochester, N. Y. (24) 

*LEONARD, H. E., Asst. Adv. Megr., 
The Iron Age, 100 E. 42nd St., New 
York. (11) 

*LERMER, CARL E., Sales Pro. Megr., 
The Union Paper & Twine Co., 116 
St. Clair Ave., N.W., Cleveland. (4) 

*LESHER, IRVING, JR., Rep., Tool En- 
gineer, 100 N. La Salle St., Chicago. 
21) 

LEwIs, ADDISON, Prop., Addison Lewis 
& Associates, 1414 Foshay Tower, 
Minneapolis. (22) 

Lewis, ARTHUR F., Adv. Mgr., Sim- 
plex Wire & Cable Co., 79 Sidney 
St., Cambridge, Mass. (1) 

*Lewis, Howarp, Rep., The Alling & 
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Cory Co., Pittsburgh Rd., Polan1, 
O. (10) 

*LEwIs, PErRcE, District Megr., The 
Iron Age, 7310 Woodward Ave., 
Detroit. (12) 

LiIcGeTT, CARR, Pres., Carr Liggett, 
Advertising Agency, 512 NBC 
Bldg., Cleveland. (4) 

LINDBERG, W. H., Adv. Megr., Earle 
M. Jorgensen Steel Co., 10510 S. 
Alameda St., Los Angeles. (19) 

LINDHOLM, A. W., JR., U. S. Naval 
Air Station, Squantum, Mass. (1) 

LINDHOLM, CLIFFORD F., Pres., Fal- 
strom Company, Main Ave. & D.L. 
& W.R.R., Passaic, N. J. (11) 

LINDLEY, T. J., International Nickel 
Co., 67 Wall St., New York. (11) 

*LINDQUIST, ALBERT E., Vice-Pres., 
Robbins Publ. Co., Inc., 9 E. 38th 
St., New York. (6) 

LINDsEY, W. D., Vice-Pres., Oswald 
Advertising Agency, Inc., 1600 Arch 
St., Philadelphia. (7) 

LINNE, Pup, Sales Pro. 
Owens-Corning Fiberglas 
Nicholas Bldg., Toledo. (13) 

*LINTON, Morris, Sales Mgr., Direct 
Mail Service, 800 Penn Ave., Pitts- 
burgh. (8) 

*LIPPOLD, CHARLES R., Dist. Mer., 
Electrical World, 1510 Hanna Bldg., 
Cleveland. (8) 

*LITTLE, T. B., Eastern Megr., Steel 
Publications, Inc., 509 Fifth Ave., 
New York. (6) 

LLEWELLYN, Ross, Pres., Ross Llewel- 
lyn, Inc., 176 W. Adams St., Chi- 
cago. (2) 

Lioyp, Rosert L., The International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

LoperGc, Harry J., Asst. Prof., Cornell 
University College of Engineering, 
Ithaca, N. Y. (A) 

Lockwoop, WALLACE W., Adv. Mgr., 
Taylor Instrument Companies, 95 
Ames St., Rochester, N. Y. (24) 

LOEFFLER, F. E., Genl. Pub. Dept., 
Union Carbide & Carbon Corp., 30 
E. 42nd St., New York. (6) 

LocaN, W. Hume, Jr., Adv. Mgr., 
Logan Co., 1115 Franklin St., Louis- 
ville, Ky. (A) 

LONDON, NATHAN, Treas., United 
Service Advertisers, 972 Broad St., 
Newark, N. J. (11) 

LONERGAN, GEORGE P., Sales Pro. 
Mer., The Bristol Company, Water- 
bury, Conn. (20) 

Loomis, A. W., Div. Adv. Mgr., Inger- 
—_ Co., Phillipsburg, N 

1 

Loupon, H. A., Adv. Mer., Blanchard 
Machine Co., Cambridge, Mass. (1) 

Loutz, RocEer V., 81 Glover St., San 
Francisco. (18) 

Love, L. C., Ebco Mfg. Co., 401 W- 
Town St., Columbus, O. (25) 

*Love, W. L., Pres., The Petroleum 
Engineer, Seventh Floor, Allen 
Bldg., Dallas, Tex. (A) 

LovEKIN, R. E., Pres., R. E. Lovekin 
Corporation, 200 N. 15th St., Ph 'a- 
delphia, Pa. (7) 

*Lowe, H. Burton, Reinhold Publ. 
Corp., 330 W. 42nd St., New York. 
(6) 

LowTHER, WM. BENTON, Acct. E> 
Badger & Browning & Hersey, 

30 Rockefeller Plaza, New \ 
(6) _ 
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ME LOG WINS AN AWARD FOR 


Editorial Achievement in "Industrial 
Marketing's'’ Annual Competition 





This Time the First Award! 





The LOG serves the Pacific Coast shipbuilding and ship- 
ping industry, and is a leader in its field. Its editorial 
policy is constructive and vigorous, and its influence 
nation wide. Second only to furthering the war effort is 
the establishment of a permanent maritime industry in 
the postwar period. It is distinctive in format and con- 
ent, nothing quite like The LOG being found anywhere 
lse in industrial and technical journal circles, while its 
nusual presentation of editorial features has produced a 
‘ide-spread audience, as its ABC circulation testifies. 
here is no better advertising medium in the marine 
isiness. 


"™* _OG, 121 Second St., San Francisco, Cal. 


—_—__ 
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NIAA Membership Roster 


Luck, CHARLES A., Asst. to Pres., 
Peerless Cement Corp., Free Press 
Bldg., Detroit. (12) 

*LUESSEN, HENRY, Salesman, 
Methodist Publishing House, 
Plum St., Cincinnati. (3) 

Luna, E. F., Adv. Mgr., Anaconda 
Wire & Cable Co., 25 Broadway, 
New York. (6) 

LUND, MALCOLM, Howard Swink Ad- 
vertising Agency, Marion, O. (25) 
LuND, R. G., Asst. Adv. Mgr., The 
Austin-Western Road Machinery 
Co., 601 Farnsworth Ave., Aurora, 

Ill. (2) 

LUPTON, JOHN M., Adv. Mgr., Acheson 
Colloids Corp., Port Huron, Mich. 
(A) 

LYDIARD, KEITH B., Acct. Exec., Alan 
Bridgman Sanger, 60 E. 42nd St., 
New York. (6) 

*Lypic, Forrest C., Sales Pro. Dept., 
The Alling & Cory Co., Box 1407, 
Pittsburgh. (8) 

LYMAN, F. A., U. S. Army, Officers 
Training School, Army Air Force, 
Miami Beach, Fla. (4) 

LYMAN, Rocer T., Adv. Mgr., The 
Torrington Mfg. Co., Franklin St., 
Torrington, Conn. (20) 

LYNN, H. Kay, Adv. Mgr., Locke In- 
sulator Co., Charles & Cromwell 
Sts., Baltimore, Md. (23) 

LYONS, WALTER F., serving in Armed 
Forces (1) 

Lysons, HILTON M., Adv. Mer., Pa- 
cific Car & Foundry Co., Renton, 
Wash. (A) 


The 
420 


M 


MACALISTER, RoBerT N., Adv. Megr., 
Robert W. Hunt Company, 175 W. 
Jackson Blvd., Chicago. (2) 

*MacGILcuRisT, R. S., Reliance En- 
gravers, Ltd., 104 Bond St., Toronto, 
Ont., Can. (14) 


MAcK, Don, Adv. Mgr., Weber Show- 
case & Fixture Co., 5700 Avalon 
Blvd., Los Angeles. (19) 

MACK, RosBert S., Adv. Dept., La Salle 
Steel Company, P.O. Box 6800A, 
Chicago. (2) 

MACKAY, GLEN, 


MacLean Publ. Co., 


Ltd., Tech. Publ. Div., 640 Domin- 
ion Square Bldg., Montreal, Que., 
Can. (17) 

MACKENzIgE, E. J., Asst. Adv. Mer., 


Simplex Wire & Cable Co., 79 Sid- 
ney St., Cambridge, Mass. (1) 

MacLeop, Myron, (Capt.) U. S. 
Army, 126th Observation Squadron, 
Fort Dix, N. J. (6) 

Macy, Puiuipe J., Pub. Dir., 
Advertising Agency, Inc., 444 
ison Ave., New York. (11) 

MAEscHER, A., Prod. Mer., Ridgway 
Co., Inc., 1901 Locust St., St. Louis. 
(9) 

MAGEE, Epw. C., Salesman, Frank 
D. Jacobs Co., 9th & Sansom Sts., 
Philadelphia. (7) 

MAGERS, KENNETH C., Pub. Mer., 
The Cincinnati Gas & Electric Co., 
4th & Main Sts., Cincinnati. (3) 

MAHONEY, A. D., Jeffrey Mfg. Co., E. 
First St., Columbus, O. (25) 


Federal 
Mad- 


MALLERY, C. H., Adv. Mer., Shuron 
Optical Co., Inc., Geneva, N. Y. 
(24) 
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MALONE, LAWRENCE G., Acct. Exec., 
G. M. Basford Co., 60 E. 42nd St., 
New York. (6) 

MALVEY, Epwarp J., Chase Brass & 
Copper Co., Waterbury, Conn. (20) 

MANpT, O. G., Genl. Mgr., The Jae- 
ger Machine Co., 520 Dublin, Co- 
lumbus, O. (A) 

*MANN, Kart M., Pres. & Adv. Dir., 
Case-Shepperd-Mann Publ. Corp., 
24 W. 40th St., New York. (6) 

MANN, WENTWORTH W., The Mc- 
Carty Co., 1206 Maple Ave., Los 
Angeles. (19) 

MANNION, EUGENE A., Pres., Eugene 
A. Mannion, 333 N. Michigan Ave., 
Chicago. (2) 

MANY, WILLIAM G., Sales Pro. Mgr., 
Cornell-Dublier Corp., South Plain- 
field, N. J. (11) 

MANYPENNY (Miss) HELENE, Adv. 
Mer., The Patterson Foundry & Ma- 
chine Co., East Liverpool, O. (10) 

Mapte, F. J., Adv. Mgr., John A. 
Roebling’s Sons Co., 640 S. Broad 
St., Trenton, N. J. (6) 

MARKHAM, G. E., Adv. Mgr., Hamil- 
ton Mfg. Co., Two Rivers, Wis. (5) 

*MARKT, Howarp, Dist. Rep., The Oil 
and Gas Journal, 802 Leader Bldg., 
Cleveland. (4) 

Markuson, G. A., Sales Mgr., John S. 
Barnes Corp., Rockford, Ill. (21) 
MaRLow, MERLE D., Adv. Mgr., The 
McMurtry Mfg. Co., Box 359, Den- 

ver, Colo. (A) 

*MAROLDI, ARTHUR, N. J. Rep., Horan 
Engraving Co., 44 Conimerce St., 
Newark, N. J. (11) 

*“MARSCHER, JOHN C., 
ufacturers’ Journal, 


Philadelphia. (7) 


*MARSHALL, ANTHONY W., Acct. 
Exec., Bryant Press, Inc., 52 E. 19th 
St., New York. (6) 


MARSHALL, HAROLD F., (CaApT.) U. S. 


Publ., Man- 
1214 Arch St., 


Army, Spec. Services Branch 
School, Fort George Meade, Md. 
(7) 


MARSHALL, JOHN A., Adv. Mgr., Wol- 
verine Tube Company, 1411 Central 
Ave., Detroit. (12) 

MARSTELLER, Wo. A., 


Adv. & Sales 


Pro. Mgr., The Edward Valve & 
Mfe. Co., Inc., East Chicago, Ind. 
(2) 

MarTIN, A. B., McGraw-Hill Publ. 
Co., Inc., 520 N. Michigan Ave., 
Chicago. (2) 

MARTIN, Deac, Mgr., Unique Serv- 
ices, 649 Union Commerce Bldg., 
Cleveland. (4) 

MARTIN, H. L., Adv. Megr., Diamond 
Chain & Mfg. Co., 433 Kentucky 


Ave.. Indianapolis. (15) 

MARTINDALE, E. H., Pres., Martindale 
Electric Co., 1375 Hird Ave., (Lake- 
wood) Cleveland. (4) 

Martz, L. S., Dir. Tech. Pub., Micro- 
matie Hone Corp., 1345 E. Milwau- 
kee, Detroit. (12) 

MARVIN, THEODORE, Adv. Mer., Her- 
cules Powder Co., Delaware Trust 
Bldg., Wilmington, Del. (7) 

MASON, EDGAR D., Vice-Pres., 
P. Hill Co., Inc., 233 Oliver 
Pittsburgh. (8) 

MASON, WALTER R., The Bohnett Co., 
Third & Vine Sts., Cincinnati. (3) 

Masson, Don, Tech. Editor, Bakelite 
Corporation, 30 E. 42nd St., New 
York. (6) 


Albert 
Ave., 





*MastT, B. P., Vice-Pres., Conover: 
Mast Corp., 333 N. Michigan Ave., 
Chicago. (2) 


MATHEWS, GEORGE F., Adv. Mgr., Th 
Lunkenheimer Co., P. O. Box 360, 
Annex Station, Cincinnati. (3) 


MaTnuy, E. L., First Vice-Pres., Victor 
Equipment Company, 844-50 Fol- 
som St., San Francisco. (18) 


*May, JOHN S., (LiEutT.) U. S. Army, 
191st Tank Bn., Fort Meade, Md. 
(4) 


MAYER, EDWIN C., Vice-Pres., Rickard 
& Co., Inc., 330 W. 42nd St., New 
York. (6) 

Mayon, H., Sales Pro. Mgr., Amer- 
ican Screw Co., 21 Stevens St., 
Providence, R. I. (1) 

MCALISTER, LORNE, Adv. Dept., Mar- 
tin-Senour Co., Ltd., 6833 De 
D’Epee Ave., Montreal, Que., Can. 
(17) 

*McCARDLE, KENNETH J., Mng. Edi- 
tor, Canadian Business Magazine, 
300 St. Sacrament St., Montreal, 
Que., Can. (17) 

McBeE, Avery, Dir. Pub. Rel., Glenn 
L. Martin Co., Middle River, Balti- 
more Co., Md. (23) 

McCALLISTER, R. J., Acct. Enxec., 
Wearstler Advertising, Inc., 702 
Realty Bldg., Youngstown, O. (10) 


*McCANN, HIRAM, Mng._ Editor, 
Indus. Magazines Div., Consoli- 
dated Press, Ltd., 73 Richmond St., 
W., Toronto, Ont., Can. (14) 


*McCarTHY, Epwarp J., B. L. Smith 
Publ. Co., 122 Richmond St. W.., 
Toronto, Ont., Can. (14) 

McCARTHY, JOHN PP., Vice-Pres., 
Hutchins Advertising Co., Inc., 42 
East Ave., Rochester, N. Y. (24) 


McCLuRE, VINTON H., Pres., W. S. 
Hill Co., 323 Fourth Ave., Pitts- 
burgh. (8) 

McCOoNNELL, J. R., Vice-Pres., Adv. & 
Sales Pro., American Air Filter Co., 
Inc., 215 Central Ave., Louisville, 
Ky. (A) 

*McCorp, W. I., Treas., George B. 
Biggs, Inc., 427 Bloomfield St., 
Montclair, N. J. (11) 

McCormick, R. H., Adv. Mgr., Vas- 
coloy-Ramet Corp., 2200 Sheridan 
Rd., North Chicago, Ill. (2) 

McCrRIMMON, DONALD, Pub. Megr., C. 
A. Dunham Co., Ltd., 1523 Daven- 
port Road, Toronto, Ont., Can. (14) 

McCroskey, D. W., Sales Dept., I. T. 
E. Circuit Breaker Co., 501 N. 19th 
St., Philadelphia. (7) 

McCu..oucn, J. S., Adv. Mgr., Yale 
& Towne Mfg. Co., 4530 Tacony 5t., 
Philadelphia. (7) 

McDavip, T. O., Commercial Credit 
Co., First National Bank Bldg., 
Baltimore, Md. (23) 

‘McDermott, L., Kaufmann & Fabry 
Co., 425 S. Wabash Ave., Chicago 
(2) 

McDevitt, H. J., Genl. Sales Mz 
Martin-Perry Corp., York, Pa. (!°) 

McDONALD, DONALD T., Mgr. Sales 
Pro. & Pub., Crocker-Wheeler f 
Mfg. Co., Ampere, N. J. (6) 


McDonatp, H. E., Adv. Mgr., Ja! 
H. Matthews & Co., 3942 Forbes 
Pittsburgh. (8) 

McDoNnALD, JosepnH N., Mer., A 
Dept., Anaconda Copper Mi! 
Co., 25 Broadway, New York. (‘ 
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Gut! 


A monthly trade magazine to 





serve the West's ferrous and 
non-ferrous metal industries 
... producers, distributors, 


fabricators and consumers... 

Day of the West in metals is here! Rapid wartime growth 
of manufacturing, with huge population upsurge, point a 
glowing future for metal industries west of the Rockies. 
To serve these growing industries, a new trade maga- 
zine, Western Metals, starts publication with January. It 
will be edited for a western audience of those who produce 
and distribute metals and those who produce and distribute 
machines and merchandise made of metals. 





As an intelligent, constructive editorial voice, Western 
Metals will report news of achievements, technical develop- 
ments and people in the metal industries .. . will help find 
markets to employ western production when the War is won 
. .. will gather information to offset competition of substitutes 


Western Metals’ complete coverage will reach 


executives of metals industries in the eleven 


, ‘ ‘ 
western states, Alaska, western Canada, Mexico. resulting from war’s necessity. 





CONSUMERS AND FABRICATORS: 

Airplane and Airplane Parts Manufacturers; Ship- 
yards and other War Producers; Fabricators, plate 
and structural; Foundries, all types; Oil and Gas 
Companies; Electric Power and Water Utilities; JANUARY FORMS CLOSE DECEMBER 10 
Metal Goods Manufacturers; Machinery and Ma- 
chine Parts Manufacturers; Oil Field Equipment 
Manufacturers; Forge Shops and Heat Treaters. 


PRODUCERS: 
Both ferrous and non-ferrous. 


SPECIAL “CHARTER PLAN” 
FOR FIRST ISSUE ADVERTISERS 





Get your ad into the first issue ... where exceptional in- 
terest in this new magazine gives you unusual advertising 
value. We have a special plan for “charter advertisers” 
... benefit of low contract rates with cancellation privi- 
lege (and no penalty) if book doesn’t measure up to your 


DISTRIBUTORS: expectations. It’s a “heads you win, tails you can’t lose” 
Warehouse Jobbers, Dealers, etc. proposition, available only to January advertisers. 
ALL OTHERS: 


Metallurgists, Engineering Contractors, Govern- Write us now for details. 


ment Offices, Libraries, Colleges, and Miscellaneous. 
WESTERN BUSINESS PAPERS, INC. 
Competent Editorial Staff headed by 1709 WEST EIGHTH STREET 

DON PARTRIDGE, Editor LOS ANGELES, CALIFORNIA 


'8 years western editor of magazine, STEEL Eighteen years experience in producing successful 


= industrial publications and technical books 











AWE TRADE JOURNAL BY PUBLISHERS OF GAS + BUTANE-PROPANE NEWS» HANDBOOK BUTANE-PROPANE GASES 
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NIAA Membership Roster 


"McDONALD, Roy M., Bus. Mer., 
Western Advertising, 564 Market 
St., San Francisco. (18) 

McDOoONOUGH, CHARLES, Mgr. Adv. & 
Sales Service, Combustion Engi- 
neering Co., Inc., 200 Madison Ave., 
New York. (6) 

McEwEN, W. R., Adv. Mgr., Cherry- 
Burrell Corp., 427 W. Randolph St., 
Chicago. (2) 

MCFARLAND, J. B., Pub. Mgr., U. S. 
Pipe and Foundry Co., Burlington, 
N. J. (7) 

McFEE, WILLIAM E., Manager, Copy 
& Planning Dept., The American 
Rolling Mill Company, Curtis St., 
Middletown, O. (3) 

McGILL, A. R., Acct. Exec., Cockfield, 
Brown & Co., Ltd., Canada Cement 
Bldg., Montreal, Que., Can. (17) 

McGuus, O. J., Adv. Megr., Great 
Northern Railway Co., Fourth & 
Jackson, St. Paul, Minn. (22 

McGraw, A. F., Sales Pro. Mer., 
Tractor Div., Allis-Chalmers Mfg. 
Co., Milwaukee. (5) 

*McGraw, RALPH O., Editor, Indus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

McKamy, W. N., Acct. Exec., Farson 
& Huff, Republic Bldg., Louisville, 
Ky. (A) 

McKEEverR, HaArRotp J., Mgr. Adv. & 
Publications Bureau, Portland Ce- 
ment Assn., 33 W. Grand Ave., Chi- 
cago. (2) 

McKEON, WILLIAM J., Copywriter, 
Johns-Manville Sales Corp., 22 E. 
40th St., New York. (6) 

McKIBBIN, J. M., Mgr. Pro. & Train- 
ing, Westinghouse Elec. & Mfg. Co., 
East Pittsburgh. (8) 

McKINNEY, Harris D., Owner, Harris 
D. McKinney, 12 S. 12th St., Phil- 
adelphia. (7) 

MCKINNEY, NorRMAN E., Electric 
Glass Co., 61 S. York Rd., Hatboro, 
Pa. (7) 

McLAIN, WILLIAM R., Pres., McLain 
Organization, Inc., 12 S. 12th St., 
Philadelphia. (7) 

McLAUGHLIN, W. J., McLaughlin 
Presentations, 32 Elsmar Ave., Fort 
Thomas, Ky. (3) 

MCLEAN, F. A., Publicity Mer., Cana- 
dian Ingersoll-Rand Co., Ltd., New 
Birks Bldg., Phillips Square, Mon- 
treal, Que., Can. (17) 


McLoutH, Louis, Adv. Mer., Sauer- 
man Bros., Inc., 522 S. Clinton St., 
Chicago. (2) 

McMILLAN, M. W., Sales Engineer, 
Baker Raulang Co., 2168 W. 25th 
St., Cleveland. (4) 

*McMurrer, Patrick D., Asst. to 
Secy., American Mining Congress, 
309 Munsey Bldg., Washington, D. 
C. (A) 

McNutt, Georce C., Adv. Mer., R. G. 
LeTourneau, Inc., Peoria, Ill. (A) 
McQuapbe, MALCOLM B., Dill & Collins 
Co., Inc., Public Ledger Bldg., Phil- 

adelphia. (7) 

McCREYNOLDs, L. H., Jeffrey Mfg. Co., 
E. First Ave., Columbus, O. (25) 
McVEIGH, FLoyp, Sales Mgr., Keever 
Starch Co., 538 E. Town St., Co- 

lumbus, O. (25) 

McVoy, Kirk, Alfred Colle Co., 500 

S. Seventh St., Minneapolis. (22) 
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McWape, Cart D., (Capt.) U. S. 
Army, Q. M. Depot, P. O. Box 1507, 
Fort Worth, Tex. (A) 

McWILLIAMS, D. B., Dresser Mfg. Co., 
Ltd., 60 Front St., W., Toronto, 
Ont., Canada. (14) 

*MEANOR, ANSON E., Adv. Rep., Com- 
mercial Car Journal, 360 N. Mich- 
igan Ave., Chicago. (2) 

MECHLING, LLoyp L., Adv. Dir., Whit- 
ney Metal Tool Co., 110 Forbes St., 
Rockford, Ill. (21) 

MEELFELD, PAvuL, Adv. Mgr., The 
Hinde & Dauch Paper Co., Decatur 
St., Sandusky, O. (4) 

MEERMANS, HowarpD J., Pres., Meer- 
mans, Inc., 1924 NBC Bldg., Cleve- 
land. (4) 

*Menr, Josepu, Adv. Rep., Purchas- 
ing, 205 E. 42nd St., New York. 
(6) 

MELLOR, SAMUEL S., Adv. Mgr., Por- 
ter Cable Machine Co., Syracuse, 
N. Y. (24) 

*MELVILLE, Harry H., Asst. to Vice- 
Pres., Simmons-Boardman Publ. 
Corp., 1500 Terminal Tower, Cleve- 
land. (4) 

MENEILLEY, WM. H., Adv. Mgr., Clea- 
ver-Brooks Co., 5100 N. 33rd St., 
Milwaukee. (5) 

*MENKE, Oscar, Menke Printing Co., 
1560 Papin, St. Louis. (9) 

MERCER, CHARLES, National Asso. of 
Mfrs., 14 W. 49th St., New York. 
(3) 

MeERcER, Harry V., Mer., Adv. Div., 
The American Rolling Mill Co., 
Curtis St., Middletown, O. (3) 

MERCREADY, HERB, Sales Pro. Megr., 
Magnus Chemical Co., Inc., South 
Ave., Garwood, N. J. (11) 

MERKEL, LEE, Acct. Exec., Griswold- 
Eshleman Co., 2700 Terminal 
Tower, Cleveland. (4) 

MERRIHUE, W. V., Mgr. Pub. Dept., 
Apparatus Div., General Electric 
Co., 1 River Road, Schenectady, N. 
Y. (6) 

MERRILL, H. E., Mgr., Const. Mat’l 
Adv., General Electric Co., Boston 
Ave., Bridgeport, Conn. (20) 

MERRILL, L. Topp, Adv. Mgr., Mc- 
Nally-Pittsburg Mfg. Corp., 307 W. 
3rd St., Pittsburg, Kans. (A) 


MERRILL, T. WmM., Acct. Exec., K. E. 
Shepard Advertising, 435 N. Michi- 
gan Ave., Chicago. (2) 

*MeERTZ, RICHARD C., Bus. Mgr., Con- 
tractor Publishing Co., 5 W. Larned 
St., Detroit. (12) 

MESSINGER, L. E., Pres., Burlec, Ltd., 
Scarborough Junction, Toronto, 
Ont., Can. (14) 

METCALF, GEORGE T., Pres., George 
Metcalf Co., 68 S. Main St., Provi- 
dence, R. I. (1) 

METCALFE, H. S., Dir. Pub. Relations, 
West Penn Power Co., 14 Wood St., 
Pittsburgh. (8) 

*METZENDORF, HAROLD, Pro. Megr., 
Factory Management & Mainte- 
nance, 330 W. 42nd St., New York. 
(11) 

* METZGER, RAY, Owner, The Construc- 
tion News, 112 E. 11th St., Little 
Rock, Ark. (A) 

MEULENDYKE, S. L., Vice-Pres., Mars- 
chalk & Pratt, Inc., 535 Fifth Ave., 
New York. (6) 

*MeyYeR, FRED W., Pres., The Cincin- 
nati Process Engraving Co., 1006 








Sycamore St., Cincinnati. (3) 

MEYERS, GEORGE H., West. Mer., 
Gardner Publications, Inc., Tribune 
Tower, Chicago. (2) 

*MIDNEY, KARL M., Asst. Mer., 
Youngstown Arc Engraving Co., 
Vindicator Bldg., Youngstown, 0. 
(10) 

*MILBAUER, FRANK, Sales Mer., Es- 
sex Engraving Co., 44 Branford 
Pl., Newark, N. J. (11) 

MILLER, Harry, U. S. Army, A.F.R. 
T.C., Fort Knox, Ky. (11) 

MILLER, JACK, Harry M. Miller, Inc., 
22 E. Gay St., Columbus, O. (25) 


MILLER, RUDOLPH, Bausch & Lomb 
Optical Co., 635 St. Paul St., Roch- 
ester, N. Y. (24) 

MILLER, Wo. S., Adv. Mgr., The Gen- 
eral Fireproofing Co., Youngstown, 
O. (10) 

MILLS, BRENT, Sales Mgr., Lapp In- 
sulator Co., Inc., Gilbert St., Le 
Roy, N. Y. (A) 

MILLs, LLOYD LANGDON, Vice-Pres., 
Gray-Mills Company, 213 W. On- 
tario St., Chicago. (2) 

MILLs, THOMAS W., Genl. Sales Megr., 
Great Lakes Thread Co., 4647 Wes- 
son Ave., Detroit. (12) 

MINER, DouG.Las C., Mgr., Adv. Dept., 
E. F. Houghton Co., 303 W. Lehigh 
Ave., Philadelphia. (7) 

MITCHELL, Everitt, Adv. Dept., Com- 
bustion Engineering Co., Inc., 200 
Madison Ave., New York. (6) 

MITCHELL, TERRY, Adv. Mgr., Frick 
Company, West Main St., Waynes- 
boro, Pa. (16) 

MOERMOND, I. C., Adv. & Sales Pro., 
Cincinnati Cordage & Paper Co., 
128 E. Sixth St., Cincinnati. (3) 

Morratt, C. R., Dir. of Adv., United 
States Steel Corp. of Del., 436 
Seventh Ave., Pittsburgh. (8) 

Mocce, ARTHUR R., Pres., Arthur R. 
Mogge, Inc., 307 N. Michigan Ave., 
Chicago. (9) 

*MotL, N. R., Vice-Pres. & Sales 
Mgr., Steel Publications, Inc., Box 
477, G.P.O., Pittsburgh. (8) 

MONAGHAN, GERALD, F., Adv. Megr., 
Ransome Concrete Machinery Co., 
Dunellen, N. J. (11) 

Monrort, G. W., Western Adv. Mgr., 
Caterpillar Tractor Co., 800 Davis 
St., San Leandro, Calif. (18) 

MONIGLE, ERNEST G., American Pul- 
ley Co., 4200 Wissahickon Ave., 
Philadelphia. (7) 

*MOoNSEAUX, Boyce L., Mgr., Western 
Newspaper Union, 1336 Cherry St., 
Philadelphia. (7) 

MonTAGuE, W. B., 104 Vernon Dr., 
Mt. Lebanon, Pittsburgh. (3) 

*MONTGOMERY, JAMES E., Adv. Mgr., 
Pit and Quarry Publications, 538 
S. Clark St., Chicago. (2) 

*MONTGOMERY, PAUL, Mgr., Business 
Week, 330 W. 42nd St., New York. 
(6) 

Moore, ALBERT G., Adv. Mgr., General 
Railway Signal Co., 801 West Ave» 
(P. O. Box 600), Rochester, 
(24) 

*Moore, J. H., Mer., Canadian Ma- 
chinery and Manufacturing \°s, 
481 University Ave., Toronto, ‘/nt- 
Can. (14) 

Moore, KENNETH E., Asst. Adv. °'2T- 
The Flintkote Co., 30 Rocke’<ller 
Plaza, New York. (6) 
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NIAA Membership Roster 

Moore, LANSING, Vice-Pres., Holden- 
Stedman & Moore, Inc., 900 Dono- 
van Bldg., Detroit. (12) 

*Moore, S. S., Montreal Mgr., Hugh 
C. MacLean Publications, Ltd., 2118 
Bleury St., Montreal, Que., Can. 
(17) 

Morri.y, JOHN R., Asst. to V. P., Lin- 
coln Electric Co., 12818 Coit Rd., 
Cleveland. (4) 

Morris, A. L., Adv. Mgr., The Dorr 
Co., Ine., 570 Lexington Ave., New 
York. (6) 

*Morris, A. M., Mgr., Mill Supplies, 
330 W. 42nd St., New York. (20) 
*Morris, CROXTON, Treas., Public 
Works Magazine, 310 E. 45th St., 

New York. (6) 

Morris, Linpsay G., Swiss Electric 
Co. of Canada, Ltd., 1111 Beaver 
Hall Hill, Montreal, Que., Can. (17) 

MorRIsON, ALLEN, Acct. Exec., A. 
McKim, Ltd., 1000 Dominion Square 
Bldg., Montreal, Que., Can. (17) 

Morrison, E. J., Pres., Morrison Ad- 
vertising Agency, Inc., 1324 W. Wis- 
consin Ave., Milwaukee. (A) 

Morrison, G. W., Adv. Mer., Inger- 
soll-Rand Co., Phillipsburg, N. J. 
(6) : 

*MorRISON, H. A., Vice-Pres., Sim- 
mons-Boardman Publ. Corp., 105 W. 
Adams St., Chicago. (2) 

MORRISON, WALTER, V.P.-Copy Chief, 
Baker & Baker & Asso., 1524 Union 
Commerce Bldg., Cleveland. (4) 

*MorseE, A. M., JR., Bus. Megr., Pur- 
chasing, 205 E. 42nd St., New 
York. (1) 

Morse, Bruce, Asst. to Vice-Pres., 
Square D Company, 6060 Rivard 
St., Detroit. (12) 

MORTEN, JOHN F., U. S. Army, 72nd 
Engineers, A. P. O. 827, New Or- 
leans, La. (8) 

“MORTON, CLARENCE L., N. E. Rep., 
Power, 1427 Statler Bldg., Boston. 
(1) 

*Moss, ALBERT, Exec. Vice - Pres., 
Standard Rate & Data Service, 420 
Lexington Ave., New York. (6) 

*Moss, Curtis F., Rep., Newsweek, 
360 N. Michigan Ave., Chicago. (2) 

Moss, J. S., Adv. Mgr., Canadian 
Liquid Air Co., Ltd., 1111 Beaver 
Hall Hill, Montreal, Que., Can. (17) 

MossMAN, J. E., Sales Mgr., C. P. 
Clare & Co., 4719 Sunnyside Ave., 
Chicago. (2) 

*"MOTHERAL, RoGerR, East. Rep., Petro- 
leum Engineer Publ. Co., 75-45 Kes- 
sel St., Forest Hills, N. Y. (6) 

Moute, Tom, Sales Mgr., Republic 
Aircraft Products, Div. The Avia- 
tion Corp., 5914 Federal Ave., De- 
troit. (12) 

Mount, Ratpu D., Adv. Mgr. & Asst. 
Sales Mgr., The Bassick Co., 38 
Austin St., Bridgeport, Conn. (20) 
Muir, MALcoLo, Pres. & Publ. News- 
wee, 152 W. 42nd St., New York. 
(6 

MULForp, H., Vice-Pres., American 
Fo) Div. of American Brake Shoe 
& y. Co., 2621 S. Hoyne Ave., 
Chicago. (2) 

MULH» LL, W. F., Vice-Pres., G. M. 
Bas'ord Co., 60 E. 42nd St., New 
Yor’. (6) 

MULLEN, JoHN J., Jr., U. S. Army 
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(Address not available) (A) 

MUNHALL, A. F., Treas., The Colum- 
bian Vise & Mfg. Co., 9021 Besse- 
mer Ave., Cleveland. (4) 

*MUNN, JAMEs C., Rep., Glass Digest, 
10515 Wilbur Ave., Cleveland. (4) 

*MurRpocK, OsGcoop, Publisher, Jmple- 
ment Record, 1355 Market St., San 
Francisco, Calif. (18) 

Murpuy, CHARLES E., Mgr. Sales Pro. 
Dept., Americen District Steam 
Co., Bryant St., North Tona- 
wanda, N. Y. (A) 

*Murpuy, E. E., Adv. Mgr., Bruce 
Publ. Co., 66 South Water St., Chi- 
cago. (2) 

Murpuy, WM. DONALD (Li1EvT.) U. S. 
Navy, % The Croydon, 616 N. Rush 
St., Chicago. (2) 

Myers, H. D., H. D. Myers Co., 1401 
Central National Bank Bldg., Cleve- 
land. (4) 

Myers, WILBuR A., Lynn-Fieldhouse 
Co., Wilkes-Barre, Pa. (A) 

MYERS, WILLARD G., Owner, Willard 
G. Myers Adv. Agency, 12 S. 12th 
St., Philadelphia. (7) 


N 


NACK, ARTHUR E., Adv. Mgr., Rowe 
Mfg. Co., Inc., Main & Mill Sts., 
Belleville, N. J. (11) 


NARAMORE, R. W., Vice-Pres., Bridge- 
port Fabrics, Inc., 195 Holland 
Ave., Bridgeport, Conn. (20) 


NASH, CLAUDE, Stephenson-Scott, Ltd., 
100 Adelaide St. W., Toronto, Ont., 
Can. (14) 

*NAu, Bos, serving in Armed Forces. 
(3) 

NEAR, JOHN F., Adv. Megr., Russell- 
Miller Milling Co., Midland Bank 
Bldg., Minneapolis. (22) 

*NEARY, JAMES E., JR., Eastern Rep., 
Mining Congress Journal and The 
Hotel Monthly, 260 Fifth Ave., New 
York. (6) 

NEHER, ANTHONY, Sales Pro. Mer., 
Century Electric Co., 1806 Pine St., 
St. Louis. (9) 

NEIGHBORS, CHARLES M., Mer., Adv. 
Division, The Babcock & Wilcox Co., 
85 Liberty St., New York. (6) 

NELSON, Forest J., Adv. Mgr., Mac- 
whyte Company, 2906 14th Ave., 
Kenosha, Wis. (5) 

NELSON, ROBERT M., Mgr. Devel. Div., 
The American Rolling Mill Co., Cur- 
tis St., Middletown, O. (3) 

NELSON, ROBERT W., Dir. Sales & 
Adv., The Herman Nelson Corp., 
1824 Third Ave., Moline, Ill. (A) 


NELSON, Roy J., Adv. & Sales Pro. 
Megr., The McKay Co., Grantley 
Rd., York, Pa. (16) 

NETEDU, JOHN R., Adv. Mgr., Penn 
Electric Switch Co., Goshen, Ind. 
(A) 

NETTLETON, E. T., Dir. of Research, 
Charles W. Hoyt Co., 551 Fifth 
Ave., New York. (6) 

NETTLETON, WALKER O., Megr., W. O. 
Nettleton and Associates, 227 Clark 
St., Westfield, N. J. (11) 

NEVERGOLE, J. MACK, Adv. Mgr., Good- 
all Rubber Company, 5 S. 36th St., 
Philadelphia. (7) y 

*NEWELL, ROBERT B., Acct. Exec., 
Rogers, Gano & Bachrodt, Inc., 75 
E. Wacker Drive, Chicago. (2) 

*NEWMAN, J. P., McGraw-Hill Publ. 
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CHOICE 


CincuraTion 


No SIR! It all boils down to prac- 
tical production material and data, 
simmered over by an editorial de- 
partment who know the type of 
helpful articles the reader wants and 
needs. It is not garnished with any 


“blah”. 


That is why SCREW MACHINE 
ENGINEERING has such an_inti- 
mate following among its paid sub- 
scribers. They cannot find this val- 
uable type of material anywhere 
else—not even in a text book. 


That is also why advertising is so 
effective and worthwhile. 86°, of 
all the subscribers receive each issue 
at their home address, where adver- 
tising as well as text is studied. 


If you manufacture machine, tools 
and materials for production, 
investigate SCREW MACHINE 
ENGINEERING. Its audience em- 
braces the largest production 
industry, in volume of parts pro- 
duced, the world has ever known. 


SCREW MACHINE 








PUBLISHING CO., INC. 


i) EXCHANGE STREET 
ROCHESTER, NEW YORK 
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Co., Inc., 1510 Hanna Bldg., Cleve- 
land. (4) 

NEWMAN, L. S., Adv. Mgr., The Oster 
Mfg. Co., 2057 East 61st St., Cleve- 
land. (4) 

NEWMAN, LEO N., Adv. Megr., Josam 
Mfg. Co., 1783 E. 11th St., Cleve- 
land. (4) 

*NEWTON, B. G., Mgr. Ind. Group, The 
MacLean Publishing Co., Ltd., 481 
University Ave., Toronto, Ont., Can. 
(14) 

NICHOL, FREDERICK W., Vice-Pres. & 
Genl. Mgr., International Business 
Machines Corp., 590 Madison Ave., 
New York. (6) 

*NICHOLS, Don, Bus. Mgr., Ahrens 
Publishing Co., Inc., 71 Vanderbilt 
Ave., New York. (6) 

NICHOLSON, R. C., Mgr. Sales & Adv., 
Master Rule Mfg. Co., Inc., 815 E. 
136th St., New York. (6) 


*NICOLL, JAMES C., JR., Salesman, 
National Process Co., Inc., 75 Var- 
ick St., New York. (6) 

Niessen, L. P., Adv. Megr., Cutler- 
Hammer, Inc., 315 N. 12th St., Mil- 
waukee, (5) 

NOLAN, NorsBert, U. S. Army, Camp 
Callan, San Diego, Calif. (18) 

NOREN, RAYMOND C. R., Partner, Hor- 
ton-Noyes Company, 2300 Industrial 
Trust Bldg., Providence, R. I. (1) 

*NorRMAN, J. A., (Salesman, Thomas 
Publ. Co.), 118 Seaman Ave., 
Rockville Centre, N. Y. (8) 

Norris, PAUL W., Denison Engineer- 
ing Co., 1160 Dublin Rd., Colum- 
bus, O. (25) 

NOYES, FREDERICK C., Partner, Hor- 
ton-Noyes Company, 2300 Industrial 
Trust Bldg., Providence, R. I. (1) 


oO 


*OBER, CHESTER H., N. Y. Adv. Mer., 
The Iron Age, 100 E. 42nd St., New 
York. (6) 

OBERNDORFER, ARTHUR H., Adv. Mgr., 
Hevi Duty Electric Company, 4212 
W. Highland Blvd., Milwaukee. (5) 

O’BRIEN, B. C., Vice-Pres., Roots- 
Connersville Blower Corp., Con- 
nersville, Ind. (15) 

*O’BRIEN, C. E., Publisher, The Build- 
ing Witness Publ. Co., 626 Broad- 
way, Cincinnati. (3) 

ODIORNE, RICHARD L., Dir. Indus. 
Adv., Ralf Kircher Co., 1315 Mu- 
tual Home Bldg., Dayton, O. (A) 

ODLIN, JOHN W., John W. Odlin Co., 
Inc., 44 Portland St., Worcester, 
Mass. (1) 

*OrsTigE, ALF T., Space Sales, Mc- 
Graw-Hill Publ. Co., Inc., 16 S. 
Broad St., Philadelphia. (7) 

OLDHAM, E. L., Adv. Mgr., The Cleve- 
land Rock Drill Co., and The Cleve- 
land Pneumatic Tool Co., 3734 E. 
78th St., Cleveland. (4) 

OLDHAM, H. H., Asst. Director of 
Adv., Republic Steel Corp., 3100 E. 
45th St., Cleveland. (4) 

OLMSTED, WARD H., Pres., Olmsted- 
Hewitt, Inc., 1200 Second Ave., S., 
Minneapolis. (22) 

O’MaRA, RICHARD, Sales Mgr., West- 
ern Precipitation Corp., 1016 W. 
Ninth St., Los Angeles. (19) 

Opre., EDWIN I., Market Devel. Dept., 
The New Jersey Zine Co., 160 Front 
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St., New York. (6) 

*Ora, JOHN P., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

*ORCHARD, WILLIAM, (1ST LIEUT.) 
126th Observer Sq., Fort Dix, N. J. 
(11) 

*ORLANDO, THOMAS J., Detroit Adv. 
Mgr., Bramson Publ. Co., 2842 W. 
Grand Blvd., Detroit. (12) 

Orr, L. P., Jaap-Orr Company, Amer- 
ican Bldg., Cincinnati. (3) 

Osporn, S. A., Adv. Mgr., Economics 
Laboratory, Inc., 914 Guardian 
Bldg., St. Paul. (22) 

*OSBORN, WALLACE J., Vice- Pres., 
Keeney Publishing Co., 1734 Grand 
‘on Terminal Bldg., New York. 

OSWALD, CHARLES, Charles Oswald 
Adv. Agency, 815 Superior Ave., N. 
E., Cleveland. (4) 

Ort, Louis J., Mgr. Adv. Dept., Ohio 
Brass Co., Mansfield, O. (4) 

*OTTERSON, JOHN W., Mer. Pac. Dist., 
McGraw-Hill Publ. Co., Inc., 68 
Post St., San Francisco. (18) 

OTTON, ALFRED S., Sales Pro. Megr., 
Robins Conveying Belt Co., Pas- 
saic, N. J. (11) 

*Over, CLARENCE R., Sales, Mid-West 
Contractor, 521 Locust St., Kansas 
City, Mo. (A) 


P 


PaGE, FRANK, Pub. Mgr., Foster 
Wheeler Corp., 165 Broadway, New 
York. (6) 

PAINTER, J. E., Mgr. Edit. Dept., The 
Singer Mfg. Co., Elizabethport, N. 
J. (11) 

*PAINTER, WALTER, Adv. Mgr., Power 
Plant Engineering, 53 W. Jackson 
Blvd., Chicago. (2) 

*PALMER, A. MAXWELL, Dist. Mer., 
Magazines of Industry, Inc., 1132 
Union Commerce Bldg., Cleveland. 
(4) 

PANGMAN, C. S., Acct. Exec., Oakleigh 
R. French & Asso., 4235 Lindell 
Blvd., St. Louis. (9) 

*PAPINEAU, ALFRED T., Domestic En- 
gineering, 60 Mount Vernon Ave., 
Needham, Mass. (1) 

PARELLA, A. L., U. S. Army, Jeffer- 
son Barracks, Mo. (10) 

PARKER, JAMES D., Vice-Pres., Parker 
Advertising Co., 310 Refiners Bldg., 
Dayton, O. (A) 

PARKER, JOHN L., Secy. The Steubing 
Automatic Machine Co., 2425 Spring 
Grove Ave., Cincinnati. (3) 

PATE, MANFOoRD R., Mgr. Sales Pro., 
Willamette Hyster Co., 2902 N. E. 
Clackamas St., Portland, Ore. (A) 

Patrick, G. V., Vice-Pres., Cleve- 
land Automatic Machine Co., 2269 
Ashland Road, Cleveland. (4) 

PATTERSON, ARTHUR H., Genl. Megr., 
Manternach, Inc., 170 High St., 
Hartford, Conn. (20) 

PATTERSON, D. G., R.A.F., Calgary, 
Alta., Can. (14) 

PATTISON, E. Scott, Acct. Exec., G. 
M. Basford Co., Inc., 60 E. 42nd St., 
New York. (6) 

PaTTon, E. J., Adv. Mgr., Stephens- 
Adamson Mfg. Co., Aurora, Ill. (2) 

PAXSON, HOWARD, Pres., Paxson Ad- 
vertising, 607-8 Fidelity Bldg., Ben- 
ton Harbor, Mich. (A) 





*PaxTon, A. E., Mgr., Engineering 
News Record and Construction 
Methods & Equipment, 330 W. 42nd 
St., New York. (6) 

*PAYNE, Jupp, Genl. Mgr., Architec- 
tural Record, 119 W. 40th St., New 
York. (6) 

PEcHIN, Epwarp J., Adv. Mgr., E. I. 
du Pont de Nemours & Co., Inc., 
Plastics Dept., Arlington, N. J. 
(11) 

*PecK, JAMES O., Dir. of Research, 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

PELICH, W. J., Warner & Swasey Co., 
5701 Carnegie Ave., Cleveland. (4) 

*PELLETIER, LouIs, East. Mgr., Ma- 
chinery, 140 Lafayette St., New 
York. (6) 

*PeLoTT, L. C., Western Mgr., The 
Penton Publishing Co., 520 N. Mich- 
igan Ave. Chicago. (2) 

PENNINGTON, FRED W., Pub. Dept. 
Westinghouse Air Brake Co., Wil- 
merding, Pa. (8) 

PENSINGER, FRANK W., Adv. Mgr. 
“or Tool Co., Waynesboro, Pa. 

1 

PEPLOW, EDWARD H., JRr., Mgr. Sales 
Dev., John A. Roebling’s Sons Co., 
640 S. Broad St., Trenton, N. J.(7) 


Percy, ALLAN L., Adv. Mgr., Fansteel 
Metallurgical Corp., 2200 Sheridan 
Rd., North Chicago, Ill. (2) 

*PERKINS, E. V., Western Megr., The 
Petroleum Engineer, 330 S. Wells 
St., Chicago. (2) 

PERLEY, E. C., Sales Megr., English 
Electric Co. of Can., Ltd., George 
St. Catharines, Ont., Can. (14) 

*PERRIN, A., Better Roads, 173 W. 
Madison St., Chicago. (2) 


PERRIN, EDWIN M., Adv. Mgr., Robins 
Conveying Belt Co., 270 Passaic 
Ave., Passaic, N. J. (11) 

PERRIN, L. L., Adv. Mgr., Northern 
Pacific Railway, 176 E. Fifth St., 
St. Paul, Minn. (22) 

*PERROTTET, Louis J., The Gage Pub- 
lishing Co., 1250 Sixth Ave., New 
York. (11) 

*Perry, ALBERT D., Copy Chief, Case- 
Hoyt Corp., 800 St. Paul St., Roch- 
ester, N. Y. (24) 

PETERKA, A. E. R. (Magor), U. S. 
Army, Industrial Planning Section, 
Steel High Bldg., Dayton, O. (4) 


PETERSON, C. L., Adv. Mgr., The 
Cleveland Crane & Engineering ©o., 
Wickliffe, O. (4) 

PETERSON, R. A., Davis Regulator Co., 
2541 S. Washtenaw Ave., Chicago. 
(2) 

PETERSON, ROGER N., Public Relations 
Office, Headquarters, Pine Camp, 
N. Y. (6) 

*PETREQUIN, Ropert E., Petrequin 
Paper Co., 1559 Superior Ave, 
Cleveland. (4) 

PFEIFER, GEORGE HERBERT, Chain Belt 
Co., 1600 Bruce St., Milwaukee. (5) 

*PFLASTERER, ROBERT E., Dist. Mgt» 
John S. Swift Co., Inc., 1212 W. 
Third St., Cleveland. (4) 

*PHELAN, Roy N., Dist. Mgr., Me 
Graw-Hill Publ. Co., Inc., 60! W- 
Fifth St., Los Angeles (19) 

Puiuuirs, A. M., McPhil Agency-Ad- 
vertising, Buck Terminal dg., 
Watertown, N. Y. (A) 

*PHILurs, JoHN H., West. Mger., ot 
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ern Industry, 20 N. Wacker Drive, 
Chicago. (2) 

pamurs, M. J., The International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

PHILLIPS, PAUL A., Vice-Pres., Need- 
ham & Grohmann, Inc., 630 Fifth 
Ave., New York. (6) 

PHILLIPS, STUART G., Treasurer, The 
Dole Valve Company, 1901 Carroll 
Ave., Chicago. (2) 

PHILLIPS, VERNON, Hamilton Bridge 
Co., Ltd., Bay Street, N., Hamilton, 
Ont., Can. (14) 

PHOENIX, Epwarp A., Asst. Adv. & 
Sales Pro. Mgr., Johns-Manville 
Sales Corp., 22 E. 40th St., New 
York. (6) 

*PickETT, H. N., Publishers’ Repr., 
801 Caxton Bldg., Cleveland. (4) 


*PICKRELL, R. H., Publisher’s Repre- 
sentative, 4275 Tyler Ave., Detroit. 
(12) 

*PrercE, MACDONALD H., Salesman, 
Thomas Publishing Co., 1440 E. 
82nd St., Cleveland. (4) 

*Prerce, W. B., Rustless Iron & Steel 
Corp., 3400 E. Chase St., Baltimore, 
Md. (23) ; 

PINKERTON, F. H., Merchandizing, 
Schenley Distillers Corp., 350 Fifth 
Ave., New York. (11) 


PINKERTON, W. C., Monel and Rolled 
Nickel Adv. Dept., International 
Nickel Co., 67 Wall St., New York. 
(6) 

Pipe, Harry E., Adv. Mgr., The 
Medart Co., 3500 DeKalb St., St. 
Louis. (9) 

Piper, R. N., Adv. Mgr., The Cincin- 
nati Bickford Tool Co., 3220 Forrer 
St., Oakley, Cincinnati. (3) 


PITSCHKE, W. A., Pres., Midwest Ad- 
vertising Agency, City Hall Bldg., 
Rockford, Ill. (21) 

Pitt, EpGaAR W., Sales Dir., Sherman 
Paper Products Corp., 156 Oak St., 
Newton Upper Falls, Mass. (1) 

Pitt, JOHN O., Adv. Mgr., Canadian 
Fairbanks-Morse Co., Ltd., 980 St. 
ie St., Montreal, Que., Can. 

7) 

PLISHKER, HERBERT E., (Adv. Mgr., 
Westinghouse Lamp Div., Westing- 
house Elec. & Mfg. Co.), 33-21 
190th St., Flushing, N. Y. (6) 

PLOWFIELD, WM. F., Dir. Indus. Sales, 
4 M. Hollingshead Co., Camden, 
m J. (7) 

PLUMMER, JAMES M., Leeds & North- 
rup Company, 4901 Stenton Ave., 
Philadelphia. (7) 

POEHLMANN, (Miss) MILprep, Adv. 
Mer, A. M. Collins Mfg. Co., 226 
W. Columbia Ave., Philadelphia. (7) 

POLL , BRAXTON, Adv. Mgr., A. P. 
oy Fire Brick Co., Mexigo, Mo. 
(A) 

*Pomroy, GeorcE E., N. E. Megr., Fac- 
tory Management & Maintenance, 
1427 Statler Bldg., Boston. (1) 

Poor, oGER A., Roger A. Poor, Ad- 
(i) ng, 3 Dodge St., Salem, Mass. 

*Pope, GeorcE A., Adv. Rep., The 
Fou: iry, 520 N. Michigan Ave., 
Chica zo, (4) 

Porter Henry A., Vice-Pres., Harris- 
Seyb\d-Potter Co., 4510 E. 7lst 
St., eveland, (4) 
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Porter, J. ERWIN, Art Dir., Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (24) 

*PoRTER, JOSEPH, Atlas Engraving 
Co., 800 Second Ave., Pittsburgh. 
(8) 

Posson, E. K., Adv. Dept., Columbus 
Steel Co., Russ Bldg., San Fran- 
cisco. (18) 

PouLTon, H. L., Adv. Mgr., Pitts- 
burgh Plate Glass Co., Columbia 
Chemical Div., Grant Bldg., Pitts- 
burgh. (8) 

Power, W. E. G., Dist. Mgr., Heinn 
Co., 923 Fidelity Bldg., Cleveland. 
(4) 

Powers, L. F., Adv. Mgr., Hettrick 
Mfg. Co., 1401 Summit St., Toledo. 
(13) 

PowTER, N. B., Sales Pro. Mer., How- 
ard Smith Paper Mills, Ltd., 407 
McGill St., Montreal, Que., Can, 
(17) 

Poyntz, A. R., Stephenson-Scott, 
Ltd., 100 Adelaide St. W., Toronto, 
Ont., Can. (14) 

PRATT, EDWARD I., Western Electric 
Co., 195 Broadway, New York. (6) 

PREBLE, EARL R., Acct. Exec., Gris- 
wold-Eshleman Co., 2700 Terminal 
Tower, Cleveland. (4) 

PRELLE, F. WALLACE, Pres., The F. W. 
Prelle Co., 983 Main St., Hartford, 
Conn. (20) 

*PRENDERGAST, FRANK, Mng. Editor, 
Industry, 833 Park Square Bldg., 
Boston. (1) 

PRICE, GORDON F., General Electric 
Co., 1 River Rd., Schenectady, N.Y. 
(A) 

*PRITCHARD, P. F., McGraw-Hill 
Publ. Co., Inc., 520 N. Michigan 
Ave., Chicago. (2) 

*PROBERT, CLYDE, Vice-Pres., Beil & 
Evans Co., 850 Market St., Youngs- 
town, O. (10) 

Proctor, DONALD H., Acct. Exec., 
Behel & Waldie & Briggs, 221 N. 
La Salle St., Chicago. (2) 

Puppock, W. E., Jencick Engineering, 
Inc., 1825 E. 18th St., Cleveland. 
(4) 

PucH, H. F., Adv. Mgr., The Heil Co., 
os) W. Montana St., Milwaukee. 
(5 

*PUTMAN, RUSSELL L., Pres., Putman 
Publ. Co., 737 N. Michigan Ave., 
Chicago. (2) 

PUTNAM, C. V., Secretary, Reliance 
Electric & Engineering Co., 1088 
Ivanhoe Road, Cleveland. (4) 

PYLE, CHARLES G., Genl. Sales Mer., 
Sylvania Electric Products, Inc., 
500 Fifth Ave., New York. (6) 


Q 


*QUARLES, S. H., Rep., Power, 330 W. 
42nd St., New York. (6) 

*QUENNELL, R., Sales Pro., Blake, 
Moffett & Towne, 242 S. Los An- 
geles St., Los Angeles. (19) 

*QUINLAN, H. A., Vice-Pres. & Treas., 
Spencer W. Curtiss, Inc., Circle 
Tower, Indianapolis. (15) 


R 


RACEY, EARLE, Acct. Mgr., Tracy- 
Locke-Dawson, Inc., 1307 Pacific 
Ave., Dallas, Texas. (A) 

RADER, DouGLas, Adv. Mgr., Lindberg 
Engineering Co., 2450 W. Hubbard 
St., Chicago. (2) 


1942 
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RADKE, Karu F., Aircraft Div., Lib- 
bey-Owens-Ford Glass Co., Nicholas 
Bldg., Toledo. (13) 

RAILSBACK, H. M., Dir. of Adv., Deere 
& Company, Moline, Ill. (A) 

RANDALL, GEORGE LE B., Adv. Megr., 
Wickwire Spencer Steel Co., 500 
Fifth Ave., New York. (6) 





*RANKIN, VirGiL L., Mgr. Adv. & 
Sales Pro., Pacific Manifolding 
Book Co., Inc., 5750 Green St., 


Emeryville, Calif. (18) 
RAYBURN, F. M., Warner Industries, 
_ 119 W. Pearl St., Cincinnati. (3) 


“RAYMOND, FRANK J., West. Adv. 
Megr., American School Publishing 
Corp., 400 W. Madison St., Chi- 
cago. (2) 

REACH, CHARLES DALLAS, 
Charles Dallas Reach Co., 
Place, Newark, N. J. (11) 

“REAM, RicwHarD R., (Ser.) U. S. 
Army, 3rd Platoon, Co. D, 30th 
Battn. Camp Grant, Ill. (12) 

REAST, FRED M., Fred M. Reast, Ad- 
vertising, 10 E. 43rd St., New York. 
(6) 

“REED, GEORGE A., Dist. Mgr., Sweet's 
Catalog Service, 708 American 
Bldg., Cincinnati. (3) 


REED, R. S., Jr., Adv. Mer., Pitts- 
burgh Equitable Meter Co., 400 N. 
Lexington Ave., Pittsburgh. (8) 


REESEY, CHARLES M., Adv. Megr., The 
Cincinnati Milling Machine Co., 
South & Marburg, Cincinnati. (3) 

REHNQUIST, MELVIN, Mgr. Adv. Dept., 
Mall Tool Co., 7740 South Chicago 
Ave., Chicago. (2) 

REIBEL, JAY M., Adv. Mer., American 
Car & Foundry Co., 30 Church St., 
New York. (6) 

*REICH, HENRY MILTON, Western 
Mer., Steel Publications, Inc., Box 
477, G.P.O., Pittsburgh. (8) 

REIDINGER, A. W., Adv. Mgr., Bay 
City Shovels, Inc., Bay City, Mich. 


(A) 

*REILLY, Louis D., Republic Bank 
Note Co., 3113 Forbes St., Pitts- 
burgh. (8) 

REINCKE, CHARLES A., Sec.-Treas., 
Reincke, Ellis, Younggreen & Finn, 
Inc., 520 N. Michigan Ave., Chi- 
cago. (2) 

REINER, GEORGE, George Reiner Adv. 
Agency, 972 Broad St., Newark, 
N. J. (11) 

REINHARDT, R. T., Asst. Adv. Megr., 
California Corrugated Culvert Co., 
Seventh & Parker Sts., Berkeley, 
Calif. (18) 

REITER, O. A., 2822 E. 
Cleveland. (4) 

REMINGTON, WILLIAM B., Pres., Wm. 
B. Remington, Inc., 196 Worthing- 
ton St., Springfield, Mass. (A) 

RENNER, Otto W., Acct. Exec., Ren- 
ner Advertisers, 315 S. 15th St., 
Philadelphia. (7) 

*Reuter, H. F., Vice-Pres. & Sales 
Mer., John C. Bragdon, Inc., 530 
Duquesne Way, Pittsburgh. (8) 

RHOADES, B. RICHARD, President, R. 
W. Rhoades Metaline Co., Inc., 50- 
17 Fifth St., Long Island City, 
N. Y. (6) 

Rwoaps, J. Epcar, J. E. Rhoads & 
Sons, 35 N. 6th St., Philadelphia. 
(7) 


Pres., 
Park 


132nd St., 
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RHODES, LEONARD B., Mgr. Adv. & 
Sales Pro., Lyon Metal Products, 
Inc., P.O. Box 671, Aurora, Ill. (2) 

*Rice, FRANK O., Vice-Pres., New 
Equipment Digest, 734 Penton 
Bldg., Cleveland. (4) 

*Rice, KINGSLEY L., Pres., Technical 
Publishing Co., 53 W. Jackson 
Blvd., Chicago. (2) 

RICHARDS, CARL E., Adv. Mgr., Vestal 
Chemical Co., 4963 Manchester 
Ave., St. Louis. (9) 

*RICHARDSON, FREDERICK A., Fred- 
erick A. Richardson Company, 40 
W. 40th St., New York. (6) 

RICHARDSON, J. M., Jr., The Richard- 
son Co., Lockland, Cincinnati. (3) 


*RICHARDSON, JAMES E., Manufac- 
turer’s Rep., 1012 Investment Bldg., 
Pittsburgh. (8) 

RICHARDSON, JOHN (Magor), U. S. 
Army Air Corps, Jefferson Bar- 
racks, Mo. (1) 

RIcKARD, C. H., Media Dir., Horton- 
Noyes Co., 2300 Industrial Trust 
Bldg., Providence, R. I. (20) 

Ricks, Davip M., Merch. Mgr., The 
Forging & Castings Corp., 1500 
Jarvis Ave., Ferndale (Detroit), 
Mich. (12) 

RIDER, SUMNER C., Asst. Pub. Mer., 
Universal Atlas Cement Co., 135 E. 
42nd St., New York. (6) 

RIDLEY, ROBERT C., Mgr. Stat. Dept., 
Copperweld Steel Co., Glassport, 
Pa. (8) 

*RIEMERSMA, CLAUDE B., Dist. Megr., 
Architectural Record, 700 Merchan- 
dise Mart, Chicago. (2) 

RIETZKE, WILLIAM T., Adv. Mer., 
Hammond Machinery Builders, Inc., 
1600 Douglas Ave., Kalamazoo, 
Mich. (A) 

Rices, H., Adv. Megr., Liebel-Flar- 
sheim Co., Third & Plum Sts., Cin- 
cinnati. (3) 

Riacs, H. E., Adv. Mgr., Strathmore 
Paper Co., West Springfield, Mass. 
(20) 

Rinc, W. W., Dist. Sales Pro. Megr., 
Westinghouse Elec. & Mfg. Co., 306 
Fourth Ave., Pittsburgh. (8) 

RITCHEY, RoBertT J., Asst. Mgr. Mar- 
ket Dev. Bureau, Carnegie-Illinois 
Steel Corp., 434 Fifth Ave., Pitts- 
burgh. (8) 


RITCHIE, Prescott C., Adv. Mgr., 
Waukesha Motor Co., Waukesha, 
Wis. (5) 


Ritter, Mac C., Adv. & Pro. Mgr., 
The Prosperity Company, Inc., 
2131-217T Erie Blvd. E., Syracuse, 
N. Y. (24) 

Ross, KENNETH R., Adv. Mgr., Kim- 
ble Glass Co., Vineland, N. J. (7) 
Ropers, GENE P., Adv. Mgr., The At- 
las Car & Mfg. Co., 1100 Ivanhoe 

Rd., Cleveland. (4) 

*Roperts, E. S., Sales Pro., Asso- 
ciated Screen News, Ltd., 5271 
Western Ave., Montreal, Que., Can. 
(17) 

ROBERTS, ERNEST C., Adv. Mgr., The 
Clark Controller Co., 1146 E. 152nd 
St., Cleveland. (4) 

ROBERTS, JOHN D., Adv. Megr., Na- 
tional Cylinder Gas Co., 205 W. 
Wacker Drive, Chicago. (2) 

ROBERTS, RALPH B., (ENSIGN) U. S. 
N. R. Pub. Relations Dept., U. S. 
Naval Training Sta., Great Lakes, 
Ill. (15) 





*ROBERTSON, Mort P., Jewett Art 
Service, 24 Stone St., New York. 
(6) 

ROBESON, Davip E., Batten, Barion, 
Durstine & Osborn, Rand Bldg, 
Buffalo, N. Y. (24) 

*RosBInson, D. E., D. E. Robinson Co., 
1125 Rockwell Ave., Cleveland. (4) 

*RoBINSON, Howarp F., Salesman, 
James Gray, Inc., 216 E. 45th St., 
New York. (6) 

*Rosinson, W. B., Dist. Adv. Mer, 
The Iron Age, 428 Park Bldg, 
Pittsburgh. (8) 

*ROBINSON, WALTER E., Promotion 
Megr., Machinery, 148 Lafayette St., 
New York. (A) 

*Rosison, J. H. Vice-Pres., New 
Equipment Digest, 520 N. Michigan 
Ave., Chicago. (2) 

RoBOTHAM, EDWARD W., Executive 
Partner, Edward W. Robotham & 
Co., 74 Union Place, Hartford, 
Conn. (20) 

Rosy, FRANK H., Square D Company, 
Indus. Controller Div., 4041 N. 
Richards, Milwaukee. (5) 

*RocHe, L. M., West. Rep., Case- 
Shepperd-Mann Publ. Corp., 6 N. 
Michigan Ave., Chicago. (2) 

ROCKWELL, KENNETH D., Adv. Dept., 
Taylor Instrument Companies, 95 
Ames St., Rochester, N. Y. (24) 

*Ropcer, J. M., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 520 N. Michi- 
gan Ave., Chicago. (2) 

Rop_uM, Troy M., Advertising Con- 
sultant, 1427 Eye St., N.W., Wash- 
ington, D. C. (A) 

Rocers, Earu A., Treasurer, Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (24) 

Rocers, Epwarp D., Adv. Mgr., The 
Fulton Sylphon Co., P. O. Box 400, 
Knoxville, Tenn. (A) 


*Rocers, EVERETT L., Rep., Southern 
Power & Industry, 18 E. 48th St. 
New York. (6) 

*Rocers, R. B., Mid-West Rep., /n- 
dustry and Power, Box 432, Hud- 
son, O. (4) 

*Rocers, Tom, Rep., American Ma- 
chinist and Product Engineering, 
2-145 General Motors Bldg., De- 
troit. (12) 

Rou, Aucust W., Owner, August W. 
Rohl, Advertising, 30 E. 20th St., 
New York. (6) 

ROHRER, GRAHAM, Adv. Supervisor, 
Baldwin-Southwark Div., The Bald- 
win Locomotive Works, Paschall 
P. O., Philadelphia. (7) 

*RoNneY, RIcHARD T., Adv. Mgr., Con- 
over-Mast Corp., 205 E. 42nd St, 
New York. (6) 


Roocn, ALLEN T., Vice-Pres., The In- 
terstate Sanitation Co., 210 Post 
Square, Cincinnati. (3) 

*Roop,» ALLAN, Asst. Mgr., Atlantic 
Dist., McGraw-Hill Publ. Ce., Inc., 
330 W. 42nd St., New York. (6) 

Rooney, E. M., Adv. Mgr., Weyer- 
haeuser Sales Co., First Na’ onal 
Bank Bldg., St. Paul, Minn. (2) 

ROONEY, JOHN E., Acct. Exec., (ete 
Marston, Inc., 1600 Arch St., Phil- 
adelphia. (7) 

Root, Gorpon, Kinnear Manu! > «tur- 
ing Co., Seventh & Fields Ave» 
Columbus, O. (25) 

*Rose, ABRAM J., Dist. Mgr. J» p0rt 
ers Guide, 17471 Sherbur: Rd., 
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Cleveland. (4) 

*Rose, AL, Sales Pro. Mgr., Electrical 
Manufacturing, 1250 Sixth Ave., 
New York. (6) 

Rose, Howarp W., Asst. Secy., The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

*Rose, R. P., Rep., Factory Manage- 
ment & Maintenance, 2-145 General 
Motors Bldg., Detroit. (12) 

*ROSENBERG, HAROLD H., Pres., In- 
dustrial Publications, Inc., 59 E. 
Van Buren St., Chicago. (2) 

ROSENMILLER, J. L., Mgr., Accessory 
Equip. Maintenance Dept., York 
Ice Machinery Corp., Roosevelt 
Ave., York, Pa. (16) 

ROSENQUIST, HAROLD, U. S. Army, 37 
Park Ave., Cranston, R. I. (1) 

*Ross-DUGAN, J. K., Rep., Fortune, 


230 N. Michigan Ave., Chicago. 
(21) 

*Rost, O. FRED, McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 


York. (6) 

Rotu, W. E., Babcock & Wilcox Co., 
85 Liberty St., New York. (6) 

ROTHERMEL, HARRY J., Sales Pro. & 
Adv. Megr., The Dayton Pump & 
Mfg. Co., 500 N. Webster St., Day- 
ton, O. (A) 

*Rowe, R. C., Managing Dir., Na- 
tional Business Publications, Ltd., 
Gardenvale, Que., Can. (17) 

ROWELL, JOHN J., Secretary, Guard- 
ian Electric Manufacturing Co., 
1621 W. Walnut St., Chicago. (2) 

ROWLAND, G. O., Adv. & Sales Pro. 
Mer., The Osborn Mfg. Co., 5401 
Hamilton Ave., Cleveland. (4) 

*Rusin, Lou T., Pres., Temple Press, 
Inc., 129 N. 12th St., Philadelphia. 
(7) 

*Rupp, J. H., Vice-Pres., 
Hill Publ. Co., Inc., 330 W. 
St.. New York. (6) 

RUMRILL, CHARLES L., Pres., Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (24) 

Rumsey, (Dr.) L. A., Industrial 
Mktg. Div., The W. E. Long Co., 
155 N. Clark St., Chicago. (2) 

RUMWELL, R., Adv. Mer., Interna- 
tional Business Machines Corp., 
590 Madison Ave., New York. (6) 

‘Rupp, RoBERT, Pres., Rupp Studios, 
119 W. Central Parkway, Cincin- 
nati. (3) 

RUPRE« HT, CARL H. W., Adv. Mer., 
Underwood Elliott Fisher Co., 1 
Park Ave., New York. (6) 

*RuPRECHT, PHILLIP, Resident Mer., 


McGraw- 
42nd 


McGraw-Hill Publ. Co., Inc., 2-145 
General Motors Bldg., Detroit. (12) 
Rups, GEorGE G., Sales Pro. Mgr., 


The American Laundry Machinery 


toss & Section Aves., Norwood, 

a ) 

RUTH ‘HESTER W., Director of Adv., 
Republic Steel Corp., 3100 E. 45th 


St., Cleveland. (4) 

AN, -LIFFORD J., Mgr. Print. Dept., 

Neth-rland Plaza Hotel, Fifth and 

Race Sts., Cincinnati. (3) 

RYAN, James J., Mgr. Adv. & Sales 

Pro., Rockwood Sprinkler Company, 
-rlow St., Worcester, Mass. (1) 


Rygout, WauTeR L., Adv. Mgr., The 
R. K. Le Blond Machine Tool Co., 


Madi:on & Edwards Rds., Cincin- 
hati. (3) 
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SABIN, Howarp E. P., 
Filter Co., 325 W. 
cago. (2) 

*SALMOND, Eric C., Bus. Mgr., The 
Monetary Times, 341 Church St., 
Toronto, Ont., Can. (14) 

Sams, G. E., Sales Mgr., Reliance 
Gauge Column Co., 5902 Carnegie 
Ave., Cleveland. (4) 

Samson, G. J., Adv. Dept., Canada 
Cement Co., Ltd., Phillips Square, 
Montreal, Que., Can. (17) 


SANGER, ALAN B., Owner, Alan B. 
Sanger Advertising, 60 E. 42nd St., 
New York. (6) 

SATALINE, ANDREW J., Adv. Mgr., P 
& F Corbin, Park St., New Britain, 
Conn. (20) 

SAUEREISEN, C. FRED, Owner, Sauer- 
eisen Cements Co., 1045 N. Canal 
St., Pittsburgh (Sharpsburg Sta.), 
Pa. (8) 

SAURMAN, DupbLEY S., Adv. Megr., 
Abrasive Company, Tacony & Fra- 
ley Sts., Philadelphia. (7) 

*SAWHILL, R. V., Domestic Engineer- 
ing Publications, 110 E. 42nd St., 
New York. (6) 

SAWIN, GEORGE A., JR., N. E. Dist. 
Sales Pro. Mgr., Westinghouse 
Elec. & Mfg. Co., 10 High St., Bos- 
ton. (1) 

SAWIN, HERBERT A., Sales Engineer, 
Yuba Manufacturing Co., 351 Cali- 
fornia St., San Francisco. (18) 


SAWTELLE, E. S., V. P. & Gen. Mgr., 
The Tool Steel Gear & Pinion Co., 
Elmwood Place, Cincinnati. (3) 


SCANLON, EUGENE, Adv. Mgr., John- 
son Bronze Co., 100 S. Mill St., New 
Castle, Pa. (10) 

SCARLETT, Wo. J., 
lace & Tiernan Co., 
Newark, N. J. (11) 

ScHAFER, W. H., Asst. Adv. Megr., 
The General Fireproofing Co., 
Youngstown, O. (10) 

SCHAFFNER, CLAUDE, Claude Schaffner 
Adv. Agency, 65 Trumbull St., New 
Haven, Conn. (20) 

ScHANZ, L. J., Adv. Mgr., The Mer- 
coid Corporation, 4201 Belmont 
Ave., Chicago. (2) 

SCHEEL, CARL, Pres., 
ing Agency, 1740 E. 
land. (4) 

ScHEER, R. D., Adv. 
Pont de Nemours Co., 
Arlington, N. J. (11) 


SCHELLENBACH, EDGAR, Adv. Div., 
American Rolling Mill Co., Curtis 
St., Middletown, O. (3) 

SCHENDORF, ARTHUR P., Adv. Megr., 
National Pneumatic Co., 970 New 
Brunswick Ave., Rahway, N. J. (11) 


ScHINK, W. H., Space Buyer, G. M. 
Basford Co., 60 E. 42nd St., New 
York. (6) 

SCHLYEN, HENRY, Adv. Megr., 
strom Co., Passaic, N. J. (11) 

SCHMERTZ, J. R., Mgr. Adv. Div., The 
Mathieson Alkali Works, Inc., 60 
E: 42nd St., New York. (6) 

SCHMIDT, CHARLES N., Sup. Merch. 

. Products Adv., American Steel & 
Wire Company, Rockefeller Bldg., 
Cleveland. (4) 

*SCHMIDT, JULIUS, Pres. & Gen. Mgr., 
The Eddy Press Corp., So. Braddock 


International 
25th Place, Chi- 
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Scheel Advertis- 
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They are the specifiers 
and buyers in all branches 
of wartime construction. 


They need up-to-date prod- 
uct information. 


Reach 
them consistently thru the 
pages of the one magazine 
which they rate highest, 
read first and read regu- 
Jarly—their own  publica- 
tion. May we tell you more? 
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REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street New York City 
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Ave. at Kensington St., Pittsburgh. 
(8) 

ScHnerper, S. E., S. E. Schneider Ad- 
vertising, 1599 Pennsylvania Ave., 
Detroit. (12) 

SCHNELL, WALDO G., Vice-Pres., Rus- 
sell T. Gray, Inc., 205 W. Wacker 
Drive, Chicago. (2) 

SCHOLLER, FRED C., Pres., Scholler 
Bros., Inc., Collins & Westmoreland 
Sts., Philadelphia. (7) 

Scuorr, E. R., Adv. Dept., Economy 
Pumps, Inc., and Liberty Planers, 
Inc., 1000 Weller Ave., Hamilton, 
QO. (3) 

SCHOTTENBERG, RAY T., Sales Megr., 
Astatic Corp., 830 Market St., 
Youngstown, O. (10) 

SCHREINER, G. REED, Adv. Mgr., Car- 
negie-Illinois Steel Corp., Carnegie 
Bldg., Pittsburgh. (8) 

SCHUCKLE, HERBERT C., Acct. Exec., 
Emery Advertising Co., Inc., Balti- 
more Life Bldg., Baltimore, Md. 
(23) 

SCHULENBURG, E. A. W., Secy., Gard- 
ner Advertising Co., 915 Olive St., 
St. Louis. (9) 


ScHULER, H. S., Sales Pro. Mgr., 
Westinghouse Elec. & Mfg. Co., 1 
Montgomery St., San Francisco. 
(18) 

ScHULTE, W. B., Pres., Micro Switch 
Carp” 1 E. Spring St., Freeport, Il. 

SCHULTZ, H. P., Genl. Sales Mgr., Re- 
ublic Rubber Division, Lee Tire & 

ubber Corp., Youngstown, O. (10) 


SCHULTZ, SipNEy L., Secy - Treas., 
Wilbert W. Haase Co., Inc., 1015 
Troost Ave., Forest Park, Ill. (2) 

ScHUMP, WALTER L., Asst. Adv. Mgr., 
R. G. LeTourneau, Inc., Peoria, II. 
(A) 

SCHUTZ, WALTER E., Adv. & Sales 
Pro. Mgr., The Delta Manufactur- 
ing Co., 600 E. Vienna Ave., Mil- 
waukee. (5) 

*SCHWARBER, GENE, Gardner Publica- 
— Inc., 431 Main St., Cincinnati. 

3) 

SCHWEIM, CHARLES, Pres., Charles 
Schweim Co., 6560 Cass, Detroit. 
(12) 

*SCOLTOCK, G. H., Jr., Industrial 
Equipment News, 1005 American 
Bank Bldg., Pittsburgh. (8) 

Scott, CHARLEs W., Adv. Mgr., Roxa- 
lin Flexible Lacquer Co., Elizabeth, 
N. J. (11) 

*Scott, JAMES R., Prod. Mgr., Iron & 
Steel Engineer, 1010 Empire Bldg., 
Pittsburgh. (8) 

SCRIBNER, HARVEy A., Pres., Russell 
T. Gray, Inc., 205 W. Wacker Drive, 
Chicago. (2) 

*SEAMAN, C. LESTER, Vice-Pres., /n- 
dustry and Power, 285 Madison 
Ave., New York. (6) 

*“SEAMAN, G. J., McGraw-Hill Publ. 
Co., Ine., 520 N. Michigan Ave., 
Chicago. (2) 





SEARIGHT, W. H., Vice-Pres., Western 
Cataphote Corporation, 958 Wall 
St., Toledo. (138) 

*Sears, Georce G., Br. Megr., Mc- 
Graw-Hill Publ. Co., Inc., Paul 
Brown Bldg., St. Louis. (9) 

*SEILER, F. J., Sales Rep., McGraw- 
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Hill Publ. Co., Inc., 1510 Hanna 
Bldg., Cleveland. (4) 

*Setpu, Couin M., U. S. Army, 57 
Moross Rd., Detroit. (12) 

SENN, JOHN, Perfect Circle Co., 
Hagerstown, Ind. (15) 

SessLerR, JOHN S., Sales Pro. Megr., 
Wheeler Reflector Co., 275 Congress, 
Boston. (1) 

SHANNON, W. D., Pub. Dept., Allis- 
Chalmers Mfg. Co., Cincinnati. (3) 


*SHARMAN, OLIVER W., The C. J. 
Krehbiel Co., Broadway & Reading 
Roads, Cincinnati. (3) 

SHarp, NorMAN E., Adv. Mgr., Hub- 
bard and Company, 6301 Butler St., 
Pittsburgh. (8) 

*SHarp, WILLIAM L., Vice - Pres., 
Graphic Arts Engraving Co., 22nd 
& Market Sts., Philadelphia. (7) 

*SuHaw, ArtTHuR C., Eastern Megr., 
Cotton, P. O. Box 31, Wellesley 
Hills, Mass. (1) 


Suaw, RALPH M., Jr., Pres., Pedrick 
Tool & Machine Co., 3640 N. Law- 
rence Ave., Philadelphia. (7) 

SHEEHAN, MICHAEL, Adv. Mgr., Com- 
mercial Credit Co., First National 
Bank Bldg., Baltimore. (23) 

SHEELER, EUGENE C., Acct. Exec., 
Carr Liggett Advertising Agency, 
NBC Bldg., Cleveland. (4) 

SHENK, ALLEN K., Secy., W. S. Hill 
Co., 323 Fourth Ave., Pittsburgh. 
(8) 

Sueparp, S. E., Sales Pro. & Mdsg. 
Mer., Raybestos Div., Raybestos- 
Manhattan, Inc., 75 E. Main St., 
Stratford, Conn. (20) 

SHeparp, W. N., Adv. Mgr., Plaskon 
Co., Inc., Box 218, Sta. B., Toledo. 
(13) 

*SHEPPARD, N. E. D., Pres. & Genl. 
Mer., Canadian Engineering Publ., 
Ltd., 1253 McGill College Ave., 
Montreal, Que., Can. (17) 


SHERMAN, FRANK M., Dir. Adv. & 
Pub., Lanston Monotype Machine 
Co., 24th & Locust Sts., Philadel- 
phia. (7) 

SHERMAN, G. F., Adv. & Sales Pro. 
Megr., Taylor Forge & Pipe Works, 
Box 485, Chicago. (2) 

*SHERMAN WILLIAM F., Detroit Edi- 
tor, The Iron Age, 7310 Woodward 
Ave., Detroit. (12) 

SHICKMAN, M. A., Partner, Victoria 
Advertising Co., 704 N. Ninth St., 
St. Louis. (9) 

SHORTEN, Epwarp E., Asst. Supt., 
Youngstown Printing Co., 787 Wick 
Ave., Youngstown, O. (10) 


SHOWER, CHARLES J., Vice-Pres., 
Charles M. Gray & Associates, 905 
Francis Palms Bldg., Detroit. (12) 

*SHrope, R. F., Vice-Pres. & Adv. 
Dir., Bakers Weekly, 45 W. 45th 
St., New York. (6) 


*SnutTe, H. B., Pres., Atlas Litho- 
graphing Co., 930 North Ave., Mill- 
vale, Pa. (8) 

*SHuTT, GEorGE P., Adv. Megr., The 
Architectural Forum, 19 W. 45th 
St., New York. (6) 

*SICKLES, G., JR., Sickles Photo Re- 
porting Service, 31 Fulton St., 
Newark, N. J. (11) 

SIEBER, JOSEPH A., Adv. Prod. Megr., 
Cincinnati Milling & Grinding Ma- 
chines, Inc., Marburg Ave., Cincin- 
nati. (3) 


Sreser, NELSON W., Adv. Mgr., Con- 
tinental-Diamond Fibre Co.; Haveg 
Corp., Bridgeport, Pa. (7) 

SILtporF, HENRY, Vice-Pres., G. M. 
Basford Co., Inc., 60 E. 42nd St,, 
New York. (6) 

SttverR, JOHN A., Vice-Pres., F. J, 
Stokes Machine Co., E. Tabor Rd., 
Olney, Philadelphia. (7) 

Stmmons, .H. H., Mer. Adv. & Sales 
Pro., Crane Co., 836 S. Michigan 
Ave., Chicago. (2) 

Simmons, Ray G., Vice-Pres. & Media 
Dir., Meldrum & Fewsmith, Inc., 
Republic Bldg., Cleveland. (4) 

*SINGER, G. Park, JR., Phila. Rep., 
Thomas Publishing Co., 3815 Chest- 
nut St., Philadelphia. (7) 

SKALA, R. J., Prop., R. J. Skala Co., 
608 S. Dearborn St., Chicago. (2) 
SKELTON, S. R., Adv. Mgr., Goodyear 
Tire & Rubber Co. of Canada, Ltd., 

New Toronto, Ont., Can. (14) 

*SKOLER, ARTHUR C., Pres., Art Sign 
& Display Co., Inc., 40 Treat Place, 
Newark, N. J. (11) 

Stack, Harry J., Adv. Mgr., S. F. 
Bowser & Co., Inc., 1302 E. Creigh- 
ton Ave., Fort Wayne, Ind. (A) 


SLACKFORD, EDWARD T., Sales Pro. & 
Adv. Mgr., Harnischfeger Corpora- 
tion, 4400 W. National Ave., Mil- 
waukee. (5) 

SMALLWOOD, Roy H., Adv. Mgr., Wm. 
H. Ziegler Co., Inc., 2331 University 
Ave. S.E., Minneapolis. (22) 


*SmiTH, A. E. C., W. R. C. Smith 
Publ. Co., 218 Auditorium Bldg., 
Cleveland. (4) 

*SmITH, B. L., Man. Dir., B. L. Smith 
Publ. Co., 122 Richmond St., W., 
Toronto, Ont., Can. (14) 

Situ, E. Barrie, Adv. Mgr. Veeder- 
Root, Inc., 28 Sargeant St., Hart- 
ford, Conn. (20) 

SMITH, ERNEST H.. Pres., Hollow 
Center Packine Co., 6523 Euclid 
Ave., Cleveland. (4) 


*SMITH, EUGENE A.. McGraw-Hill 
Publ. Co., Inc., 520 N. Michigan 
Ave., Chicago. (2) 

*SMITH, F. Morse, Vice-Pres., Thomas 
Publishing Co., 461 Eighth Ave. 
New York. (6) 

SMITH, GEORGE A., Adv. Mgr., Snap- 
on Tools Corp.. 8028 28th Ave., 
Kenosha, Wis. (5) 

SMITH, GEORGE M., Vice-Pres., Indus- 
trial Advertising Agency, Ltd., 59 
Spadina Ave., Toronto, Ont., Can. 
(14) 

Smitu, Harry W., Jr., Adv. Mer. 
Selas Co., Erie Ave. and D St. 
Philadelphia. (6) 

SmiTH, J. DoNAuLp, Asst. Sales Pro. 
Mer., York Ice Machinery Corp. 
Roosevelt Ave., York, Pa. (16) 

*SmITH. JuNntus M., Bus. Mer., Tez- 
tile Bulletin, 218-220 W. Morehead 
St., Charlotte, N. C. (A) 

SmiTH. Merritt L., Adv. Mgr., Metal 
& Thermit Corp., 120 Broadway, 
New York. (6) 

SmiTH, Miro E., Adv. Mgr., Chicage 
Bridge & Iron Company, “32 >»: 
Michigan Ave., Chicago. (2) 

SmiTH, Paut C., Sales Pro. Coun- 
sellor, Westinghouse, Elec. I» 'erna- 
tional, 40 Wall St., New Yor*. (6) 

*SmitH, Paut K., Printing Plate 
Craftsmen, 725 S. Bierma St» 
York, Pa. (16) 
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*SumiTH, R. D., Thomas’ Register, 
1440 E. 32nd St., Cleveland. (4) 
*SmiTH, R. G., Vice-Pres., Industrial 
Publications, Inc., 420 Lexington 

Ave., New York. (7) 

*SmITH, RICHARD P., Vice-Pres., W. 
R. C. Smith Publ. Co., 1020 Grant 
Bldg., Atlanta, Ga. (A) 

SmiTH, RICHARD W., Mill Hollow 
Drive, R.F.D. No. 3, Chagrin Falls, 
QO. (4) 

*SmMITH, RUSSELL H., East. Mgr., Ma- 
chine Design, 110 E. 42nd St., New 
York. (20) 

*Smi1TH, S. D. R., West. Mer., Busi- 
ness Week, 1510 Hanna Bldg., 
Cleveland. (4) 

*SMITH, STANLEY J., West. Megr., 
Purchasing, 333 N. Michigan Ave., 
Chicago. (2) 


SmitH, WILLIAM H., Acct. Exec., 
Walker & Downing, 526 Oliver 


Bldg., Pittsburgh. (8) 


SMYTH, Murray O., Asst. Adv. Mgr., 
American Locomotive Co., 30 
Church St., New York. (6) 

SMYTHE, R. H., Adv. Mgr., Dominion 
Rubber Co., Ltd., 550 Papineau 
Ave., Montreal, Que., Can. ‘(17) 

*SNOOK, FRANK W., Salesman, Ser- 


vice Typesetting Co., 1220 Maple 
St., Los Angeles. (19) 

Snow, GALEN (CAPT.), U. S. Army, 
Springfield Armory, Springfield, 


Mass. (20) 

*SOHL, FRANK B., Pres., Githens-Sohl 
Corp., 203 E. 12th St., New York. 
(6) 

SomMERs, H. S., Sommers-Davis Adv. 


Agency, 136 S. 17th St., Philadel- 
phia. (7) 
Soop, EarRL W., Asst. Adv. Megr., 


Paint Div., Pittsburgh Plate Glass 
Co., Grant Bldg., Pittsburgh. (8) 
Soper, H. G., Pub. Dept., Canadian 
Ingersoll-Rand Co., Ltd., New 
sirks Bldg., Phillips Square, Mont- 

real, Que., Can. (17) 
SOULE, E., Soulé Steel Co., 1750 Army 
St., San Francisco. (18) 
SouTHaAck, T. L., Adv. Mgr., Sanborn 


Co., 39 Osborn St., Cambridge, 
Mass. (1) 
SOUTHWORTH, EDWARD, Sales Pro. 


Mer., Towmotor Co., 1226 E. 152nd 
St., Cleveland. (4) 
SowASH, GEORGE, Asst. 
Copperweld Steel Co., 
Pa. (8) 
Sowerssy, P. (¢ 
Detroit. (12) 
SPACKMAN, J. Howarp, Pres., Screw 
Machine Publ. Co., Inc., 45 Ex- 
wth ige St., Rochester, N. Y. (24) 
SPACKMAN, WHEELER, Bus. Mer., 
Mining & Metallurgy, 29 W. 39th 
St.. New York. (6) 


SPEICHER, FRANKLIN, Adv. Megr., M. 
E. Cunningham Co., 115 E. Carson 
St.. Pittsburgh. (8) 

SPENCER, H. S., Adv. Megr., Durez 
Plastics & Chemicals, Inc., North 
Tonawanda, N. Y¥. (A) 


“SPE: ER, RAE M., Pres., The Davis 
Press, Ine., 44 Portland St., Wor- 
cester, Mass. (1) 


SPILsvury, R. G., Adv. Dept., Worth- 


Adv. Mgr., 
Glassport, 


»., 1400 Book Tower, 


ington Pump & Mchy. Co., Harrison, 
N. J. (11) 
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SPINDLER, W. H., Pub. Megr., Armco 


Drainage Products’ Association, 
Middletown, O. (3) 
SporHR, V. A., Sales Mgr., H. M. 


Harper Co., 2620 Fletcher St., Chi- 
cago. (2) 

Sporrorp, DwicHT, U. S. Army, 109 
Yale Ave., Dayton, O. (A) 

SPooNER, W. B., Jr., Spooner & Krie- 
gel, 50 Church St., New York. (11) 

*SPRAGUE, BERWICK D., Owner, B. D. 
Sprague Studios, 1800 Olive St., St. 
Louis. (9) 

*SpuRR, JOHN C., Mgr. Research Dev., 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (7) 

SPURRIER, JOHN, Columbus Dental 
Mfg. Co., 634 Wager St., Columbus, 
O. (25) 

STACKHOUSE, C. W., 273 Kearney 
Ave., Rahway, N. J. (6) 

*STAEHLE, ALFRED, Publisher, Factory 
Management & Maintenance, 330 W. 
42nd St., New York. (6) 

Stair, J. WILLIAM, Adv. Mgr., B. M. 
Root Company, 420-430 S. Sherman 
St., York, Pa. (16) 

STANDING, Harry A., Sales Pro. Mgr., 
Gypsum, Lime & Alabastine, Can- 
ada, Ltd., 50 Maitland St., Toronto, 
Ont., Can. (14) 

STANFoRD, J. L., Mgr. Sales Pro. & 
Adv., Thomas A. Edison, Inc., 
Belleville Turnpike, Kearny, N. J. 
(11) 

*STANLEY, Epwarp M., Adv. Dir., 
Mill & Factory, 205 E. 42nd St., 
New York. (7) 

*STANLEY, EMIL G., Adv. Mgr., Traf- 
fic World, 418 S. Market St., Chi- 
cago. (2) 

*STAPLEFORD, E. B., Midwest Purchas- 
ing Agent, 1526 Arthur Ave., Lake- 
wood Br., Cleveland. (4) 

STARBUCK, GREGORY H., G. M. Basford 
Co., 60 E. 42nd St., New York. (6) 

*STARBUCK, JOSEPH E., Prop., Star- 
buck Art Service, 406 S. Main St., 
Los Angeles. (19) 

StaupD, RupoLF W., Sales Pro. Megr., 
Benjamin Electric Mfg. Company, 
Desplaines, Ill. (2) 

‘STEARNS, LUE L., Blue Network Co., 
30 Rockefeller Plaza, New York. (6) 

*STEBBINS, Bos, Publisher, Northwest 
Contractor & Engineer, 89 S. 10th 
St., Minneapolis. (22) 

STEELE, C. S., Adv. Dept., Northern 
Electric Co., Ltd., 1620 Notre Dame 
St., Montreal, Que., Can. (17) 

STEELE, LAURENCE F., Adv. Mgr., The 
American Floor Surfacing Machine 
Co., 518 S. St. Clair St., Toledo. 
(13) 

STEELE, OLIVER E., Adv. & Sales Pro. 


Mer., North Western Fuel Co., 
2196 University Ave., St. Paul, 
Minn. (22) 


*STEIN, ELMER L., Vice-Pres., Dosie 


& Johnson Co., 263 E. State St., 
Milwaukee. (A) 
STEINHARDT, MARTIN, L & R Mfg. 


Corp., 54 Clinton St., Newark, N. J. 
(11) 

*STEMLER, KNIGHT, Canton Engrav- 
ing & Electrotype Co., Home Sav- 
ings & Loan Bldg., Youngstown, O. 
(10) 

STEPHAN, JOHN C., Pres., John C. 
Stephan-National Industrial Adver- 
tising, 849 Leader Bldg., Cleveland. 
(4) 
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Manufacturers 


of welding 


equipment and 


materials are 
advertising this 
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METALS and ALLOYS 


Heals and loys 


OF THE METAL INDUSTRIES 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street + New York City 
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FOR EFFECTIVE COVERAGE 
OF THE MARKET AMONG 
CITIES AND COUNTIES 


PUBLIC WORKS is read by those who de- 


sign, construct and operate: 


STREETS, HIGHWAYS, 
SEWAGE DISPOSAL, 
WATER WORKS, AIRPORTS, etc. 


CCA 
PUBLIC WORKS 


New York, N. Y 


Write today for full 
information. 


310 East 45th St 
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STEPHENSON, Harotp E., Adv. Mgr., 
Canada Starch Co., Ltd., Sun Life 
Bldg., Montreal, Que., Can. (17) 

STERLING, Larry, Acct. Exec., Ed 
Wolff & Associates, 428 Taylor 
Bldg., Rochester, N. Y. (24) 

STERN, (Miss) HENRIETTA V., Adv. 
Mgr., Eclipse Air Brush Co., Inc., 
390 Park Ave., Newark, N. J. (11) 

*STEVEN, IVAN C., Bus. Mgr., Cana- 
dian Industrial Equipment News, 
1410 Stanley St., Montreal, Que., 
Can. (17) 

STEVENS, CuyLerR, Acct. Exec., T. J. 
Maloney, Inc., 122 E. 42nd St., New 
York. (11) 

STEVENSON, KENYON, Acct. Exec., 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 

STEVENSON, THOMAS K., U. S. Army, 
628 Technical School Squadron, 
Barracks 1425, Army Air Force, 
Madison, Wis. (4) 

*STEWART, GEORGE C., Editor, Con- 
struction Digest, 215 E. New York 
St., Indianapolis. (15) 

*STewArT, R. A., Dist. Mgr., Buchan 
Loose Leaf Records Co., 707 Market 
St., St. Louis. (9) 

*STEWART, ROBERT P., Detroit Megr., 
Newsweek, 3-255 General Motors 
Bldg., Detroit. (12) 

*STEWART, W. ARTHUR, Sales Eng., 
Rapid Blue Print Co., 818 Santee 
St., Los Angeles. (19) 

STEWART, W. J., Adv. Megr., Cleveland 
Punch & Shear Works Co., 3917 St. 
Clair Ave., Cleveland. (4) 

*STINSON, E. J. L., Pres. & Treas., 
Daily Commercial News & Bldg. 
Record, 65 Pearl St., Toronto, Ont., 
Can. (14) 

SToeTzeL, H. W., Mgr. Adv. & Sales 
Pro., Republic Flow Meters Co., 
2240 Diversey Parkway, Chicago. 
(2) 

STONE, W. H., Asst. Adv. Megr., Tim- 
ken Roller Bearing Co., Canton, O. 
(4) 

STOKES, J. W., Adv. Dept., Chicago 
Molded Products Corp., 1020 N. 
Kolmar Ave., Chicago. (2) 

STOVER, JOHN, Pres., John Stover Co., 
1504 W. First Ave., Columbus, O. 
(25) 

STREET, GEORGE T., JR., 119 Rosemont 
Ave., Ridley Park, Pa. (7) 

*STROCK, CLIFFORD, Associate Editor, 
Heating & Ventilating, 140 Lafay- 
ette St., New York. (6) 

STRONG, STEWART M., Acct. Exec., 
Griswold-Eshleman Co., 1500 Ter- 
minal Tower, Cleveland. (4) 

*STUART, EDWIN H., Pres., Edwin H. 
Stuart, Inc., 422 First Ave., Pitts- 
burgh. (8) 

Stysr, Lester E., Asst. Adv. Mer., 
Liquid Carbonic Corp., 3100 S. Ked- 
zie Ave., Chicago. (2) 

SUAREZ, (Miss) FRANCES M., Chg. of 
Adv., Philadelphia Quartz Co., 121 
S. Third St., Philadelphia. (7) 

SULLIVAN, J. F., Adv. Mer., The 
Brown Instrument Co., Wayne & 
Roberts Aves., Philadelphia. (7) 

Sump, A. A., Adv. Mgr., The Dill Mfg. 
Co., 700 E. 82nd St., Cleveland. (4) 

SUTHERIN, R. G., Adv. Mgr., Bakery 
Div., American Machine & Foundry 
Co., 511 Fifth Ave., New York. (6) 
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*SUTHERLAND, ANDREW G., Adv. Rep. 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

SUTHERLAND, K. R., Partner, Suther- 
land-Abbott, 234 Clarendon St., Bos- 
ton. (1) 

*SuTTON, EDWARD H., Vice-Pres., Wil- 
liam G. Johnston Co., 1130 Ridge 
Ave. (P. O. Box 6759), Pittsburgn. 
(8) 

*SuTTON, GLENN, Pres. & Publisher, 
Electrical Equipment News, 60 E. 
42nd St., New York. (20) 

*SwWAIN, Epwarp A., Acct. Exec., 
Case-Hoyt Corp., 792 St. Paul St., 
Rochester, N. Y. (24) 

*SWALLow, W. F., Owner, Swallow’s 
Studios, 624 Arch St., Philadelphia. 
(7) 

Swartz, P. A., Linear Packing & Rub- 
ber Co., 6400 State Road, Tacony, 
Philadelphia. (7) 

SWEENY, JOHN F., Acct. Exec., 
Walker & Downing, Oliver Bldg., 
Pittsburgh. (8) 

Sweet, J. W., Acct. Exec., Fred M. 
Randall Co., 3314 Book Tower, De- 
troit. (12) 


SWENEHART, JOHN, Adv. Mgr., Atlas 
Powder Co., Wilmington, Del. (A) 

SWENSON, LoweLL H., Adv. & S. P. 
Mer., Wm. Bros Boiler & Mfg. Co., 
Nicollet Island, Minneapolis, Minn. 

22) 

SwINkK, HOWARD, Pres., Howard Swink 
Advertising Agency, 327 E. Center 
St., Marion, O. (4) 

*SwINSKY, Dick, Vice-Pres., Gulf 
Publishing Co., 250 Park Ave., New 
York. (6) 

*SWINSTON, GEORGE, Pres., Swinston 
Co., Union Trust Bldg., Pittsburgh. 
(8) 

*SWORMSTEDT, D. R., Vice-Pres., The 
Signs of the Times Publ. Co., 1209 
Sycamore St., Cincinnati. (3) 

SYKEs, EDWARD H., Principal, Sykes 
Advertising Agency, 505 Empire 
Bldg., Pittsburgh. (8) 

SYKEs, GEORGE, Gen. Pub. Dept., 
Union Carbide & Carbon Corp., 30 
E. 42nd St., New York. (6) 

SYMONDS, MERRILL, Pres., Merrill Sy- 
monds Advertising, 124 Polk St., 
Chicago. (2) 


T 


TAFF, A. WM., Asst. Adv. Mgr., Gen- 
eral Railway Signal Co., 801 West 
Ave., Rochester, N. Y. (24) 

TAPSCOTT, CHARLES C., Adv. Megr., 
McQuay-Norris Mfg. Co., South- 
west at Marconi, St. Louis. (9) 

TATE, GEORGE E., Adv. Mgr., Federal 
Foundry Supply Co., 4600 E. 71st 
St., Cleveland. (4) 

TATE, JAMES, Vice-Pres., The Delta 
Manufacturing Co., 600 E. Vienna 
Ave., Milwaukee. (5) 

*TAUBENECK, GEORGE F., Pres., Busi- 
ness News Publ. Co., 5229 Cass 
Ave., Detroit. (12) 

TAYLOR, GEORGE C., Vice-Pres., Doyle, 
Kitchen & McCormick, Inc., 501 
Fifth Ave., New York. (11) 

TAYLOR, GRAVES, Director, Graves 
Taylor & Associates, Hotel Statler, 
Cleveland. (4) 

TayLor, L. H., Adv. Mgr., The Dem- 
ing Co., Salem, O. (10) 

TAYLOR, Ray L., Pres., Ray Taylor & 


Associates, 1836 Euclid Ave., Cleve- 
land. (4) 

TAYLOR, Ropert L., Adv. Mgr., Mon- 
santo Chemical Co., 1700 S. Second 
St., St. Louis. (9) 

*TayLor, ToM; Dist. Rep., McGraw- 
Hill Publ. Co., Inc., 1510 Hanna 
Bldg., Cleveland. (4) 

Teas, Paut, Pres., Paul Teas, Inc., 
850 Euclid Ave., N. E., Cleveland. 
(4) 

TEIFELD, A. R., Supv. Elec., Wire 
Rope & Const. Mat’ls Adv., Ameri- 
can Steel & Wire Co., Rockefeller 
Bldg., Cleveland. (4) 

TEMPLETON, C. B., Asst. to Pres., Al- 
legheny Ludlum Steel Corp., Oliver 
Bldg., Pittsburgh. (8) 

*THAON, LouIs G., Tradepress Publ. 
Co., 309 W. Jackson Blvd., Chicago, 
(2) 

*THAYER, EDWIN F., Adv. Mgr., /n- 
dustrial Marketing, 330 W. 42nd St., 
New York. (6) 

*TuHayer, H. E., Mill Supplies, 49 
Park Place, Meriden, Conn. (20) 
*THAYER, ROBERT E., Vice-Pres., Sim- 
mons-Boardman Publ. Corp., 30 

Church St., New York. (20) 

THEOBOLD, D. H., Asst. Merch. Megr., 
National Refining Co., Hanna Bldg., 
Cleveland. (4) 

*THESIERES, ERNEST A., Vice-Pres., 
Buchan Loose Leaf Records Co., 
Madison & Holly Aves., Clifton 
Heights, Pa. (7) 

*THIELITZ, H. O., Art Director, Mar- 
bridge Printing Co., 225 Varick St., 
New York. (6) 

*THIERER, RAY M., Sales Mgr., Food 
Industries, 330 W. 42nd St., New 
York. (6) 

THOMA, CHARLES, Partner, Thoma & 
Gill, 15 Washington St., Newark, 
N. J. (11) 

*THOoMAS, H. F., Dist. Mer., Sweet's 
Catalog Service, 206 Professional 
Bldg., Pittsburgh. (8) 

THoMAS, H. VON P., Merchandising 
Mer., Bussmann Mfg. Co., Univer- 
sity at Jefferson, St. Louis. (9) 

THomas, IRA A., Pres., Meek and 
Thomas, Inc., 724 Wick Ave. 
Youngstown, O. (10) 

THOMAS, JAMES R., Pres., Thomas & 
Skinner Steel Products Co., 1100 E. 
23rd St., Indianapolis. (15) 

Tuomas, P. W., Adv. Mgr., Fate-Root 
Heath Co., Plymouth, O. (4) 

THOMAS, RAYMOND B., Adv. Megr., 
Trackson Co., 3333 S. Chase St. 
Milwaukee. (5) 

*THOMPSEN, Harotp E., V. P. & 
Treas., A. S. Gilman, Inc., 623 St. 
Clair Ave., N. E., Cleveland. (4) 

THOMPSON, FRANK B., Engineer, Can- 
ada Creosoting Co., 4455 Earnscliffe 
Ave., Montreal, Que., Can. (17) 

*THOMPSON, FRANK D., Sutton Pub- 
lishing Co., 612 N. Michigan Ave. 
Chicago. (2) 

*THOMPSON, FREDERICK H., Vice-Pres., 
Simmons - Boardman Publ. Corp. 
1500 Terminal Tower, Cleveland. (4) 

THOMPSON, GLENN T., Adv. Mgr., W- 
S. Nott Co., 201 N. Third St., Min- 
neapolis. (22) 

*THOMPSON, JOHN R., Vice-Pres. 
Tradepress Publ. Corp., 309 W- 
Jackson Blvd., Chicago. (2) 

THOMSON, ALEXANDER, JR., Vice-!’res- 
& Adv. Megr., The Champion Paper 
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& Fibre Co., B Street, Hamilton, O. 
(3) 

THoMson, E. C., Asst. Adv. Mgr., 
Thomas A. Edison, Inc., West 
Orange, N. J. (11) 

THORNDIKE, RICHARD, Richard Thorn- 
dike-Precision Advertising, 58 Wey- 
basset St., Providence, R. I. (1) 


THROCKMORTON, EDGERTON A., Genl. 
Dir. of Sales Pro., Container Corp. 
of America, 111 W. Washington 
St., Chicago. (2) 

TIEMAN, T. W., Chg. Adv. Div., 
American Laundry Machinery Co., 
Ross and Section Aves., Norwood 
Sta., Cincinnati. (3) 

Tit, H. GirrorD, Vice-Pres., Anfen- 
ger Adv. Agency, Inc., 1706 Olive 
St., St. Louis. (9) 

Topin, Harry G., East. Sales Mer., 
Simonds Saw & Steel Co., 1350 
Columbia Road, Boston. (1) 

Topp, E. F., Asst. Adv. Mgr., Imperial 
Brass Mfg. Co., 1200 W. Harrison 
St., Chicago. (2) 

*Tope, Dick, Dist. Mgr., Electrical 
Equipment, 1836 Euclid Ave., Cleve- 
land. (4) 

TowNE, W. L., Owner, W. L. Towne 
Advertising, 10 E. 40th St., New 
York. (6) 

*TREAENDLY, WALLACE F., Industrial 
& Engineering Chemistry, 330 W. 
42nd St., New York. (11) 

*TREDWELL, THOMAS A., Adv. Mgr., 
Architectural Record, 119 W. 40th 
St., New York. (6) 

TRIMBLE, GEORGE L., Mer., Media 
Dept., Marschalk & Pratt, Inc., 535 
Fifth Ave., New York. (6) 


TroTT, CHARLES S., Mgr. Adv. & Sales, 
Parker-Kalon Corp., 200 Varick 
St., New York. (6) 

TRUMBLE, L. A., Adv. Mgr., The Trane 
Co., 2032 Cameron Ave., La Crosse, 
Wis. (A) 

Tucker, A. W., Secy. & Sales Mgr., 
The Henry G. Thompson & Son Co., 
277 Chapel St., New Haven, Conn. 
(20) 

*TuLLy, G. W. Serving in Armed 
Forces. (11) 

TUNNEY, GENE (COMMANDER), U. 8. 
Navy, 45 E. 45th St., New York. 
(6) 


TURNBULL, JAMES R., Sales Pro. & 
Adv. Mgr., Plastics Division, Men- 


santo Chemical Co., Springfield, 
Mass. (20) 
*TURNER, FRANCIS M., Vice-Pres., 


Reinhold Publishing Corp., 330 W. 
42nd St., New York. (6) 

*TURNER, G. G., West. Rep., Heating 
& Ventilating, 228 N. La Salle St., 
Chicago. (2) 

TURNER, Harry, Pres., Coal Service, 
= 700 Quincy, Topeka, Kans. 

) 

“TURNER, WALTER V., West. Mer., 
Rob ‘ins Publ. Co., 1328 Peoples 
Gas Bldg., Chicago. (2) 

TURNER, WiLL1AM I., Mgr., Control 
Apparatus Div., Railway & Power 
Eng neering Corp., Ltd., 171 East- 
ern Ave., Toronto, Ont., Can. (14) 

TurniL, Gorpon, Adv. Mgr., Cruci- 
ble Steel Co. of America, 405 Lex- 
ington Ave., New York. (6) 

MAN, L. RAYMOND, Vickers, Inc., 
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1400 Oakman Blvd., Detroit. (12) 

*TYLeR, DONALD H., Phila. Rep., Time, 
Inc., Girard Trust Bldg., Philadel- 
phia. (7) 

Tymick, HENRY W., Acct. Exec., 
The Buchen Co., 400 W. Madison 
St., Chicago. (2) 

Tyson, IRWIN W., O. S. Tyson & Com- 
any, Inc., 230 Park Ave., New 
ork. (6) 

Tyson, Oscar S., Pres., O. S. Tyson 

and Company, Inc., 230 Park Ave., 
New York. (6) 


U 


UDELL, C. G., The Superheater Co., 60 
E. 42nd St., New York. (6) 
ULLMAN, ROLAND G. E., Pres., The 
Roland G. E. Ullman Organization, 
1520 Locust St., Philadelphia. (7) 
*UNDERHILL, ARTHUR J. C., Treas. & 
Gen. Mer., Boston News Bureau, 
Inc., 30 Kilby St., Boston. (1) 
*UNDERWOOD, ANDREW A., Vice-Pres., 
Frank P. Bennett & Co., Inc., 320 
Broadway, New York. (6) 
*UNDERWOOD, ARTHUR J., West. Adv. 
Mer., S. A. E. Journal, 3-210 Gen- 
eral Motors Bldg., Detroit. (12) 
UNWIN, B. V., Unwin Advertising 
Agency, 5144 14th Ave., Detroit. 
(12) 
UrTEL, H. B., Hewitt Rubber Corp., 
240 Kensington Ave., Buffalo, N. Y. 
(A) 


Vv 


VAALER, JOHN C., Adv. Mgr., Askania 
Regulator Co., 1603 S. Michigan 
Ave., Chicago. (2) 

VAN ALSTYNE, G., Adv. Mgr., Air Re- 
duction Sales Co., 60 E. 42nd St., 
New York. (6). 

VAN AUKEN, KENNETH L., Pres., Van 
Auken Ragland, Inc., 326 W. Madi- 
son St., Chicago. (2) 

*VANDER VoorT, V. H., Partner, The 
Ben Franklin Press, Caxton Bldg., 
Cleveland. (4) 

VAN De VarTE, Ray L., Asst. Adv. 
Mer., Bausch & Lomb Optical Co., 
635 St. Paul St., Rochester, N. Y. 
(24) 

VAN DIVER, VERNON H., Sr., Mgr. 
Adv. Div., Union Carbide & Carbon 
Corp., 30 E. 42nd St., New York. 
(6) 

VAN Eck, A. F., Asst. Pub. Megr., 
Grinnell Co., Inc., 360 W. Exchange 
St., Providence, R. I. (1) 


VAN Houten, I. B., Adv. Mgr., Man- 
ning, Maxwell & Moore, Inc., 
11 Elias St., Bridgeport, Conn. (A) 

*VAN KAMPEN, ROBERT C., Pres., 
Hitchcock Publishing Co., 508 S. 
Dearborn St., Chicago. (2) 

*VAN LENNEP, FRED L., Rep., News- 
week, 1528 Walnut St., Philadel- 
phia. (7) 

VAN PETTEN, H. E., Adv. Mgr., Indus. 
Prod. Div., The B. F. Goodrich Co., 
500 S. Main St., Akron, O. (4) 

Van Scoyoc, Harry S., Adv. Mgr., 
Canada Cement Company, Ltd., 
Phillips Square, Montreal, Que., 
Can. (17) 

*VAN STEENBERGH, GEORGE W., Adv. 
Rep., Paper Mill & Wood Pulp 
News, P.O. Box 126, East Orange, 
N. J. (7) 

VAN SYCKEL, F. T., Adv. Mgr., Handy 
& Harman, 82 Fulton St., New 
York. (6) 
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? 20,100 
DIRECT HITS! 


@ Today, more than ever before, 
The TOOL & DIE Journal gives you 
access to the cream of the buying 


P 


power in war production plants, 
arsenals and tool shops. Circulation 
has been increased to 20,100—a new 
all-time high! 

Readers of The TOOL & DIE 
Journal are key operating executives 
in 13,000 plants .. . 
authority to buy. 


the men with 
Each man is an 
essential link in the Cycle of Buying 
Influence in his particular plant. 
* 
Write for new circulation break- 
down and CBI analysis. 


The TOOL & DIE Journal 


2460 Fairmount Blvd. ® Cleveland, Ohio 
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VARNER, GeEoRGE B., Adv. & Sales 
Pro., Westinghouse Elec. & Mfg. 
Co., East Pittsburgh, Pa. (3) 

VaARNUM, J. H., Adv. Mgr., Square D 
Company, 6060 Rivard St., Detroit. 
(12) 

VASEY, R. Bruce, Adv. Megr., Cleve- 
land Chain & Mfg. Co., Broadway 
and Henry Sts., Cleveland. (4) 

*VEITH, HAROLD B., Central Western 
Mer., Machine Design, 1213 W. 
Third St., Cleveland. (4) 

VERNON, REx, Sales Pro. & Adv. Mgr., 
Johnson Service Co. (Milwaukee), 
1355 Washington Blvd., Chicago. 
(2) 

*VINTON, H. K., West. Rep., Paper 
Trade Journal, 123 W. Madison St., 
Chicago. (2) 

VIVIAN, Luioyp R., Sales Pro. Mgr., 
Ditzler Color Company, 8000 W. 
Chicago Ave., Detroit. (12) 

*VLACH, Frep H., Asst. Sales Mer., 
Forest City Bookbinding Co., 326 
Caxton Bldg., Cleveland. (4) 

*Voss, A. F., Pres., American Paint 
Journal Company, 3713 Washington 
Ave., St. Louis. (9) 


Ww 


WAGNER, CARL A., Acct. Exec., G. M. 
Basford Co., 422 Leader Bldg., 
Cleveland. (4) 

WALDIE, BENJAMIN D., Behel & Wal- 
die & Briggs, 221 N. La Salle St., 
Chicago. (2) 

WALKER, Harotp C., Harold C. 
Walker, Advertising, 818 Palace 
Bldg., Minneapolis. (22) 

*WALLACE, CHARLES S., Salesman, 
MacRae’s Blue Book Co., 3218 N. 
Broad St., Philadelphia. (7) 

WALSH, E. K., American Can Co., 
First National Bank Bldg., Balti- 
more, Md. (23) 

WALTER, GEorRGE W., Adv. & Sales 
Pro. Mgr., Detroit Rex Products Co., 
13005 Hillview Ave., Detroit. (12) 

WANEK, Ropert J., Sales Pro. Mer., 
Irvington Varnish & Insulator Co., 
Irvington, N. J. (11) 

WANK, MELVILLE E., Wank and 
Wank, 580 Market St., San‘ Fran- 
cisco. (18) 

WarpD, TAYLOR, Pres., Ward-Coleman 
& Associates, 401 S. Cayuga St., 
Ithaca, N. Y. (24) 

*WARDLEY, CHARLES A., Manager, The 
Gulf Publishing Co., 712 Law & 
Finance Bldg., Pittsburgh. (8) 

WARE, Ropert L., Publicity Dept., 
Western Electric Co., 195 Broad- 
way, New York. (6) 

WARING, BERNARD G., Yarnall Waring 
Co., 102 Mermaid Lane, Chestnut 
Hill, Philadelphia. (7) 

WARNOCK, M. J., Dir. Adv. & Pro., 
Armstrong Cork Company, Lancas- 
ter, Pa. (A) 

*WARREN, Dwicnut C., N.E. Mgr., The 
Iron Age, P.O. Box 81, Hartford, 
Conn, (20) 

WASSMANSDORF, 
Plastics Dept., 
Co., 1 Plastics 
Mass. (2) 

WATERBURY, DONALD N., Vice-Pres., A. 
W. Lewin Co., Inc., 11 Commerce 
St., Newark, N. J. (11) 

WATSON, ALLAN A. (Capt.), U. S. 





PauL. Adv. 
General 
Ave., 


Mer., 
Electric 


Pittsfield, 
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Army, Air Service Command, 
Wright Field, Dayton, O. (20) 

*WaTson, Davip R., West. Mer., 
Welding Engineer Publ. Co., 506 S. 
Wabash Ave., Chicago. (2) 

WATSON, JAMES H., Adv. Dept., S. D. 
Warren Company, 89 Broad St., 
Boston. (1) 

Watson, THOMAS J., Pres., Interna- 
tional-Business Machine Corp., 590 
Madison Ave., New York. (6) 

*WaTtT, WILLIAM T., Vice- Pres., 
Maujer Publishing Co., 420 Main 
St., St. Joseph, Mich. (2) 

WAXMAN, J. H., Adv. Mgr., L. B. 
Foster Co., Carnegie, Pa., and Heyl 
& Patterson, Inc., 50 Water St.. 
Pittsburgh. (8) 

WEARSTLER, ALBERT M., Pres., Wearst- 
ler Advertising, Inc., 702 Realty 
Bldg., Youngstown, O. (10) 

* WEATHERBY, FRED S., N.E. Mgr., Mc- 
Graw-Hill Publ. Co., Inc., 1427 Stat- 
ler Bldg., Boston. (20) 


WeEAveR, LEON H. A., 145 Fiskhill 
Ave., Beacon, N. Y. (A) 

WEAVER, W. A. (MAJOR), 3726 Con- 
necticut Ave. N. W., Washington, 
D. C. (4) 

*Weser, Lioyp H., Dist. Mgr., Mac 
Rae’s Blue Book Company, 923 
Fidelity Bldg., Cleveland. (4) 

WEBER, Norton, Meldrum & Few- 
smith, Inc., 1705 Republic Bldg., 
Cleveland. (4) 

Wesster, Davin R., serving in Armed 
Forces. (10) 

WesSTER, Forrest U. (Capt.), U. S. 
Army, 999 Whitmore Rd., Detroit. 
(12) 

WEBSTER (Miss), M. R., Headq. Secy., 
National Industrial Adv. Assn., Inc., 
100 E. Ohio St., Chicago. (A) 


WEBSTER, SIDNEY H., Chief, Tech. 
Data Section, Eclipse Aviation Div. 
of Bendix Aviation Corp., Bendix, 
N. J. (11) 

WEEKS, KENNETH W., Pres.-Treas., 
The Walton Company, 94 Allyn St., 
Hartford, Conn. (20) 

*WEGELE, GLENN H., Pres., Display 
Studios, Inc., 6633 Hamilton Ave., 
E.E., Pittsburgh. (8) 

WEHMILLER, PAUL K., Adv. Mer., 
Barry-Wehmiller Machinery Co., 
4660 W. Florissant Ave., St. Louis. 
(9) 

WEIHENMAYER, H. W., JR., Sales 
Pro. Mgr., L. H. Gilmer Co., Key- 
stone & Cottman Sts., Tacony, Phil- 
adelphia. (7) 

*WEIKH, WILLIAM, Pres., Contempo 
Advertising Artists, Inc., 7 W. 45th 
St., New York. (6) 

*WeElIsE, A. F., Genl. Mgr., MacRae’s 
Blue Book Company, 18 E. Huron 
St., Chicago. (2) 

WEISENBACH, G. F., Adv. Mgr., Seiber- 
ling Rubber Co., Akron, O. (4) 

*Welss, JACK, Mng. Editor, Occupa- 
tional Hazards, Inc., 812 Huron 
Rd., Cleveland. (4) 

*WELLS, CHESTER L., Eastern Rep., 
Metal Progress, 17 Haynes St., 
Hartford, Conn. (6) 

WeELP, GEORGE, Dir. Sales Pro., Adv. 
& Pub., Interchemical Corp., 75 
Varick St., New York. (6) 

WENDT, H. F., Pres., Wendt Advertis- 
ing Agency, Spitzer Bldg., Toledo. 
(13) 

WENSLEY, ROGER L., Pres., G. M. Bas- 
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ford Co., 60 E. 42nd St., New York. 
(6) 

WENTWoRTH, A. G., Asst. Sales Mgr 
The Seymour Mfg. Co., Seymou: 
Conn. (20) 

WERNERT, R. J., Adv., Union Switch 
& Signal Co., 1789-1807 Braddock 
Ave., Swissvale, Pa. (8) 

Wertz, H. M., Adv. Mgr., Toledo 
Steel Products Co., Merchandising 
Div., Toledo Trust Bldg., Toledo. 
(13) 

WESSINGER, Lewis H., Pres., Foltz- 
Wessinger, Inc., 26 W. Orange St., 
Lancaster, Pa. (16) 

West, A. K., Adv. Mgr., Climax 
Molybdenum Co., 500 Fifth Ave., 
New York. (6) 


WESTON, R. B., Asst. Adv. Mgr., Ethy] 
Gasoline Corp., 405 Lexington Ave., 
New York. (6) 

WETTLIN, DAN, JR., U. S. Marine 


Corps, Marine Barracks, Parris 
Island, S. C. (7) 
*WETTSTEIN, R. PAYNE (LIEUT.), 


U.S.N.R., University Club, Boston. 
(2) 

WETZEL, R., Vice-Pres., Sales Mer., 
Charles L. Jarvis Co., Middletown, 
Conn. (20) 

WETZEL, Ray L., Adv. Director, The 
Dayton Rubber Mfg. Co., Dayton, 
O. (A) 

*WHEELER, ALVAH B., Adv. Megr., 
Magazines of Industry, Inc., 347 
Madison Ave., New York. (7) 

WHEELER, R. A., Mgr. of Publicity, 
Nickel Sales Dept., The Interna- 
tional Nickel Co., Inc., 67 Wall St., 
New York. (6) 


WHEELER, TOM L., JR., Pres., Wheeler, 
Kight & Gainey, Inc., 74 E. Long 
St., Columbus, O. (25) 

*WHELAN, JOHN J., Bus. Mgr., Haire 
Publishing Co., 1170 Broadway, 
New York. (6) 

WHIPPLE, Bruce, Wearstler Advertis- 
ing, Inc., 702 Realty Bldg., Youngs- 
town, O. (10) 

*WHIPPLE, GEORGE F., Educational Di- 
rector, Ponder Athenaenums, 50 
Beacon St., Boston. (1) 


WHITAKER, E. J., Adv. Mgr., Harshaw 
Chemical Co., 1945 E. 97th St., 
Cleveland. (4) 

*WHITE, DONALD H., Vice-Pres., Tez- 
tile Age, 80 Boylston St., Boston. 
(1) 

*Wuirte, G. L., Asst. Bus. Mgr., West- 
man Publications, Ltd., 366 Ade- 
laide St. W., Toronto, Ont., Can. 
(14) 

Wuite, Harm, Megr., White Advertis- 
ing Co., 716 Union Commerce Bldg., 
Cleveland. (4) 

WHITEHILL, W. N., Adv. Megr., Fisher 
Governor Co., 203 S. First Ave., 
Marshalltown, Iowa. (A) 

*WHITELEY, H. C., (Industrial Equip- 
ment News), 151 Neshobe Rd. 
Woban, Mass. (1) 

WHITMORE, WILL, Advertisement 5u- 
pervisor, Western Electric Co., 195 
Broadway, New York. (6) 

*WHITTINGTON, Ray N., McGraw-Hill 
Publ. Co., Inc., 520 N. Michigan 
Ave., Chicago. (2) 

*WiarDA, (Miss) JOAN TRUMBOUR, 
Adv. Mgr., Metal Finishing, 116 
John St., New York. (6) 

WIBLE, ELMER T., Mgr., Product Ivo. 
Pittsburgh Steel Co., Grant Big. 
Pittsburgh. (8) 
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NIAA Membership Roster 


WickHAM, M. C., Adv. Mgr., The 
Foote-Burt Co., 13000 St. Clair 
ive., Cleveland. (4) 

WickstTruM, B. K., Adv. Mgr., Light- 
ng Div., Sylvania Electric Prod- 
ucts, Inc., 500 Fifth Ave., New 
York. (6) 


*WIGDALE, NORMAN B., Western 
Builder Publ. Co., 407 E. Michigan 
St., Milwaukee. (A) 

Witcox, Pup E., Dir. of Pub. Re- 
lations, Keuffel & Esser Co., 300 
Adams St., Hoboken, N. J. (11) 

Witpe, W. H., No. Calif. Mgr., The 
McCarty Co., 116 New Montgomery 
St., San Francisco. (18) 

WILDER, ALMON Brooks, Pres., Almon 
Brooks Wilder, Inc., 154 E. Erie 
St., Chicago. (2) 

WILDER, T. NEAL, Acct. Exec., Ketch- 
um, MacLeod & Grove, Inc., 2000 
Koppers Bldg., Pittsburgh, Pa. (7) 

*WiILDs, HORACE G., Rep., Power Plant 
Engineering, 121 Waverly Rd., 
Wyncote, Pa. (7) 

Winey, B. G., Asst. Genl. Sales Megr., 
All-Steel-Equip Co., Inc., Aurora, 
Ill. (2) 

WiLey, JOHN E., Vice-Pres. & Genl. 
Mer., Fuller & Smith & Ross, Inc., 
71 Vanderbilt Ave., New York. (6) 

WILKINSON, HENRY H., Adv. Megr., 
The Permutit Co., 330 W. 42nd St., 
New York. (6) 

WiLicox, L. G., Research Dir., Evans 
Associates, Inc., 307 N. Michigan 
Ave., Chicago. (2) 

WILLETTE, ERNEST J., Sales Pro. Mgr., 
Hennepin Hardware Co., 909 Hen- 
nepin Ave., Minneapolis (22). 

WILuiaMs, C. B., Genl. Mgr., Mahon- 
ing Valley Rubber Co., 2228 South 
Ave., Youngstown, O. (10) 

*WILLIAMS, CHAUNCEY L., Gen. Mgr., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (6) 

*WILLIAMs, D. E., Vice-Pres. & Sales 
Mer., Texas Contractor, 807 Thomas 
Bldg., Dallas, Tex. (A) 

*WILLIAMS, FRED §S., Western Megr., 
Thomas Publishing Company, 20 W. 
Jackson Blvd., Chicago. (2) 

WituiaMs G. C., Adv. Mgr., North- 
west Engineering Co., 28 East Jack- 
son Blvd., Chicago. (2) 

*WILLIAMS, JOHN M., District Megr., 
Sweet’s Catalog Service, 119 W. 
10th St., New York. (6) 

WILLIAMS, JOSEPH H., Adv. Megr., 
Sangamo Electric Company, 11th 
St. at Converse, Springfield, Ill. (9) 

Wi IAMS, RALPH E., Secy.-Adv. 
Mer., B. F. Gump Co., 431 S. Clin- 
ton St., Chicago. (2) 

WiLitaMs, RUSSELL B., Reincke, Ellis, 
inggreen & Finn, Inc., 520 N. 
higan Ave., Chicago. (2) 

*WiiLiaMson, M. A., Vice-Pres., Mc- 
Graw-Hill Publ. Co., Ine., 330 W. 
i-nd St., New York. (6) 

*W'_LoucHBy, Lioyp, Western Megr., 
u & Factory, 333 N. Michigan 
Ave. Chicago. (12) 

Wi Roy, Adv. Mgr., Shovel & 
( e Div., Lima _ Locomotive 








he ks, Inc., Lima, O. (A) 
Wn N, Epwarp J., Sales Pro. Mgr., 
( is Lighting, Inc., 6135 W. 65th 
‘ Chicago. (2) 
Wit-on, L. BARTON, Adv. Mgr., Colt’s 
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Patent Fire Arms Mfg. Co., Hart- 
ford, Conn. (20) 

*WILSON, W. A., East. Adv. Mgr., Pit 
& Quarry Publications, 101 Park 
Ave., New York. (6) 

WILT, Haron A., Bus. & Trade Maga- 
zine Buyer, Batten, Barton, Dur- 
stine & Osborn, 383 Madison Ave., 
New York. (6) 

Winans, T. C., Adv. Mgr., A. M. 
Byers Co., Clark Bldg., Pittsburgh. 
(8) 

*WINDETT, ARTHUR, Sales Rep., News- 
week, 360 N. Michigan Ave., Chi- 
cago. (2) 

WINsLow, C. H., Adv. Mgr., Cuno 
Engineering Corp., 80 S. Vine, Mer- 
iden, Conn. (20) 

WINSLow, H. B., Sales Pro. Mgr., H. 
H. Robertson Company, Farmers 
Bank Bldg., Pittsburgh. (8) 

*WINSOR, WILLIAM P., Bus. Mgr., 
Metals and Alloys, 330 W. 42nd St., 
New York. (6) 

*WIPPERMAN, R. C., Pac. Coast Rep., 
Petroleum Engineer, 905% N. Fair- 
fax, Los Angeles. (19) 

WISCHERATH, LAMBERT J., Adv. Mer., 
Buffalo Foundry & Machine Co., 
1543 Fillmore Ave., Buffalo, N. Y. 
(A) 

*Wise, Louis EDWARD, Sales Rep., 
Jahn & Ollier Engraving Co., 604 
Penn Ave., Pittsburgh. (8) 

WITHEROW, KENNETH C., Acct. Exec., 
Walker & Downing, 526 Oliver 
Bldg., Pittsburgh. (8) 

Witt, A. O., Mgr. Sales Pro., 
Schramm, Inc., West Chester, Pa. 
(7) 

Witt, W. LANE, Mgr., Valves & Fit- 
tings Adv., Crane Co., 836 S. Michi- 
gan Ave., Chicago. (2) 

WITTE, P. F., Acct. Exec., Witte & 
Burden, 5757 Cass Ave., Detroit. 
(12) 

WoLAVER, E. D., Owner, E. D. Wola- 
ver, Adv. Agency, 815 Superior 
Ave., N. E., Cleveland. (4) 


WoLFE, RALPH L., Pres., Ralph L. 
Wolfe & Asso., Inc., 76 Adams St., 
W., Detroit. (12) 

Wotrr, D. A., Sales Pro. Mgr., Ed- 
win L. Wiegand Company, 7500 
Thomas Blvd., Pittsburgh, (8) 

Wotrr, ED, Proprietor, Ed Wolff & 
Associates, 428 Taylor Bldg., Roch- 
ester, N. Y. (A) 

*WoLFF, HowarD, Sales Pro. Megr., 
Beaverite Products, Inc., 1 E. 42nd 
St., New York. (6) 

WOLLASTON, EDWARD H., United Ad- 
vertising Corp., 354 Park Ave., 
Newark, N. J. (11) 

Woop, B. H., Adv. Mgr., The Terry 
Steam Turbine Co., P. O. Box 1200, 
Hartford, Conn. (6) 

Woop, RoBErRT F., Adv. Mgr., The Au- 
tocar Co., Ardmore, Pa. (7) 

*WooDALL, W. P., The W. P. Woodall 
Co., 153 Waverly Place, New York. 
(6) 

*Woops, LEONARD, Adv. Rep., Mac- 
intyre & Simpson, Inc., 75 E. 
Wacker Drive, Chicago. (2) 

Woops, MERRILL J., Pres., Merrill J. 
Woods Co., 1105 Inland Bldg., In- 
dianapolis. (15) 

Woopwarp, E. A., Sales Pro. & Adv. 
Mgr., Building Products, Ltd., 240 
St. Patrick St., Ville La Salle, Que., 
Can. (17) 


1942 











wh ih. 
\\it Ne. Chiang Kai-shek 


Henry Ford : genet 


> 


4 nck 


a N ‘ 


Bernard M. Baruch 
CH INNING POL] Oe 4 





HESE are but a few of the big name 
Wher picked at random from re- 
cent issues of The Rotarian. Timely arti- 
cles by such international authorities 
provide a mighty good reason for the 
exceptionally high reader interest of 
this publication. 


No Wonder Rotarians 
READ THE ROTARIAN 


And remember—these readers are lead- 
ing business executives and professional 
men—168,000 of them.* 26,000 are man- 
ufacturers. And there’s no better way to 
reach them than through the pages of 
their own magazine. 


Let us tell you more about The Rotarian 
influence on this important audience. 


tHe Rotarian 


35 East Wacker Drive, Chicago 
*ABC net paid for June 1942 issue, 175,537 
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METALS and ALLOYS 


Heals andl 


OF THE METAL INDUSTRIES 
REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street + New York City 
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WORDEN, GEORGE L., Jenkins Bros., 
Ltd., 617 St. Remi St., Montreal, 
Que., Canada. (17) 

WORTHEN, CHARLES E., Adv. Megr., 
General Radio Co., 30 State St., 
Cambridge, Mass. (1) 

WORTHINGTON, Mrs. Lee S., Adv. 
Mgr., Kold-Hold Mfg. Co., 424 N. 
Grand Ave., Lansing, Mich. (A) 

*“WrRay, EDWARD, Publisher, Railway 
Purchases and Stores, 9 S. Clinton 
St., Chicago. (2) 

Wricut, A. E., Adv. Mgr., The Elec- 
tric Furnace Co., 437 Wilson St., 
Salem, O. (10) 

WRIGHT, GEORGE B., Adv. Mer., Nash 
Engineering Company, Niaal St., 
South Norwalk, Conn. (20) 

Wricnt, Georce H., Harry B. Green 
Co., Inc., Baltimore Trust Bldg., 
Baltimore, Md. (23) 

Wricut, Howarp L., Chief Engineer, 
Curtis Lighting of Canada, Ltd., 260 
Richmond St., W., Toronto, Ont., 
Can. (14) 

WRIGHT, MALCOLM K., Adv. Megr., The 
Baldwin Locomotive Works, Pa- 
schall Post Office, Philadelphia. (7) 

*WriGcLey, G. B., Genl. Mgr., Wrigley 
Publications, Ltd., 46 Bloor St., W.., 
Toronto, Ont., Can. (14) 

Wutrr, C. F., Secy., The Kirk & Blum 
Mfg. Co., 2838-52 Spring Grove 
Ave., Cincinnati. (3) 

*WyNkoop, N. O., Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

Wyse, Francis O., Publicity Megr., 
Bucyrus-Erie Co., South Milwau- 
kee, Wis. (5) 


Y 


Yocerst, W. M., Sales Mer., Bodine 
Electric Company, 2254 W. Ohio 
St., Chicago. (2) 

Yorks, S. H., Adv. Dept., Bethlehem 
Steel Company, Bethlehem, Pa. (6) 

Younc, Howarp L., Adv. Mgr., Amer- 
ican Zine Sales Co., P.O. Box 327, 
Columbus, O. (25) 


*Younc, J. WILSON, Adv. Mgr., Com- 
pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 

Youne, R. H., Pres., R. H. Young & 
Associates, 998 Farmington Ave., 
West Hartford, Conn. (20) 

YOuNG, RALPH L., Asst. Adv. Megr., 
The DeLaval Separator Co., 165 
Broadway, New York. (6) 

YOUNG, TRUMAN, Asst. Adv. Megr., 
Pyrene Mfg. Co., 10 Empire St.; 
Adv. Mgr., C-O-Two Fire Equip- 
ment Co., U. S. Highway No. 1, 
Newark, N. J. (11) 

Youne, V. R., Adv. Dept., Canadian 
General Elec. Co., Ltd., 212 King 
St., W., Toronto, Ont., Can. (14) 

Youncs, Eart R., Adv. Megr., The 
Toledo Pipe Threading Machine 
Co., 1445 Summit St., Toledo. (13) 


Z 

*ZERWECK, CARL E., Graham Paper 
Co., 1014 Spruce St., St. Louis. (9) 

ZIEGLER, N. T. (Sales Mgr., Cleveland 
Heater Co.), 3135 Huntington Rd., 
Shaker Heights, O. (4) 

ZIEME, CARL H., Service Engineer, Re- 
public Rubber Div., Lee Tire & Rub- 
ber Corp., Youngstown, O. (10) 
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ZIMMERMAN, ErIc, Railway & Indus- 
trial Engineering Co., P.O. Box 98, 
Greensburg, Pa. (8) 

ZISTEL, NorRMA E., Adv. Mgr., The 
American Crayon Co., 1706 Hayes 
Ave., Sandusky, O. (A) 


NIAA Membership by 


A 


AsppoTtt BALL Co.: J. Howard Dona- 
hue. 

ABRASIVE Co.: Dudley S. Saurman. 

ACHESON CoLLomps Corp.: John M. 
Lupton. 

ACKLIN STAMPING: Co.: James M. 
Acklin. 

ACME ENGRAVING Co.: Louis J. Huber. 

ACME STEEL Co.: V. C. Hogren. 

ACTON Burrows Co.: Aubrey A. Bur- 
rows. 

ADAM ELeEctTrIcC Co., FRANK: Arthur 
Koehler. 

ADAMS, EpGar F., Artist: 
Adams. 

ADAMS Co., J. D.: E. E. Christena. 

ADVERTISING AGENCY OF WM. COHEN: 
William Cohen. 

ADVERTISING PUBLICATIONS, INC.: G. 
D. Crain, Jr.; Ralph O. McGraw; 
Edwin F. Thayer. 

AHRENS PuBL. Co., INc.: Don Nichols. 

AtrR REDUCTION SALES Co.: John F. 
Callahan; G. Van Alstyne. 

AJAX FLEXIBLE COUPLING Co.: Wayne 
Belden. 

AKIN, WILLIAM §. 

ALLAN & Son, A.: William T. Allan. 

ALLBRIGHT ADVERTISING AGENCY, R. 

: R. D. Allbright. 

ALLEGHENY LITHOGRAPH 
W. Essick. 

ALLEGHENY LUDLUM STEEL CORP.: 
Clark W. Green; C. B. Templeton. 

ALLEY & RicHaARDs Co.: Harry M. 
Billerbeck. 

ALLING & Cory Co.: Howard Lewis; 
Forrest C. Lydic. 

Atuis Co., Louis: Van B. Hooper. 

ALLIS-CHALMERS MFc. Co.: George J. 
Callos; A. F. McGraw; W. D. Shan- 
non, 

ALL-STEEL-EquiPp Co., INC.: 
Wiley. 

ALUMINUM CoO. OF AMERICA: 
Gemmer. 

AMERICAN AIR FILTER Co.: J. R. Me- 
Connell. 

AMERICAN BANKERS 
William R. Kuhns. 

AMERICAN CABINET HARDWARE CO: 
Folke Engstrom. 

AMERICAN CAN Co.: E. K. Walsh. 

AMERICAN CAR & Founpry Co.: J. M. 
Reibel. 

AMERICAN CHAIN & CABLE Co., INC.: 
Edward V. Creagh. 

AMERICAN CHEMICAL SOCIETY: 
lace F. Treaendly. 

AMERICAN CITY MAGAZINE CORP.: 
George S. Conover. 

AMERICAN CRAYON Co.: (Miss) Norma 
E. Zistel. 

AMERICAN DISTRICT 
Charles E. Murphy. 

AMERICAN FLOOR SURFACING MACHINE 


Edgar F. 


Corp.: R. 


B. G. 
F. L. 


ASSOCIATION : 


Wal- 


STEAM’ Co.: 


*ZOLLNER, K. A., East. Mgr., Steel, 
110 E. 42nd St., New York. (6) 
*ZoRN, E. W., Eastern Megr., Roads & 
Bridges and Water Works & Sew- 
age, 159 Craig St., W., Montreal, 

Que., Can. (17) 


Company Affiliations 


Co.: L. F. Steele. 

AMERICAN ForRGE DIv. OF AMERICAN 
BRAKE SHOE & FOUNDRY Co.: H 
Mulford. 


AMERICAN FOUNDRY EQUIPMENT Co.: 
A. E. Lenhard. 


AMERICAN Hoist & DERRICK Co.: E. 
P. Brown. 


AMERICAN INSTITUTE OF ELECTRICAL 
ENGINEERS: Glenn H. Eddy. 


AMERICAN INSTITUTE OF MINING & 
METALLURGICAL ENGINEERS: Wheel- 
er Spackman, 


AMERICAN LAUNDRY MACHINERY Co.: 
George G. Rups; T. W. Tieman. 
AMERICAN LocoMOTIVE Co.: H. J. 

Downes; Murray O. Smyth. 

AMERICAN MACHINE & FouNprRy Co.: 
R. G. Sutherin. 

AMERICAN METAL MARKET Co.: R. A. 
Langer. 

AMERICAN MINING CONGRESS: Pat- 
rick D. McMurrer; James E. Neary, 
Jr. 

AMERICAN Mono Rai Co.: Edw. H. 
Doerger. 

AMERICAN PAINT JOURNAL Co.: A. F. 
Voss. 

AMERICAN PULLEY CoO.: 
Monigle. 

AMERICAN ROAD BUILDERS’ ASSO.: 
Robert E. Harper. 

AMERICAN ROLLING Mitzi Co: P. J. 
Butler; Bennett Chapple; William 
E. McFee; Harry V. Mercer; R. M. 
Nelson; Edgar Schellenbach. 

AMERICAN SCHOOL PUBLISHING CORP.: 
Frank J. Raymond. 

AMERICAN ScREW Co.: H. Mayoh. 

AMERICAN SOCIETY OF CIVIL ENGI- 
NEERS: W. L. Glenzing. 

AMERICAN SOCIETY OF MECHANICAL 
ENGINEERS: C. E. Bregenzer; 
Glenn H. Eddy; Frederick Lask. 

AMERICAN SOCIETY FOR METALS: 
A. P. Ford; Chester L. Wells. 

AMERICAN STEEL FOUNDRIES: Alan 
W. Hindmarch. 

AMERICAN STEEL & WIRE Co.: V. M. 
Barton; Wilmer H. Cordes; Charles 
N. Schmidt; A. R. Teifeld. 

AMERICAN TaG Co.: W. J. Brown. 

AMERICAN TRADE Pus. Co.: R. F. 
Shrope. 

AMERICAN ZINC SALES CoO.: 
ard L. Young. 

ANACONDA CoPpPER MINING Co.: Jo- 
seph N. McDonald. 

ANACONDA WIRE & CABLE Co.: Wa’- 
ter L. Funnell; E. F. Luna. 

ANCHOR Post FENCE Co: M. J. Done- 
hue. 

ANDERSON ADVERTISING Co., J. V 
J. W. Anderson. 

ANFENGER ADVERTISING AGENCY, IN 
H. Gifford Till. 

ANGUS COMPANY, INC.: 
Deily, Jr. 


Ernest C. 


How- 


Charles 
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APPLETON ELectric Co.: Carl A. 
Bloom. 

ArcADE Mre. Co.: I. P. Gassman. 

Arco Co: James J. Clarke. 

ArMCO DRAINAGE Propucts Asso.: W. 
H. Spindler. 

ARMSTRONG CoRK Co: M. J. War- 
nock. 

ArNnptT Co., INC., JOHN FALKNER: 
Robert N. D. Arndt. 

Arrick Co.: D. C. Arrick. 

Art-CRAFTS ENGRAVING Co.: J. M. 
Kaiser. 

Art Sign & DIspLaAy Co., INC.: Ar- 
thur C. Skoler. 

ARTWIL COMPANY ADVERTISING, INC.: 
Arthur Bandman. 





ASHLEE PuBL. Co., INC.: James C. 
Munn. 

ASKANIA REGULATOR Co.: John C. 
Vaaler. 


ASPEN, ADV. SPECIALTIES, EARL G.: 
Earl G. Aspen. 

ASSOCIATED BUSINESS PAPERS, INC.: 
Schuyler Hopper; Stanley A. 
Knisely; Rudolf R. Kopfmann. 

ASSOCIATED INDUSTRIES OF MASSACHU- 
SETTS: Frank Prendergast: 

ASSOCIATED SCREEN NEws, LTp.: E. 
S. Roberts. 

ASSOCIATION OF IRON AND STEEL EN- 
GINEERS: James D. Kelly; James 
R. Scott. 

ASTATIC Corp.: Ray T. 
berg. 

ATKINS & Co., E. C.: M. W. Dallas. 

ATLAS CAR & Mra. Co.: Gene P. Ro- 
bers. 

ATLAS ENGRAVING Co: Joseph Porter. 

ATLAS LITHOGRAPHING Co.: H. B. 
Shute. 

ATLAS LUMNITE CEMENT Co.: Ger- 
ald T. Haddock. 

ATLAS POWDER Co.: John Swenehart. 

AUSTIN-WESTERN ROAD MACHINERY 
Co.: H. F. Barrows; R. G. Lund. 

AUTOCAR Co.: Robert F. Wood. 

AUTOMATIC ALARMS, INC.: Wm. J. 
Doyle. 

AUTOMATIC TRANSPORTATION Co: Ed- 
win L. Bertram. 

AYER & Son, INc., N. W.: R. H. 
srinkerhoff. 

Ayer & Stresp: Elmer Ayer. 


BABCOCK & WILcox Co.: Walter H. 
Andresen; Charles M. Neighbors; 
W. E. Roth. 

Bacon, R. H. & Co: R. H. Bacon. 

Bacon, RALPH W. 

3ADGER & BROWNING & HERSEY: Wm. 
Benton Lowther. 

BAILEY METER Co.: 
Wm. C. Johnston. 

Ba LITE CorP.: Robert J. Barbour; 
A\an Brown; Don Masson. 

Baker & BAKER & Assoc., INc.: Hor- 
a R. Baker; Earl E. Humphrey; 
Walter Morrison. 

Bar -R-ASHDOWN, Ltp.: H. G. Ash- 
down, 

Bakrr RAULANG Co.: W. M. MeMil- 


Schotten- 


E. B. Bossart; 


Bakors’ HELPER Co.: Paul E. Clis- 
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BALDWIN BELTING & LEATHER Co., 
Inc.: Preston de G. Baldwin. 

BALDWIN-DUCKWORTH DIv., CHAIN 
Bett Co.: A. T. Arnold. 

BALDWIN LOCOMOTIVE WoRKS: Mal- 
colm K. Wright. 

BALDWIN-SOUTHWARK DIVv., BALDWIN 
LOCOMOTIVE WorKs: Graham Rohrer. 

Bautzari & Starr, R. A.: R. A. Bal- 
zari. 

BARBER-COLMAN Co.: W. C. Galloway. 

BARLOW ADVERTISING AGENCY: Hugh 
Goodhart. 

BARNES CorP., JOHN S.: G. A. Mar- 
kuson. 

BARRY-WEHMILLER MACHINERY CO.: 
Paul Wehmiller. 
BARTON PREsS, INC.: 

berg. 

Basrorp Co., G. M.: Gene Heiffel; 
Willoughby S. Leech; Lawrence G. 
Malone; W. F. Mulhall; E. Scott 
Pattison; W. H. Schink; Henry C. 
Silldorf; Gregory H. Starbuck; 
Carl A. Wagner; Roger L. Wen- 
sley. 

Bassick Co.: Ralph D. Mount. 

BATTEN, BARTON, DURSTINE & Os- 
BORN, INc.: Alan D. Lehmann; 
David E. Robeson; Harold A. Wilt. 


Bausch & LomsB OpTIcaL Co.: Ru- 
dolph Miller; Ray L. Van de Vate. 

Bay City SuHovets, INc.: A. W. 
Reidinger. 

BAYLESS-KERR Co.: Neville Bayless; 
Walter Butcher. 

BEACON PAPER Co.: C. S. Lafferty. 

BEAUMONT, HELLER & SPERLING, INC.: 
Robert F. Heller. 

BEAVERITE PropucTs, INC.: Howard 
Wolff. 

BECKER, INC., WILLIAM H.: William 
H. Becker. 

BECKETT PAPER Co.: Dan M. Beckett. 

BEESON-FALLER-REICHERT, INC.: Ray 
Faller. 

BEHEL & WALDIE & Briccs: Donald 
H. Proctor; Benjamin D. Waldie. 

Bett & EvANs Co.: Clyde Probert. 

BELDEN & Hickox: Frank E. Belden. 

BELDEN Mrc. Co.: S. Frank Kiss. 

BELL SoUND Systems, INc.: Earl 
Hofler. 

BENDIX RADIO CorpP.: R. R. Brunner. 

BENJAMIN ELECTRIC Mra. Co.: Ru- 
dolf W. Staud. 

BENNETT & Co., INC., FRANK P.: 
Frank P. Bennett, III; Andrew A. 
Underwood. 

BENWOOD-LINZE CoO.: 
rend. 

BERNZOTT StTupi0s, A. J.: A. J. Bern- 
zott. 

BESSER Merc. Co.: Jonathan J. Buzzell. 

BETHLEHEM STEEL Co.: S. H. Yorks. 

BETTER ROADS: A. Perrin. 

BIDDLE PRINTING Co., HOWARD: Wil- 
liam Walton Biddle, II. 

Biaccs, INc., GEORGE B.: W. I. McCord. 

Buiack & DEcKER Mrc. Co.: J. F. 
Apsey, Jr. 

BLAKE, Morrett & TOWNE: R. Quen- 
nell. 

BLANCHARD MACHINE Co.: 
Loudon. 


BLAW-KNox Co.: C. L. Byers; D. 
Clinton Grove; A. E. Hohman. 


BLocH ADv. AGENCY, H. GEORGE: H. 


Samuel Den- 


Norbert Bee- 


H. A. 


1942 


| 








It's going places in a big way... 
developing new processes, new 
products having amazing possi- 
bilities for both war and peace. 
The Wood Working Digest is 
“right out in front” covering both 
the new and old branches of the 
industry . . . giving advertisers a 
larger circulation (12,000) among 
key executives at a lower cost 
than any other wood working 
magazine. 


WOOD-WORKING 
Digest 


HITCHCOCK PUBLISHING CO. 
508 So. Dearborn St., Chicago 





Manufacturers of 

-forms andparts 
$-— forgings 
pow- 


metal 
(casting 
—stampings— 
der metallurgy 
pacts— bear- 
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ings: 
vertising this year 
in 


METALS and ALLOYS 


Heals and Alloy 


OF THE METAL INDUSTRIES 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street + New York City 
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George Bloch. 

BLUE NetworkK Co.: Lue I. Stearns. 

BoDINE ELeEcTrIc Co.: W. M. Yogerst. 

BoHME & BLINKMAN, INC.: Harry 
H. Blinkman. 

BOHNETT Co.: Walter R. Mason. 

Boston GEAR WorkKsS, INC.: Carl O. 
Henline. 

BosToN News BureEAvu: Arthur J. C. 
Underhill. 

Bott Co., ALFRED: Alfred E. Bott. 

BouRNE ApDv. AGENCY, HENRY T.: 
Henry T. Bourne. 

Bowser & Co., S. F.: Harry J. Slack. 
BRADLEY WASHFOUNTAIN Co.: Charles 
Berenger. 
BRAGDON, INC., 

Reuter. 

BRAMSON PuBL. Co.: Roy T. Bram- 
son; Dwight H. Early; Irving 
Lesher, Jr.; Thomas J. Orlando. 

BRAND StTupios: Lawrence Brand. 

Bray Co.: Len J. Bray. 

BREMER TYPOGRAPHIC STUDIO: Wm. 
F. Bremer. 

Bretu, INc., R. C.: 

BREWER-TITCHENER 
Bruce. 

BRIDGEPORT Faprics, INc.: R. W. 
Naramore. 

Briccs & STRATTON Corp.: 
C. Freitag. 

BRisToL Co.: George P. Lonergan. 

BROEDER ADVERTISING AGENCY, CLIF- 
FORD F.: Clifford F. Broeder. 

BRONZE ALLOYS Co.: Frederick Boe- 
neker, Jr. 

Brooke, SmitnH & FrenNcH, INc.: 
Charles W. Brooke: L. Grant Ham- 
ilton. 

Brooks Co.: Barton J. Haggard. 

Bros Borer & Mrc. Co., WILLIAM: 
Lowell H. Swenson. 

BROWN INSTRUMENT Co.: J. F. Sul- 
livan. 

Brown & SHARPE Mrc. Co.: John P. 
Burdick. 

Bruce Pus... Co.: W. T. Coulter: E 
E. Murphy. 

BRYANT ELectric Co.: F. F. Herold. 

BRYANT PREsS, INC.: Anthony W. 
Marshall. 

BUCHAN Loose LEAF REcoRDs Co.: 
George H. Buchan; Edwin G. Han- 
sen; R. A. Stewart: Ernest A. 
Thesieres. 

BUCHANAN & Co., INc.: F. E. Adams: 
Frederick W. Apgar. 

BUCHEN Co.: Walther Buchen: W. 
R. Ceperly; C. W. Fisher; Howard 
W. Rose; Henry W. Tymick. 

BUCKERIDGE & AssociATEs, J. O.: 
Archer L. Bogue. 

BUCKLEY, DEMENT & Co.: Homer J. 
Buckley. 

BUCKLEY ORGANIZATION, EARLE A.: 
Earle A. Buckley. 

BUCYRUS-ERIE Co.: 
drews; F. O. Wyse. 

Bupa Co.: Howard H. Cohenour. 

BUFFALO FouNvKY & MACHINE Co.: 
Lambert J. Wischerath. 

BUILDING PRopucTs, Lrtp.: E. A. 
Woodward. 

BUILDING WITNESS PuBL. Co.: C. E. 


JOHN C.: H. F. 


R. C. Breth. 
Corp.: W. A, 


Reuben 


Arnold J. An- 
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O’Brien. 

BuLL Dog E.ectric Propucts Co.: 
E. R. Dunn. 

BULLARD Co.: R. C. Bullard. 

BUNTING Brass & BRONZE Co.: Karl 
I. Homan. 

BurBANK & Co., S. H.: 
Goldner. 

Burp Piston RING Co., Subdiv. LIB- 
ERTY FOUNDRIES Co.: Roy F. Cratty. 

BURLEC, LTp.: L. E. Messinger. 

BURNDY ENGINEERING Co.: Ted Grav- 
enson. 

BUSINESS NEWS PUBL Co.: 
F. Taubeneck. 

BUSINESS PUBLISHERS INTERNATIONAL 
Corp.: John Abbink; Orme Fet- 
terly; Don G. Heinly. 

BUSSMANN Mrc. Co.: H. 
Thomas. 

BUTTENHEIM-Dix PuBL. Corp.: Don- 
ald V. Buttenheim. 

Byer & BOWMAN ADV. AGENCY: Gus 
K. Bowman. 

Byers Co., A. M.: G. B. Cushing; T. 
C. Winans. 

BYERS MACHINE Co.: 


Cc 


CAHN-MILLER, INC.: 

CALDWELL-BAKER CO.: 
Caldwell. 

CALIFORNIA CORRUGATED CULVERT Co.: 
R. T. Reinhardt. 

CAMPBELL-MITHUN, INC.: 
Forney. 

CANADA CEMENT Co., Ltp.: G. J. 
Samson; Harry S. Van Scoyoc. 

CANADA CREOSOTING CO.: | oe 3 
Thompson. 

CANADA STARCH Co., LTD.: 
E. Stephenson. 

CANADIAN CHAMBER OF COMMERCE: 
Kenneth J. McArdle. 

CANADIAN ENGINEERING PUBLICA- 
TIONS, Ltp.: N. E. D. Sheppard. 
CANADIAN FAIRBANKS - MORSE Co., 

Ltp.: John O. Pitt. 
CANADIAN GENERAL ELEcTRIC Co., 
Ltp.: L. B. Hicks; V. R. Young. 
CANADIAN INDUSTRIES, LTp.: B. W. 
Keightley; D. W. Kelley. 

CANADIAN INGERSOLL-RAND Co., LTD.: 
F. A. McLean; H. G. Soper. 

CANADIAN INSTITUTE MINING & MET- 
ALLURGY: L. C. Hazelton. 

CANADIAN LINE MATERIALS, 
George Clark. 

CANADIAN Liqurip AIR Co., LTp.: Er- 
nest Harris; J. S. Moss. 

CANADIAN MANUFACTURERS’ Asso.: D. 
B. Gillies. 

CANADIAN Motor Propucts, Ltp.: I. 
M. Gringorten. 

CANADIAN TUBE & STEEL PRODUCTS, 
Ltp.: Gordon Hale. 

CANADIAN WESTINGHOUSE Co., LTD.: 
John A. M. Galilee. 

CANTON ENGRAVING & ELECTRO. Co.: 
Knight Stemler. 

CAPITOL Mrc. & SuPPLY Co.: 
Katz. 

CARBOLOY Co., INC.: 
E. C. Howell. 

CARBCRUNDUM Co.: 
man. 

CARDOX CoRP.: Robert L. 
James N. Krohne. 


Frank C. 


George 


von P. 


E. T. Geddes. 


Louis F. Cahn. 
Howard C. 


John W. 


Harold 


LTD.: 


H. N. 
T. D. Emerson; 
Francis D. Bow- 


Hoover; 


CAREY Co., PuHiLip: C. D. Easton. 

CARGILL, INC.: A, C. Greenman. 

CARNEGIE - ILLINOIS STEEL CORP.: 
Bennett Chapple, Jr.; Francis Ju 
raschek; Robert J. Ritchey; G. Reed 
Schreiner. 

CARPENTER ADVERTISING Co.: A. J 
Carpenter. 

CARPENTER ADv. Co.: Harm White. 

——— STEEL Co.: A. Elroy Ke! 
er. 

CARRIER CorP.: Walter A. Bowe. 

CARTER CARBURETOR CorP.: Charles 
W. Bolan. 

CARTER, JONES & TAYLOR: 
Fergus. 

Case-Hoyt Co.: Albert D. Perry; 
Edward A. Swain. 

CASE -SHEPPERD-MANN PUBL. Co.: 
W. S. Clevenger; Walter H. Fred- 
ericks; Alfred J. Houghton; Karl 
M. Mann; L. M. Roche. 

CATERPILLAR TRACTOR Co.: T. W. 
Fahey; G. W. Monfort. 

CAXTON Co.: R. E. Bandelow; Edgar 
S. Hall. 

CENTRAL ELECTROTYPE Co.: Frank P. 
Herbert. 

CENTRAL OHIO PAPER Co.: W. P. 
Jennings; A. J.. Kinnear. 

CENTURY ELECTRIC Co.: 
Imes; Anthony Neher. 

CHAIN BELT Co.: George Herbert 
Pfeifer. 

CHAMPION PAPER & FIBRE Co.: Frank 
Gerhart; Alexander Thomson, Jr. 
CHANCE Co., A. B.: H. A. Houston. 
CHAPIN PUBL. CO.: Sewall A. 

Fletcher. 

CHAPMAN VALVE MrFc. Co.: 
Beatrice L. Becker. 

CHASE Brass & Copper Co.: Edward 
J. Malvey. 

CHATFIELD & Woops Co. oF Pa.: D. 
J. Coullie; W. F. Doyle. 
CHERRY-BURRELL CorP.: W. 

Ewen. 

CHICAGO Brince & IRON Co.: Milo E. 
Smith. 

CHICAGO MOLDED PropuUcTs CorP.: 
John Bachner; J. W. Stokes. 

CHILTON Co.: Charles S. Baur; Rob- 
ert F. Blair; Harland E. Boyd; A. 
R. Eckel; E. E. Elder; Will J. Fed- 
dery; Emerson Findley; W. J. Fitz- 
gerald; Joseph Geschelin; George 
H. Griffiths; Joseph S. Hildreth; H. 
K. Hottenstein; John Hoole; F. 0. 
Kirkpatrick; H. E. Leonard; Peirce 
Lewis; Anson E. Meanor; Chester 
H. Ober; W. B. Robinson; William 
F. Sherman; Dwight C. Warren. 

CurrurG Co., JAMES THoMAs: J. T. 
Chirurg; George A. Frye. 

CINCINNATI BICKFORD Toot Co.: R. N. 
Piper. 

CINCINNATI CORDAGE & PAPER ©? 
Isaac C. Moermond. 

CINCINNATI GAS & ELECTRIC (0 
Kenneth Magers. 

CINCINNATI MILLING MACHINE ‘ 
Henry Dods; Charles M. Reesvy; 
Joseph A. Sieber. 

CINCINNATI PROCESS ENGRAVING ‘ 
Fred W. Meyer. 

CINCINNATI SHAPER Co.: A. G. Bav- 
gartner. 

CINCINNATI Toot Co.: J. A. Gara: *t. 

CLARE & Co., C. P.: John E. M 
man. 


Paul A. 


Oliver S. 


(Mrs.) 


R. Me- 
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CLARK CONTROLLER Co.: Ernest C. 
)berts. 
CLARK EQUIPMENT Co.: Ezra W. 
Clark. 
CLARK PuBL. Co.: Roy Carey; Junius 
M. Smith. 


CLEAVER-BROOKS CO.: 
Veneilley. 

CLEVELAND AUTOMATIC MACHINE Co.: 
G. V. Patrick. 


CLEVELAND CHAIN & Mc. Co.: R. 


Bruce Vasey. 

CLEVELAND CRANE & ENGINEERING 
Co.: C. L. Peterson. 
CLEVELAND HEATER Co.: 

ler. 
CLEVELAND PNEUMATIC TooL Co.: E. 
L. Oldham. 


CLEVELAND PUNCH & SHEAR WORKS 


N. T. Zieg- 


Co.: W. J. Stewart. 

CLEVELAND Rock Dritt Co.: E. L. 
Oldham. 

CLEVELAND TRACTOR Co.: Steve C. 
Brown. 

CLEVELAND TWIST DRILL Co.: George 
E. Corey. 

CLIMAX MOLYBDENUM Co.: A. K. 
West. ‘ 

CoAL SERVICE, INC.: Harry Turner. 


BROWN & Co., Lrp.: A. 
A. R. McGill. 


Alfred 


COCKFIELD, 
M. Griffiths; 

CoLLE Co., ALFRED: 
Kirk MecVoy. 

CoLLINS Mrc. Co., A. M.: 
dred Poehlmann. 

CoLt’s PATENT FIRE ARMS Mrs. Co.: 
L. Barton Wilson. 


Colle; 


(Miss) Mil- 


COLUMBIA CHEMICAL DIv. PITTs- 
BURGH PLATE GLASS Co.: H. L. 
Poulton. 

COLUMBIA STEEL Co.: E. K. Posson. 

COLUMBIAN VICE & Mrc. Co.: A. F. 
Munhall. 

COLUMBUS DENTAL MFG. Co.: John 


Spurrier. 

COLUMBUS PLASTIC PRODUCTS, INC.: 
Borden Hively. 

COMBUSTION ENGINEERING Co., INC.: 
_ McDonough; Everitt Mitch- 
ell. 


COMBUSTION PusBL. Co.: H. Stuart 
Acheson. 
COMMERCIAL ADVERTISING AGENCY, 


Inc.: W. I. Brockson; E. A. Geb- 
hardt. 

COMMERCIAL CREDIT Co.: 
David; Michael Sheehan. 


T. O. Me- 


COMMERCIAL LETTER, INC.: G. J. 
Lehleitner. 
COMMERCIAL PASTE Co.: John Cor- 


ett 


COMMERCIAL SHEARING & STAMPING 


Co.: W. dH. Alderdice; Ward 
B cher. 

COMMERCIAL SOLVENTS CorP.: Charles 
D. Goodale. 

CoMrieTe Service Pusu. Co.: D. R. 


E ‘rt; James E. Montgomery; W. 
A. Wilson. 

VOMI<ESSED AIR MAGAZINE Co.: J. 
W son Young. 


CONC:eTe PuBL. Corp.: Louis Brook- 
m: Jr. 
Coni .~ & AssociATes, Ropert S.: 


Oo rt S. Conlan. 


Con TICUTT TELEPHONE 
Cr : C. H. Gillette. 


& ELEc. 


IND STRIAL MARKETING, October, 





William H. 





CONOVER-MaAsT Corp.: Harvey Con- 
over; H. E. Gaillard; Richard C. 
Grove; A. J. Kaiser; B. P. Mast; 


Joseph Mehr; A. M. Morse, Jr.; 
Richard T. Roney; Stanley J. 
Smith; Edward M. Stanley; Lloyd 
Willoughby. 

CONSOLIDATED GAS, ELECTRIC LIGHT 
& Power Co. OF BALTIMORE: B. S. 
Bowerman. 

CONSOLIDATED PRESS, LTD.: Hiram 
McCann, 

CONSTRUCTION DIGEST: Fred G. 


Johnston; George C. Stewart. 
CONSTRUCTION NEWS: Ray Metzger. 
CONTAINER CoRP. OF AMERICA: M. 

Gaukerud; Edgerton A. Throckmor- 

ton. 

CONTEMPO ADVERTISING 

Inc.: William Weikh. 
CONTINENTAL-DIAMOND FIBRE CoO.: 

Nelson W. Sieber. 
CONTINENTAL STEEL CORP.: 

DeLo. 

CONTRACTOR PUBL. CO.: 


ARTISTS, 


J. A. 


Richard C. 


Mertz. 

CO-OPERATIVE DISPLAYS, INC.: J. E. 
Baxter. 

COOPER-BESSEMER CorP.: E. R. Bon- 
nist. 

COPPERWELD STEEL Co.: Walter B. 


Conner, Edmund D. Kennedy; Rob- 
ert C. Ridley; George Sowash. 
CorBIN, P & F: Andrew J. Sataline. 
CORNELL-DUBLIER CorP.: William G. 
Many. 
CORNELL 
berg. 
CORRIGAN ADV. 
Corrigan. 
C-O-Two FIRE EQUIPMENT Co.: 
man Young. 
CRAFTSMAN PRINTING Co.: O. J. Doss- 
man. 
CRAIG, ADVERTISING, JOHN GILBERT: 
J. G. Craig. 


UNIVERSITY: Harry J. Lo- 
AGENCY, C. A.: C. A. 


Tru- 


CRAMER-KRASSELT Co.: M. R. Cross- 
man; George R. Holt. 

CRANE Co.: H. H. Simmons; W. Lane 
Witt. 


CRANE, LTp.: A. P. Darcel. 


CREAMERY PACKAGE Merc. Co.: Fred 
G. Jones. 

CROCKER-MCELWAIN Co.: Edson S. 
Dunbar. 

CROCKER-WHEELER ELEC. MFG. Co.: 
James E. Jump. 


CROMPTON & KNOWLES LOOM WORKS: 
Donald T. McDonald. 


CROUSE-HINDs Co.: F. Ware Clary. 

CROowN CorK & SEAL Co.: N. D. 
Grasty. 

CRUCIBLE STEEL Co. OF AMERICA: 
Gordon Tuthill. 


CRUTTENDEN & EGER: Edmond I. 


Eger. 
CRYSTAL TISSUE Co.: Richard E. 
King. 
CUMMINGS, BRAND & McCPHERSON 


ApDv. AGENCY: A. B. Brand. 


CUMMINS ENGINE Co.: E. O. Jewell. 

CUNNINGHAM Co., M. E.: Franklin 
Speicher. 

CUNO ENGINEERING CorP.: C. H. 
Winslow. 


CurTis LIGHTING Co. OF CANADA, 
Ltp.: H. L. Wright. 

CuRTIS LIGHTING, INC.: 
Wilson. 

CURTIS PNEUMATIC MACHINERY CO.: 
Ll. C. Blake. 


Edward J. 


1942 
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Producers 
and distributors 
of ferrous metals 
are advertising 

this year in 


METALS and ALLOYS 


Heials a $a loys 


THE ENGINEERING MAGAZINE 


OF THE METAL INDUSTRIES 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street +. New York City 














DO YOU KNOW 
What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you. 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 











149 





NIAA Membership Roster 





Curtiss, INc., SPENCER W.: Spencer 
W. Curtiss; William Grimm; H. A. 
Quinlan. 

CUTLER-HAMMER, INC.: L. P. Niessen. 


D 


DAILY COMMERCIAL NEws, LTp.: M. T. 
Horning; E. J. L. Stinson. 

DANLY MACHINE SPECIALTIES, INC.: 
Kenneth Barber. 

DARLING Bros., Ltp.: FE. Darling. 

Davies & McKINNeEy: A. J. Davies. 

Davis-Lisson, Lrp.: Leonard Davis. 

Davis Press, INC.: Rae M. Spencer. 

DAVIS REGULATOR Co.: R. A. Peterson. 

Daytow Prwp & Mrc. Co.: Harry 
J. Rothermel. 

DAYTON RuBBER Mra. Co.: Ray L. 
Wetzel. 

DeerRE & Co.: H. M. Railsback. 

DELAVAL SEPARATOR Co.: Ralph L. 
Young. 

DettTa Mra. Co.: Walter E. Schutz; 
James Tate. 

DEMING Co.: L. H. Taylor. 

DENHAM & Co.: A. F. Denham. 

DENISON ENGINEERING Co.: Charles 
E. Brown; Paul W. Norris. 

DENVER EQUIPMENT Co.: John N. 
Cronk. 

De Sanwno, Inc., A. P.: N. A. 
way, Jr. 

DETROIT EDISON Co.: 
Greene. 

Detroit REx PrRopucts Co.: George 
W. Walter. 

De ViLBiss Co.: 
Gardner. 

DEVORN DISPLAY CORP.: 
DeVorn. 

DEWALT Propucts Corp.: 
Fortey. 

DIAMOND CHAIN & Mpc. Co.: 
Martin. 

DIAMOND IRON Works, INC.: 
Knowles. 

DIAMOND STATE FIBRE Co. OF CANA- 
DA: A. G. Ballard. 

Drent Merc. Co.: Harold W. Kloth. 

DIESEL ENGINES, INC.: W. R. Cotton. 

DIESEL PUBLICATIONS, INc.: William 
J. Gibson. 

Diu & Conmumns Co.: W. R. 
Kamp; Malcolm B. McQuade. 

Ditt Mra. Co.: A. A. Sump. 

Direct MAIL RESEARCH INSTITUTE: 
George D. Gaw. 

Direct Marr Service Co.: Harry I. 
Berle; I. H. Bloom; Morris Linton. 

DisPpLAY StTupros, INnc.: Glenn H. 
Wegele. 

Disston & Sons, Inc., HENRY: Wal- 
ter H. Gebhart. 

DiTzLeR Covor Co.: Lloyd R. Vivian. 

DrIxteE CONTRACTOR, INC.: Roy L. Kerr. 

DOBECKMUN Co.: J. M. Cowan. 

DopcEe Corp... F. W.: Leslie G. Ander- 
son; Homer Andrews: A. D. Becker; 
Louis A. Cleaver; Carlyle J. Coash; 
E. T. Eyler; Roy J. Hard; Moses 
King; Judd Payne; Claude B. Rie- 
mersma; H. F. Thomas; Thomas 
A. Tredwell; Chauncey L. Wil- 
liams; John M. Williams. 

Dopce Mrc. Corp.: W. W. French. 

DOLE VALVE Co.: Stuart G. Phillips. 


Con- 


Robert L. 


Emil Frey; Ben 
Arthur C. 
Harry W. 
H. L. 


D. D. 


Kort 
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Doten Co., JOHN C.: Alfred Binger, 


Jr. 

DoMESTIC ENGINEERING Co.: O. T. 
Carson; J. U. Farley; Alfred T. 
Papineau; R. V. Sawhill. 

DOMINION ENGINEERING Co., Ltp.: C. 
F. Davis; Albert G. Lajoie. 

DOMINION OXYGEN Co., Ltp.: Donald 
N. Griffiths. 

DOMINION RuBBER Co., LTp.: R. H. 
Smythe. 

DOMINION STEEL & CoAL Corp., LTD.: 
J. W. Costigan. 

DONAHUE & CoE, INC.: Rufus Choate. 

DONNELLEY Co., LEE: Lee E. Don- 
nelley; Jack Higgins. 

Dorr Co., INc.: A. L. Morris. 

DosiE & JOHNSON Co.: Elmer L. Stein. 

Dowp, INC., CHARLES F.: R. T. Car- 
rithers. 

DOWNINGTON IRON WoRKS: Ashmore 
C. Johnson. 

DoyYLE, KITCHEN & McCormick, INC.: 
Harry B. Doyle; Marvin D. Hicks; 
Donald W. Jackson. 

DozIER-GRAHAM-EASTMAN: Samuel C. 
Eastman. 

DRAPER CorP.: William H. Chase. 

Dravo Corp.: F. C. Cole. 

Dresser Mrc. Co.: F. D. Jones. 

DRESSER Mrc. Co., Ltp., D. B. Me- 
Williams. 

DRIVE-ALL 
Cowdrey. 

DRIVER-HARRIS Co.: (Miss) G. V. Cor- 
bett. 

Durr-NorToN Mrc. Co.: W. I. Floyd. 

DuMORE Co.: R. L. Hamilton. 

DuN & BRADSTREET, INC.: 
Daych. 

DUNHAM Co., LTp., C. A.: Donald Mc- 
Crimmon. 

DuPont De Nemours & Co., E. L.: 
F. L. Dewey; Edward J. Pechin; 
R. G. Scheer. 

DUREZ PLASTICS & CHEMICALS, INC.: 
H. S. Spencer. 

DuRIRON Co., INc.: D. E. Jacks. 

DYER & Co., R. C.: R. C. Dyer. 


E 


SALES Co.: E. L. 


Mrc. Co.: Chester A. 


H. C. 


EAGLE-PICHER 
Gouedy. 
EATON Mrc. Co.: Morgan Fenley. 

Esco Mrca. Co.: L. C. Love. 

Esy, Hyatt: L. H. Eby. 

EcLIPSE AIR BRUSH Co.: 
V. Stern. 

ECLIPSE AVIATION Div. oF BENDIX 
AVIATION Corp.: Sidney H. Web- 
ster. 

ECONOMICS LABORATORY, INC.: 
Osborn. 

EcoNoMY Fuse & Mrc. Co.: A. L. 
Eustice. 

ECONOMY Pumps, INc.: E. R. Schorr. 

Eppy Press Corp.: Homer B. Kline; 
Julius Schmidt. 

EpIson, INc., THomas A.: K. W. 
Bailey; John F. Coakley; James L. 
Stanford; E. C. Thomson. 

EDWARD VALVE & Mrc. Co., INc.: W. 
F. Crawford; Wm. A. Marsteller. 

Epwarps & Co.: C. W. Bostrom, Jr.; 
Harry D’Almaine. 

EHLINGER ADVERTISING, INC., STAN- 
LEY J.: Stanley J. Ehlinger. 


EIGEN, DAVID. 


Henrietta 


S. A. 


Exastic Stop Nut Corp.: Clayton E. 
Ellis. 

ELDRIDGE-NORTHROP, INC.: 
Cox. 

ELEcTRIC FURNACE Co.: A. E. Wright. 

ELectric GLASS Co.: Norman E. Mc- 
Kinney. 

ELECTRIC MACHINERY Mc. Co.: S. P. 
Bordeau. 

ELEcTRIC SERVICE SUPPLIES Co.: L. B. 
Gawthorp. 

ELECTROTYPE & ENGRAVING Co.: 
Charles G. Lennox. 

E.Luiott Co.: C. W. Kalbfus. 

ELLIOTT COMPANY, Roy: 
Elliott. 

ELWELL-PARKER ELEC. Co.: 
Cook. 

EMERY ADVERTISING Co., INC.: 
bert C. Schuckle. 

EMPIRE PHOTO ENGRAVING Co.: Alex- 
ander Coulitch. 

ENGLISH ELEcTRIC Co. OF CANADA, 
Ltp.: E. C. Perley. 

ENSIGN ADVERTISING AGENCY: Wil- 
liam C. Arther. 

EQUIPMENT DIGEST PuBL. Co.: Brad- 
ley R. Baker; F. O. Rice; J. H. 
Robison. 

Essex ENGRAVING Co.: Frank Mil- 
bauer. 

ETHYL GASOLINE Corp.: R. B. Weston. 

EvANS ASSOCIATES, INC.: Everett 
Addoms; W. H. Evans; L. G. Will- 
cox. 

EVENING NEWS PUwuBL. Co.: 
J. Flanagan. 

Ex-CELL-O Corp.: H. L. Joseph Hum- 
phrey. 


Glenn H. 


Roy D. 
Cc. B. 


Her- 


Andrew 


F 


FAFNIR BEARING Co.: P. F. Bannister; 
Donald M. Davidson. 

FAIRBANKS, Morse & Co.: Harry Neal 
Baum. 

FALK Corp.: Ralph Deihl. 

FALStTROM Co.: Clifford F. Lindholm; 
Harry Schlyen. 

FANSTFEL METALLURGICAL CorpP.: Al- 
lan L. Percy. 

FARREL-BIRMINGHAM Co., INCc.: T. V. 
Busk. 

FarRSON & HuFF: W. N. McKamy. 

FATE- Root- HEATH Co.: P. W. 
Thomas. 
FEDERAL ADVERTISING AGENCY, INC.: 
Philip J. Macy. 
FEDERAL FOUNDRY 
George E. Tate. 
FEDERAL Motor Truck Co.: Franklin 
A. Johns. 

FEDERAL Propucts Corp.: I. A. Hunt. 

FELLOWS GEAR SHAPER C0.: Douglas 
T. Hamilton. 

FENSHOLT Co.: Norman D. Buehling 

FERGUSON PUBLISHING Co.: Irving ! 
Hand. 

FERRANTI ELectric, Ltp.: G. A 
Brace; H. G. Dighton. 

FIRTH-STERLING STEEL CoO.: 
F. Hoffman. 

FISHER Co., LTD., JAMES: Albert Ja: 
vis. 

FISHER-GOVERNOR Co.: W. N. Whit 
hill. 

FISHER SCIENTIFIC COoO.: 
Draving. 

FITZGERALD ADVERTISING 
INc.: Joseph H. Epstein. 


SUPPLY Co.: 


Charl 


Howa! 


AGEN‘ 
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FLACK ADVERTISING AGENCY: Harry 
J. Hawkins. 

FLexrocK Co.: (Miss) Eleanor M. 
Bauer. 

FLINTKOTE Co.: Kenneth E. Moore. 

FLuor Corp.: John H. Kunkel. 

FOLTZ-WESSINGER, INC.: Lewis H. 
Wessinger. 

FooTe-BurT Co.: M. C. Wickham. 

ForBes PuBi. Co., B. C.: Frank H. 
Burns; Bruce C. Forbes. 

Forp SALEs Co., J. B.: T. S. Blair. 

Forest City BOOKBINDING Co.: Fred 
H. Vlach. 

ForGING & CASTING CorP.: David M. 
Ricks. 

Fort Pitt STEEL CASTING Co.: T. F. 
Dorsey. 

Foster Co., L. B.: J. H. Waxman. 

Foster & Davies, INc.: W. K. Coch- 
rane. 

FosTER WHEELER Corp.: Frank Page. 

FosTER WHEELER, LTpD.: H. C. Hood. 

FoULKE AGENCY: Robert W. Foulke. 

Four WHEEL DRIVE AUTO Co.: Fran- 
cis M. Higgins. 

Fox & MACKENZIE: W. A. Fox. 

Foxsoro Co.: Edward S. Lawson. 

FRANKLIN PRESS, BEN: V. H. Van- 
derVoort. 

FRASER PuBL. Co.: Melville J. An- 
drews; George E. Fraser. 

FrASSE & Co., INC., PETER A.: Ber- 
nard Dolan. 

FREIGHTWAYS, INC.: Gordon Grant. 

FRENCH & ASSOCIATES, OAKLEIGH R.: 
K. J. Bayer; O. R. French; C. S. 
Pangman. 

FREYSTADT ASSOCIATES, INC., E. M.: 
Everett M. Freystadt. 

Frick Co.: Terry Mitchell. 

FRITZ PUBLICATIONS, INc.: A. S. 
Dowd. 

Frost STEEL & WIRE Co., Ltp.: L. H. 
Doering. 

FuLLER & SmitH & Ross, INc.: Rob- 
ert E. Allen; Allen L. Billingsley; 
H. P. Forrester; A. T. Goulding; 
Frederic Kammann; Archie H. 
Knapp; Ralph Leavenworth; John 
E. Wiley. 

FULTON SYLPHON Co.: Edward D. 
Rogers. 


G 


GAGE PuBL. Co.: L. C. Bassett; L. C. 
Fletcher; Louis J. Perrottet; Al 
Rose. 

GARDNER ADVERTISING Co.: E. A. W. 
Schulenburg. 

GARDNER DispLAys Co.: William M. 
Gardner. 

GARDNER PUBLICATIONS, INC.: Robert 
i. Ahrensdorf; Granville M. Fill- 
more; George H. Meyers; Gene 
Schwarber. 

GARRISON MACHINE Works, INc.: R. 
P. Garrison. 

GARvER ADVERTISING SERVICE: W. 
Laurence Bunnagar. 

GATHMANN ENGINEERING Co.: (Mrs.) 
fF -ancis P. Kennedy. 


GEave-Marston, INc.: John E. Roo- 
I ° 


GEN RAL Exectric Co.: C. A. Binns; 
B. E. Burrell; W. V. Merrihue; H. 
E Merrill; Gordon F. Price; P. 
C. Sowersby; Paul Wassmansdorf. 
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GENERAL ELECTRIC X-Ray Corp.: W. 
D. Crelley. 

GENERAL EXHIBITS & DISPLAYS, INC.: 
Stanley J. Fairweather. 

GENERAL FIREPROOFING Co.: W. S. 
Miller; W. H. Schafer. 

GENERAL PRINTING INK Co.: Herbert 
Kaufman. 

GENERAL RADIO Co.: Charles E. 
Worthen. 

GENERAL RAILWAY SIGNAL Co.: Albert 
G. Moore; A. Wm. Taff. 

GEREKE-ALLEN CARTON Co., J. R. 
Davis. 

GIBBONS, LTD., J. J.: R. A. Barford; 
A. Houghton. 

GIBSON PuBL. Co.: David B. Gibson. 

GippINGs & LEWIS MACHINE TOOL 
Co.: Keith W. Gallimore, Jr. 

GILCHRIST-WRIGHT, Ltp.: Alex. Gil- 
christ. 

GILLETTE PuBL. Co.: J. M. Angell, Jr.; 
Bert C. Brumm; A. E. Fountain; 
Edward §S. Gillette. 

GILMAN, INc., A. S.: Harold E. 
Thompsen. 

GILMER Co., L. H.: H. W. Weihen- 
mayer, Jr. 

GISHOLT MACHINE Co.: Jackson 
Hazlewood. 

GITHENS-SOHL CorpP.: Frank B. Sohl. 

Gits Bros. Mrc. Co.: F. Kovarik. 

GITTINS ADVERTISING, BERT S.: James 
M. Costello. 

GLOBE Hoist Co.: Argus Leidy. 

GLOBE-UNION, INCc.: J. O. Ferch. 

a RUBBER Co.: J. Mack Never- 
‘ole. 

Geenesax Mrc. Co.: R. Eagen. 

GOODRICH RUBBER Co., B. F.: H. E. 
VanPetten. 

GOODYEAR TIRE & RUBBER Co. OF CAN- 
ADA, LTp.: S. R. Skelton. 

GOULDs Pumps, INc.: G. W. Cramer. 

GRAHAM PAPER Co.: Carl E. Zerweck. 

GRAPHIC ARTS ENGRAVING Co.: Wil- 
liam L. Sharp. 

GRAVER TANK & MPs. Co., INc.: Har- 
vey W. Blankenship, Jr. 

GRAY & ASSOCIATES, CHARLES M.: 
Charles M. Gray; Charles J. 
Shower. 

GRAY, INc., JAMES: Howard F. Rob- 
Inson. 

GRAY-MILLS COMPANY, INC.: Lloyd 
Langdon Mills. 

GRAY, INC., RUSSELL T.: E. A. Bon- 
field; Waldo G. Schnell; Harvey A. 
Scribner. 

GREAT LAKES THREAD Co.: Thomas 
W. Mills. 

GREAT NORTHERN RAILWAY Co.: O. 
J. McGillis. 

GREEN Co., INC.: George H. Wright. 

GREEN FIRE BRICK Co., A. P.: Fred- 
erick L. Jackson; Braxton Pollard. 

GREENFIELD TAP & DIE Corp.: Ray- 
mond C. Helbig. 


GREENLEE Bros. & Co.: Roscoe E. 
Brightup; G. O. Fossler. 
GRINNELL Co., _ INC.: Harry A. 


Keene; A. F. Van Eck. 
GRISWOLD-ESHLEMAN Co.: Kenneth 
W. Akers; Lee Canfield; Strand 
Galey; Lee Merkel; Earl R. Preble; 
Kenyon Stevenson; Stewart N. 
Strong. 
GROSE Co., W. J.: W. J. Grose. 
GUARDIAN ELECTRIC Mrc. Co.: John J. 
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Rowell. 


GuLF O1L Corp.: J. A. Burgess; W. 
Marshall Hamilton; W. R. Huber; 
W. C. Kernahan. 


GULF PuBL. Co.: R. L. Dudley; H. G. 
Fitzpatrick; D. C. Lance; Dick 
Swinsky; Charles A. Wardley. 

Gump Co., B. F.: Ralph E. Williams. 

GuTTA PERCHA PAINT & RUBBER, 
Ltp.: E. J. Hayes. 


GYPSUM, LIME & ALABASTINE, CAN- 
ADA, LTp.: Harry A. Standing. 


HAASE Co., INC., WILBERT W.: Sid- 
ney L. Schultz. 

HAGAN Corp.: H. A. Bergquist. 

HaAGstTroM Co., INc.: A. G. Hagstrom. 


HAIRE PuBL. Co.: George P. Grant; 
Frank A. Lederle; John J. Whe- 
lan. 

HALorw Co.: J. B. Hartnett. 

HAMILTON BRIDGE Co., LTp.: Vernon 
Phillips. 

HAMILTON Mrc. Co.: G. E. Markham. 

HAMMERMILL PAPER Co.: A. Ellis 
Frampton. 

HAMMOND MACHINERY BUILDERS, 
Inc.: Wm. T. Rietzke. 

HAMMOND, PUBLISHERS’ REpPs., L. H.: 
L. B. Hammond. 

Hanpby & HARMAN: F. T. Van Syckel. 


HARDWARE WoRLD CorpP.: George C. 
Eyland. 


HARNISCHFEGER CorP.: Edward T. 
Slackford. 

HARPER Co., H. M.: V. A. Spoehr. 

HARPER, ROBERT E. 


HARRIS-SEYBOLD-POTTER Co.: Louis R. 
Beck; Henry A. Porter. 


HARSHAW CHEMICAL Co.: E. J. Whit- 
aker. 

Hart Co., W. M.: William M. Hart. 

HASKINS Co., R. G.: P. M. Gardanier. 

HATCH ADVERTISING, G. E.: George E. 
Hatch. 

HaATcH AGENCY, TALBOT C.: Talbot 
C. Hatch. 

HATHEN Stupios: Stanley Hathen. 

HAUSERMAN Co., E. F.: Robert S. 
Cook. 

HAvEG Corp.: Nelson W. Sieber. 

Hays Corp.: Frederic I. Lackens. 


HAZARD ADVERTISING AGENCY: Her- 
bert Peck. 

HEALD MACHINE Co.: Lewis A. Hast- 
ings. 

Heit Co.: Kenneth A. Cook. 

HEINN Co.: Harry Ehman; W. E. G. 
Power. 

HENNEGAN Co.: J. Gordon Krieger. 

HENNEPIN HARDWARE Co.: Ernest J. 
Willette. 

HERCULES POWDER Co.: Montgomery 
R. Budd; Theodore Marvin. 

HETTRICK MFc. Co.: L. F. Powers. 

Hevi Duty Eectric Co.: Arthur H. 
Oberndorfer. 

HEWITT RUBBER CorP.: H. B. Urtel. 

HEYL & PATTERSON, INC.: J. H. Wax- 
man. 

HEYMAN Mrc. Co.: Horace W. Hey- 
man, 

HICKERSON, INc., J. M.: J. M. Hicker- 
son. 

— ALEX G.: Francis K. Bra- 
gie. 
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Hitt Co., Inc., ALBERT P.: Edgar 
D. Mason. 

Hitt Co., W. S.: F. E. Bishop; Vin- 
ton H. McClure; Allen K. Shenk. 
Hitt & KNOWLTON: Leonard H. 

Church; Don Knowlton. 

H1InDE & Daucu PAPER Co.: Paul 
Meelfeld. 

Hines Pusu. Co., J. S.: B. N. De 
Rochie. 

Hitcucock Pusu. Co.: Richard J. 
Fernease; Warren Hoffman; Rob- 
ert C. Van Kampen. 

Hopces & Sons, Inc., W. FRANKLIN: 
Samuel W. Hodges. 

HOLDEN, STEDMAN & Moore, INC.: 
Lansing Moore. 

HOLLINGSHEAD & Co., R. M.: 
Plowfield. 

HoLLow CENTER PACKING Co.: Er- 
nest H. Smith. 

HOME CRAFTSMAN PUBL. Corp.: Henry 
B. Burnett. 

HOMESTEAD VALVE Mrc. Co.: Elliott 
G. Johnson. 

HopkKIns, J. R. 

HORAN ENGRAVING Co.: 
roldi; C. H. Rickard. 

HORN, CRONE, Horn, INc.: A. Nelson 
Horn. 

HORNER, LEONARD S. 

HoORTON-NoYES Co.: Raymond C. R. 
Noren; Frederick C. Noyes. 

HouGHTON Co., E. F.: Douglas C. 
Miner. 

Howe Co., C. E.: B. D. Jacquette. 

Howes Pus. Co.: A. P. Howes. 

Hoyt Co., INc., CHARLES W.: Doug- 
las Coutlee; Edward Nettleton. 

HusBBARD & Co.: Norman E. Sharp. 

HUBERT-ADVERTISING COUNSEL, F. B.: 
F. B. Hubert. 

HupDSON & ASSOCIATES, RAYMOND C.: 
Raymond C. Hudson. 

HuMBERT & JONES: Ralph C. Jones. 

HUNT Co., Ropert W.: Robert N. Mac- 
alister. 

HUTCHINS ADVERTISING Co., INC.: F. 
Irving Hutchins; John P. McCar- 
thy. 

HYATT BEARINGS DIVISION OF GEN- 
ERAL Motors SALES Corp.: Harry 
M. Carroll. 


Wm. F. 


Arthur Ma- 


IDEAL COMMUTATOR 
Paul Froeb. 
IDEAL COMPANY: 
ILES-AYARS PuBL. Co., INC.: 

Bowler. 
IMPERIAL BRASS MPFc. Co.: 
son; E. F. Todd. 
IMPLEMENT RECORD: 
dock. 

]INDEPENDENT PNEUMATIC Too. Co.: 
C. N. Kirchner. 

INDUSTRIAI ADVERTISING 
Ltp.: G. M. Smith. 

INDUSTRIAL DIRECTORIES, INC.: 
Andrews. 

INDUSTRIAL GLOVES Co.: E. W. Beatty. 

INDUSTRIAL MAINTENANCE: cc Ie 
Deily. 

INDUSTRIAL PHOTO-ENGRAVING Co.: 
Howard Dykman. 

INDUSTRIAL PRESS: Dwight Cook: Ed- 
ward K. Hammond; Louis Pelle- 


DRESSER CO.: 


Nathe P. Bagby. 
John D. 


C. H. Ben- 
Osgood Mur- 
AGENCY, 


W. W. 
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tier; W. E. Robinson. 

INDUSTRIAL PUBLICATIONS, INC.: Har- 
old H. Rosenberg; R. G. Smith. 
INFILCO, INc.: O. A. DeCelle; How- 

ard E. P. Sabin. 

INGERSOLL MILLING MACHINE Co.: G. 
E. Howard. 

INGERSOLL-RAND Co.: William C. 
Cash; Linwood H. Geyer; Warren 
M. Hackenburg; A. W. Loomis; G. 
W. Morrison. 

INLAND STEEL Co.: Keith J. Evans; 
Warren W. Hutton. 

Insto Gas Corp.: Henry F. Belcher. 

INTERNATIONAL BALSA CorP.: Samuel 
E. Gold. 

INTERNATIONAL BUSINESS MACHINES 
Corp.: Frederick W. Nichol; R. 
Rumwell; Thomas J. Watson. 

INTERCHEMICAL CorpP.: George Welp. 

INTERNATIONAL NICKEL Co., INC.: 
Kenneth Henderson; Harold Lar- 
sen; T. J. Lindley; Robert L. 
Lloyd; W. C. Pinkerton; M. J. Phil- 
lips; R. A. Wheeler. 

INTERSTATE SANITATION Co.: Allen T. 
Rooch. 

IRON City PHOTO ENGRAVING Co.: 
Ambrose Eves, Jr. 

IRVINGTON VARNISH & INSULATOR Co.: 
Mary C. Beckman; Robert J. 
Wanek. 

ISLAND CREEK COAL SALES Co.: T. A. 
Day. 

I. T. E. Crrcutr BREAKER Co.: D. W. 
McCroskey. 


J 


JAAP-OrRR Co.: Harry C. Jaap; L. P. 
Orr. 

Jacosps Co., FRANK D.: Edw. C. Ma- 
gee. 

JAEGER MACHINE Co.: O. G. Mandt. 

JAHN & OLLIER ENGRAVING Co.: Louis 
Edward Wise. 

JAPHA, FRANK G. 

JaQua Co.: Chester A. Jaqua. 

Jarvis Co., CHARLES L.: R. Wetzel. 

JEFFREY MFG. Co.: J. X. Farrar; L. 
H. McReynolds; A. D. Mahoney. 

JEFFREY MFcG. Co., LtTp.: David Gra- 
ham. 

JENCICK ENGINEERING, INC.: W. E. 
Puddock. 

JENKINS ADVERTISING, 
William Jenkins. 

JENKINS’ BROS., 
Worden. 

JEWETT ART SERVICE: Mort P. Rob- 
ertson. 

JOHNS-MANVILLE SALES Corp.: Ed- 
ward A. Phoenix. 

JOHNSON ADV. AGENCY, GROVER J.: 
Grover J. Johnson. 

JOHNSON BRONZE Co.: Eugene Scan- 
lon. 

JOHNSON SERVICE Co.: Rex Vernon. 

JOHNSTON Co., WILLIAM G.: R. H. 
Caffee; Edward H. Sutton. 

JOHNSTON EXPORT PuBL. Co.: R. C. 
Brandow; Duncan Forbes; Scott 
Gilmore; V. George Harper; Rob- 
ert H. Johnston. 

JOHNSTON & JOHNSTON, INC.: Carl 
T. Johnston. 

JOHNSTON LETTER Co.: 
Johnston. 

JONES & HAWLEY: 

JORDAN, INC., ALFRED J.: 


WILLIAM: 


LTp.: George L. 


Albert S. 


F. R. Jones. 
Ralph V. 


DeKalb. 
JORGENSEN STEEL Co., EARLE M.: \). 
H. Lindberg. 


JosaM Mrc. Co.: Leo N. Newman. 


KATZ COMPANY: Joseph Katz. 

KAUFMAN & Fasry Co.: L. McD« 
mott. 

KEARNEY Corp., JAMES R.: Harry J. 
Fey; James R. Kearney, Jr.; 
Charles F. Kistenmacher. 

KEARNEY CORP. OF CANADA, LTD., 
JAMES R.: N. F. Fisher. 

KEELOR & STITES Co.: Phi] Hume. 

KEENEY PUBL. Co.: Wallace J. Os- 
born. 

KEEVER STARCH Co.: Floyd McVeigh. 

KEITH PUBLISHING Co.: Gordon C. 
Keith. 

KELLEY, LtTp., RUSSELL T.: H. E. Den- 
nison. 

KELLOW-BROWNE Co.:° 
ton. 

KENNEDY & Co.: W. J. Kennedy. 

KENNY Press, INc.: J. F. Barry. 

KETCHUM, MAcLEop & GROVE, INC.: 
Robert L. Forsythe, Jr.; Ernest T. 
Giles; T. Neal Wilder. 

KEUFFEL & ESSER Co.: Philip E. Wil- 
cox. 

KippDE & Co., INC., WALTER: C. E. 
Gischel. 

KIGHT ADVERTISING Co.: W. H. 
Kight. 

KIMBLE GLASS Co.: Kenneth R. Robb. 

KING PUBLICATIONS: Ralph Dorland, 
Don Forster; Arthur F. King. 

KING TYPOGRAPHIC SERVICE CORP.: 
Philip R. Bookbinder. 

KINNEAR MANUFACTURING Co.: Gor- 
don Root. 

KIRCHER Co., RALF: Richard L. Odi- 
orne. 

KirK & BLUM Mrs. Co.: C. F. Wulff. 

KNABB ADVERTISING Co., JACK: Jack 
Knabb. 

KOBBE, PHILIP. 

KOEHRING Co.: E. J. Goes. 

Ko.Lp-HoLtp Mrc. Co.: Mrs. Lee S. 
Worthington. 

KREHBIEL Co., C. J.: Oliver W. Shar- 
man. 

KREICKER & MELOAN: Norman Deno. 

KUESTER & ASSOCIATES, JAMES G.: J. 
G. Kuester. 


Leslie E. Clax- 


L 


L & R Mrs. Co.: Martin Steinhardt. 

LACROIX, FREDERIC W. 

LAMB Co., JAMES G.: George F. Dav!s 

LANDIS Toot Co.: Frank W. 
singer. 

LANSTON MONOTYPE MACHINE 
Frank M. Sherman. 

LAPP INSULATOR Co., INC.: 
Mills. 

LARSON, C. A. 

LASALLE STEEL Co.: Robert S. } 

LASKY COMPANY: Jacob S. Lask 

LATEX FIBER INDUSTRIES, INC.: ‘ 
Hall. 

LA VERNE PRINTING Co.: Alb« 
LaVerne. 

LEBLOND MACHINE Too. Co., R 
Walter L. Rybolt. 

LEE-STOCKMAN, INc.: J. F. Koe! 
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Lreps & NorTHRuP Co.: L. R. Garret- 
-<on; James M. Plummer. 

Le Rot COMPANY: Donald E. Fricker. 

Le TOURNEAU, INC., R. G.: George C. 
McNutt; Walter L. Schump. 

LEWIN Co,. INc., A. W.: Donald N. 
Waterbury. 

Lewis & ASSOCIATES, ADDISON: Ad- 
dison Lewis. 

Lezius-HILEs Co.: William J. Fintze. 

LisspEY GLASS COMPANY: Carl U. 
Fauster. 

IBBEY-OWENS-ForpD GLASS Co.: Karl 
F. Radke. 

LIBERTY ENGRAVING Co.: James A. 
Carey. 

LIBERTY PLANERS, INC.: E. R. Schorr. 

LIEBEL-FLARSHEIM Co.: H. Riggs. 

LIGGETT ADVERTISING AGENCY, CARR: 
Carr Liggett; Eugene C. Sheeler. 

LIGNUM-VITAE PRODUCTS CorRP.: Sam- 
uel E. Gold. 

LIMA LOCOMOTIVE WorKS, INC.: Roy 
Wills. 

oe ELECTRIC Co.: John R. Mor- 
rll. 

LINCOLN ENGINEERING Co.: William 
Gordon. 

LINCOLN PHOTO-ENGRAVING' CO.: 
George T. Becton. 

LINDBERG ENGINEERING Co.: Robert 
S. Aitchison; Douglas Rader. 

LINE MATERIAL Co.: Grant Kemnitz. 

LINEAR PACKING & RUBBER Co., INC.: 
P. A. Swartz. 

LINK-BELT Co.: A. H. Boike; Walter 
Haraburda; Julius S. Holl; John 
F. Kelly; R. B. Kern. 

LINK-BELT, Ltp.: J. G. Beare. 

LiquUID CARBONIC Corp.: Lester E. 
Stybr. 

LITTLEFORD BROTHERS: R. C. Hext. 

LLEWELLYN, INC., Ross: Ross Llewel- 
lyn. 

LocKE INSULATOR Co.: H. Kay Lynn. 

Lockwood TRADE JOURNAL Co., INC.: 
H. K. Vinton. 

LOGAN Co.: W. Hume Logan, Jr. 

LONERGAN Co., J. E.: A. L. Diede- 
rich. 

LonG Co., W. E.: L. A. Rumsey. 

Loutz, RoGErR B. 

LOVEKIN Corp., R. E.: R. E. Lovekin. 

LUKENS STEEr, Co.: George M. Gillen. 

LUNKENHEIMER Co.: Fred Berling; 
George F. Mathews. 

LYNN - FIELDHOUSE Co.: Wilbur A. 
vers, 


Lyon METAL Propucts, INc.: Leonard 
B. Rhodes. 





M 


Mac INTYRE & SIMPSON, INC.: Leon- 
a A. Woods. 

MAcLAREN ADVERTISING Co. 

Arthur Jones. 

Ma ®AN PUBLICATIONS, Lrp., HUGH 
( r. W. Jacklin; S. S. Moore. 
MAC|EAN PUBL. Co., Ltp.: J. Lin 
Craig; E. G. Gauley; W. B. Hart; 
Hueh Kennedy; Glen Mackay; J. 

H. Moore; B. G. Newton. 

Mac!\,r’s Bue Book Co.: Frank J. 
Canavan; W. P. Dent; James I. 
Fo d; Charles S. Wallace; Lloyd H. 
Weber; A. F. Weise. 


» LTp.: 





McCarty Co.: Wentworth W. Mann; 

W. H. Wilde. 

McCormick Co., INc.: (Miss) Ida S 
Friedman. 

McGRAW-HILL PuBL. Co., INc.: T. E. 
Alcorn; Bob Anderson; Stephen A. 
Babcock; Edgar H. Bedell; Robert 
F. Boger; Nelson L. Bond; Edwin 
H. Bragg; John H. Breil; Mason 
Britton; William Buxman; James 
S. Cawley; Willard Chevalier; H. 
W. Clarke; Edward F. Coffey; Win 
Conley; L. E. Crist; Leslie Cun- 
ningham; Ray Deen; Edward E. 
Duff, Jr.; A. W. Fisher; Edwin D. 
Fowle; Richard Y. Fuller; Frank 
B. Godley; Fred Grant; E. N. 
Grantvedt; Ralph C. Greiner; 
Harry M. Grinton; Albert Hauptli; 
James R. Hayes; William B. Heaps; 
H. E. Hilty; B. F. Horn; Fred G. 
Hudson; Franklin H. Johnson; W. 
E. Kennedy; John UH. _ Koch; 
Charles R. Lippold; A. B. Martin; 
Harold Metzendorf; Paul Mont- 
gomery; A. M. Morris; Clarence L. 
Morton; J. P. Newman; Alf. T. 
Ofstie; John P. Ora; John W. 
Otterson; A. E. Paxton; James 
O. Peck; Roy N. Phelan; George E. 
Pomroy; P. F. Pritchard; S. H. 
Quarles; J. M. Rodgers; T. A. 
Rogers; Allan Rood; R. P. Rose; 
O. Fred Rost; J. H. Rudd; Phillip 
Ruprecht; G. J. Seaman; George 
G. Sears; Frank J. Seiler; Eugene 
A. Smith; S. D. R. Smith; John 
C. Spurr; Alfred M. Staehle; An- 
drew G. Sutherland; Glenn Sutton; 
Tom Taylor; H. E. Thayer; Ray M. 
Thierer; Fred S. Weatherby; Ray 
N. Whittington; M. A. Williamson; 
N. O. Wynkoop. 

McGRAW-PHILLIPs, INC.: 
Kress. 

McKay Co.: Roy J. Nelson. 

McKEOWN Co., ROBERT: Charles V. 
Allen. 

McKim, Ltp., A.: Allen Morrison. 

McKINNEY, Harris D.: Harris D. 
McKinney. 

McLAIN ORGANIZATION: William R. 
McLain. 

McLAUGHLIN PRESENTATIONS: W. J. 
McLaughlin. 

McMurtry Mrc. Co.: Merle D. Mar- 
low. 

MCNALLY - PITTSBURG MFG. CorP.: 
Todd Merrill. 

McPHIL AGENCY-ADVERTISING: A. M. 
Phillips. 

McQuay, INc.: E. M. Fox. 

McQuay-Norris Mrc. Co.: Char! 
Tapscott. 

MACKLIN Co.: R. B. Howlett. 

MACWHYTE Co.: Forest J. Nelson. 

MAGAZINES OF INDUSTRY, INC.: Wil- 
lard Harline; Eldridge Havnes;: A. 
Maxwell Palmer; John H. Phillips; 
Alvah B. Wheeler. 

MAGNUS CHEMICAL Co., INc.: Russell 
D. Kreie; Herb Mercready. 

MAHONING VALLEY RUBBER Co.: C. 
B. Williams. 

MALL Toou Co.: Melvin Rehnquist. 

MALONEY, INC., T. J.: Cuyler Stevens. 

MANHATTAN RUBBER Mrc. Dw. 
OF RAYBESTOS-MANHATTAN, INC.: 
James J. De Mario. 


Julius C. 


MANNING, MAXWELL & Moore, INc.: 
I. B. Van Houten. 

MANNION, EUGENE A.: Eugene A. 
Mannion. 
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MANTERNACH, INC.: Arthur H. Pat- 
terson. 

MANUFACTURERS ASSO. OF CONNECTI- 
cut: L. M. Bingham. 

MANUFACTURERS’ JOURNAL: John C. 
Marscher. 

MANUFACTURING CONFECTIONER PUBL. 
Co.: (Mrs.) Prudence Allured; 
William C. Copp. 

MARBRIDGE PRINTING Co.: H. O. Thie- 
litz. 

MARSCHALK & Pratt, INc.: S. L. Meu- 
lendyke; George L. Trimble. 

MarRTIN Co., GLENN L.: Avery Mc- 
Bee. 

MARTIN-PERRY CORP.: 
Devitt. 

MARTIN-SENOUR Co., Lrp.: L. Me- 
Allister. 

MARTINDALE E.LEctTrRIc Co.: E. H. Mar- 
tindale. 

MASON-NEILAN REGULATOR Co.: L. B. 
Battin; George A. Heinemann. 
MASSACHUSETTS INSTITUTE OF TECH- 
NOLOGY: Ross M. Cunningham. 
MASTER E.eEctTrIc Co.: Charles F. Bru- 

ner. 

MAsTER RULE Mrc. Co., INc.: R. C. 
Nicholson. 

MATHEWS CONVEYOR Co.: Henry E. 
Helling, Jr. 

MATHIESON ALKALI WORKS, INC.: 
J. R. Schmertz. 

MATTHEWs & Co., JAMES H.: H. E. 
McDonald. 

MATTISON MACHINE Works: W. Hag- 
strom. 

MAUJER PUBLISHING Co.: W. W. 
Brown; R. B. Rogers; C. Lester 
Seaman; William T. Watt. 

May Om BurRNER Co.: Charles Col- 
lins. 

MECHANIZATION, INC.: 
Coombes. 

Mepart, Co.: E. Harry Pipe. 
MEEHANITE RESEARCH INSTITUTE OF 
America, INc.: C, E. Herington. 
MEEK & Tuomas, INc.: S. P. Ker; 

Ira A. Thomas. 

MEFRMANS, INc.: Howard J. Meer- 
mans. 

MELDRUM & FEWSMITH, INC.: James 
C. Clawson; J. Fewsmith; Ray G. 
Simmons; Norton Weber. 

MENGEL Co.: A. L. Entwistle. 

MENKE PRINTING Co.: Oscar Menke. 

Mercorr Corp.: L. J. Schanz. 

MeTaL INDUSTRY PUBL. Co.: (Miss) 
Joan Trumbour Wiarda. 

Meta, & THERMIT CorP.: Merritt L. 
Smith. 

METCALF CoO., 
Metcalf. 

METHODIST PUBLISHING House: Henry 
Luessen. 

MICHEL & CATHER, INC.: Gilbert S. 
Carpenter; W. A. Cather. 

MICHIGAN Wire CLotH Co.: W. H. 
Blodgett. 

Micro Switcu Corp.: W. B. Schulte. 

MICROMATIC HONE Corp.: L. S. Martz. 

Mip- West Apv. AGENCY: W. A. 
Pitschke. 

MILcor STEEL Co.: T. Clayton Cheney. 

MILLCRAFT PAPER Co.: C. A. Fahey. 

MiILver, INc., HARRY M.: Jack Miller. 

MILLER PRINTING MACHINERY Co.: E. 
Terry Gaylord. 


H. J. Me- 


(Mrs.) E. R. 


GEORGE: George T. 
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MINE SAFETY APPLIANCES Co.: N. R. 
Chillingworth. 

MINNEAPOLIS-HONEYWELL REGULATOR 
Co.: George B. Benton. 

MINNEAPOLIS-HONEYWELL REGULATOR 
Co., Ltp.: W. H. Evans. 

MINNEAPOLIS - MOLINE POWER IMPLE- 
MENT Co.: B. Grussing. 

MINNESOTA MINING & MrcG Co.: G. 
S. Bond; F. H. Camp. 

MopINE Mrc. Co.: M. J. Druse. 

MoccE, INc., ARTHUR R.; E. E. Krom- 
nacker; Arthur R. Mogge. 

MONETARY TIMES PRINTING CO. OF 
CANADA, LTpD.: A. E. Jennings; 
Eric C. Salmond; E. W. Zorn. 

MONK & ASSOCIATES, HOWARD: George 
L. Kane; Earl H. Kruse. 

MOoNO-LINO TYPESETTING Co.: Donald 
E. Freuden. 

MONSANTO CHEMICAL Co.: Robert L. 
Taylor; James R. Turnbull. 

MONTAGUE, W. B. 

MORRISON ADVERTISING AGENCY, INC.: 
E. J. Morrison. 

MUELLER COMPANY: 
Jackson. 

Myers Co., H. D.: H. D. Myers. 

Myers Apv. AGENCY, WILLARD G.: 
Willard G. Myers. 


N 


NASH ENGINEERING Co.: D. R. Four- 
nier; George B. Wright. 

NATIONAL ACME Co.: Lloyd Honey- 
well. 

NATIONAL ASSOCIATION OF MANUFAC- 
TURERS: Charles Mercer. 

NATIONAL AUTOMATIC TooL Co.: Fred 
B. Holcomb. 

NATIONAL BATTERY CoO.: 
kins. 

NATIONAL BUSINESS PUBLICATIONS, 
Ltp.: W. H. Hewitt; R. C. Rowe; 
Ivan C. Steven. 

NATIONAL CARBON Co., INC.: A. Brog- 
gini. 

NATIONAL CYLINDER GAS Co.: John 
D. Roberts. 

NATIONAL FIREPROOFING CorP.: Jesse 
A. Cullison. 

NATIONAL GYPSUM CoO.: 
Anderson. 

NATIONAL 
Asso., INC.: 
ster. 

NATIONAL LocK Co.: 
H. M. Johnson. 

NATIONAL METAL EpGE Box Co.: M. 
P. Junkin. 

NATIONAL O11 PrRopucts Co.: 
M. Carter. 

NATIONAL PNEUMATIC Co.: 
P. Schendorf. 

NATIONAL Process Co., INC.: 
C. Nicoll, Jr. 

NATIONAL REFINING Co.: D. H. Theo- 
bold. 

NATIONAL Suppy Co.: Allen P. Colby. 

NATIONAL TYPESETTING Co.: Schell L. 
Furry. 

NATIONAL VULCANIZED FIBRE Co.: G. 
Millard Lang. 

NEEDHAM & GROHMANN, INC.: Paul 
A. Phillips. 

NELSON CorpP., HERMAN: 
Nelson. 


Herman E. 


Ken Daw- 


Robert E. 


INDUSTRIAL ADVERTISERS 
(Miss) M. R. Web- 


Lee Anderson; 


Lewis 
Arthur 


James 


Robert W. 
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NEPTUNE METER Co.: Kobert W. Bal- 
lantine. 

NETHERLAND PLAZA HOTEL: Clifford 
J. Ryan. 

NETTLETON & ASSOCIATES, W. O.: 
Walker O. Nettleton. 

NEw BRITAIN-GRIDLEY MACHINE DIVv.: 
F. H. Hastings. 

NEW DEPARTURE DIVISION OF GENERAL 
Morors SALES Corp.: Carleton B. 
Beckwith. 

NEW JERSEY ADVERTISING COUNCIL: 
A. W. Coffin. 

New JERSEY ZINC Co.: R. Davison; 
Edwin I. Oppel. 

NEWARK PRINTING Co.: Ferd A. Laile. 

NICHOLSON FILE Co.: George Ashbey. 

NORDBERG Mra. Co.: Delbert Kay. 

NORRIS - PATTERSON, Ltp.: C. W. 
Davis. 

NORTH WESTERN FUEL Co.: Oliver E. 
Steele. 

NORTHERN ELEctTrRIc Co., Ltp.: C. S. 
Steele. 

NORTHERN PACIFIC RAILWAY: 
Perrin. 

NORTHWEST CONTRACTOR & -ENGI- 
NEER: Bob Stebbins. 

NORTHWEST ENGINEERING Co.: 
Williams. 

Norton Co.: A. B. Fritts. 

NorRTON Co. OF CANADA, LTD.: Don- 
ald M. Chisholm. 

Nott Co., W. S.: 
son. 

Novo ENGINE Co.: Alan A. Ballan- 
tyne. 


L. L. 


G. C. 


Glenn T. Thomp- 


oO 

OCCUPATIONAL HAZARDS, INC.: 
W. Weiss. 

ODLIN COMPANY, 
John W. Odlin. 

Onto Brass Co.: Louis J. Ott. 

OHIO CHEMICAL & MFc. Co.: 
Cook. 

OILGEAR Co.: Martin E. Engebretson. 

OKONITE-CALLENDER CABLE Co.: Rich- 
ard S. Hayes. 

OKONITE Co.: Richard S. Hayes. 

OLIVER IRON & STEEL CorpP.: George 
R. Beecher; G. Mayne Daly. 

OLMSTED-HEWITT, INC.: Ward H. 
Olmsted. 

OPPENHEIM PUBLICATIONS, RAMSEY: 
Roy M. McDonald. 

OsBoRN Mec. Co.: G. O. Rowland. 

OsTER Mrc. Co.: L. S. Newman. 

OSWALD ADVERTISING AGENCY, INC.: 
W. D. Lindsey. 

OSWALD ADVERTISING AGENCY, 
CHARLES: Charles Oswald. 

OWENS-CORNING FIBERGLAS Co.: Phil- 
ip Linne. 

OWENS-ILLINOIS GLASS Co.: 
Almroth. 


Jack 


INC., JOHN W.: 


E. H. 


T. &K. 


P 
PACIFIC BUILDER AND ENGINEER, INC.: 
Walter A. Averill. 
PaciFic CAR & Founpry Co.: Hilton 
M. Lysons. 
PACIFIC MANIFOLDING Book Co., INC.: 
Virgil L. Rankin. 
PANGBORN Corp.: A. Lesley Gardner. 
PARAMOUNT ENGRAVING Co.: L. F. 
Heitkamp. 
PARAMOUNT RUBBER SERVICE, INC.: 


H. Tom Collord. 

PARKER ADVERTISING Co.: James D. 
Parker. 

PARKER-KALON CORP.: 
Trott. 

PARKERSBURG Ric & REEL Co.: S. T. 
Keller. 

PATTERSON FOUNDRY & MACHINE Co.: 
(Miss) Helene Manypenny. 

PAXSON ADVERTISING: Howard Pax- 
son. 

Peck & Co., 
Draucker. 
PepRICK Toot & MACHINE Co.: Ralph 

M. Shaw, Jr. 

PEERLESS CEMENT CorP.: Charles A. 
Luck. 

PENN ELectric SwitcH Co.: John 
R. Netedu. 

PENNSYLVANIA FLEXIBLE METALLIC 
TuBING Co.: S. H. Collom, Jr. 
PENNSYLVANIA SALT MpFc. Co.: 

H. M. Ellsworth. 

PENNSYLVANIA ‘TRANSFORMER CO.: 
Irving R. Isaacs. 

PENTON PRESS DIV. OF PENTON PUBL. 
Co.: Clyde J. Geraty. 

PENTON PUBLISHING Co.: J. F. 
Ahrens; Clyde H. Bailey; Howard 
H. Dreyer; George O. Hays; Rus- 
sell C. Jaenke; S. H. Jasper; D. C. 
Kiefer; Emil W. Kreutzberg; J. M. 
Lathrop; L. C. Pelott; George A. 
Pope; Russell H. Smith; Harold B. 
Veith; Karl A. Zollner. 

PERFECT CIRCLE Co.: John Senn. 

PERFEX CorP.: A. B. Beverstock. 

PERMUTIT Co.: Henry H. Wilkinson. 

PERRY-BROWN, INC.: Theodore Brown. 

PETERS PUBL. Co.: Clarence R. Over. 

PETERS PuBL. Co. OF TEXAS: D. E. 
Williams. 

PETERSON TRACTOR & EQUIPMENT CO.: 
Gordon Harris. 

PETROLEUM ENGINEER PuBL. Co.: W. 
L. Love; Roger Motheral; E. V. 
Perkins; R. C. Wipperman. 

PETROLEUM EQUIPMENT PUBL. CO., 
INc.: George H. Eichler. 

PETROLEUM PUBL. Co.: C. R. Farmer; 
Kenneth J. Langley; Howard 
Markt. 

PFAUDLER Co.: Herbert R. Hanson. 

PHILADELPHIA GEAR WorKs: Russell 
C. Ball. 

PHILADELPHIA QUARTZ Co.: 
Frances M. Suarez. 

PHOTOTYPE ENGRAVING CoO.,_ INC.: 
Edgar S. Benedict. 

PICKETT, H. N. 

PICKRELL, R. H. 

PIONEER ENGINEERING WorRKS, INC.: 
O. J. Ellertson. 

PITTSBURGH-DES MOINES STEEL CO.: 
R. H. Beck. 

PITTSBURGH EQUITABLE METER C©O.: 
R. S. Reed, Jr. 

PITTSBURGH PHOTO-ENGRAVING C0.: 
Thomas C. Barr. 

PITTSBURGH PLATE GLass Co.: Earl 
W. Sood. 

PITTSBURGH REFLECTOR Co.: Ear! B. 
Holdren. 

PITTSBURGH STEEL Co.: L. W. GaupP; 
Elmer T. Wible. 

PLASKON Co., INc.: W. N. Shepa: 

PLESSISVILLE FOUNDRY: Paul M. Fo- 
rand. 

PNEUMATIC SCALE Corp., LTD.: es- 


Charles §. 


W. T.: William G. 


(Miss) 


INDUSTRIAL MARKETING, October, ! 942 








Wa 
a 


Pax- 


talph 
ss A. 
John 


ALLIC 


NIAA Membership Roster 





ter I. Hodgdon. 

PocAHONTAS FvEL Co., INc.: Carl A. 
Brinkman. 

Potk & Co., R. L.: Paul G. Hobart. 

PonDER ATHENAENUMS: George F. 
Whipple. 

Poor, RoGcer A. 

PoRTER CABLE MACHINE Co.: Samuel 
S. Mellor. 


PoRTLAND CEMENT 
Harold J. McKeever. 


Post, Inc., L. D.: John Cornell; 
George W. Van Steenbergh. 

Powers REGULATOR Co.: Horace Fea. 

PRELLE Co., F. W.: F. Wallace Prelle. 

PRINTERS’ INK PUBLISHING Co., INC.: 
Charles L. Haskins. 

PRINTING PLATE CRAFTSMEN: Claude 
R. Lapham; Paul K. Smith. 

Prion MorTion PIcTuRE Co.: Frank 
H. Hargrove. 

PROSPERITY Co., INC.: Mac C. Ritter. 

PusBLic UTILITIES REporTs, INC.: Ed- 
win S. Baker. 

PUBLIC WORKS JOURNAL CorP.: Crox- 
ton Morris. 

PURCHASING AGENTS’ ASSOC. OF 
a Inc.: E. B. Staple- 
ford. 


ASSOCIATION : 


PURCHASING AGENTS’ Assoc. OF 
NORTHERN CALIFORNIA: E. G. 
Chambers. 


PURCHASING AGENTS’ ASSOC. OF PHIL- 
ADELPHIA, INC.: Frank C. Brod- 
head. 

Purse Co.: H. O. Henricksen. 

PUTMAN PuBL. Co.: William E. 
Coates; Ewing W. Graham; Ken- 
neth Stevens Kaull;: A. W. B. Laf- 
fey; Russell L. Putman. 

PYRENE Mrc. Co.: Truman Young. 


R 


RAILWAY EQUIPMENT & PUBLICATION 
Co.: Harold A. Brown. 

RAILWAY & INDUSTRIAL ENGINEERING 
Co.: Ralph M. Jones; Eric Zim- 
merman., 

RAILWAY & POWER ENGINEERING 
Corp., Lrp.: D. Bruce; William 
I. Turner. 

RAILWAY PURCHASES AND SToREsS: Ed- 
ward Wray. 

RAMSEY Co., L. W.: W. J. Henderson. 

RANDALL Co., FreD M.: J. W. Sweet. 

RANSOME CONCERTE MACHINERY 
CorPp.: Gerald F. Monaghan. 

RaPip BLue Print Co.: W. Arthur 
Stewart. 

RayBesTos Div., RAYBESTOS-MANHAT- 
TAN, Inc.: §S. E. Shepard. 

RCA MANUFACTURING Co.: D. J. 
Finn; Dan D. Halpin. 

REAch Co., CHARLES DALLAS: Charles 
Dallas Reach. 

REAs" ADVERTISING, FRED M.: Fred 
M. Reast. 

RECORDER PRESS: Wilson E. Haver. 

REINCKE, ELLIS, YOUNGGREEN & 
FINN: Charles A. Reincke; Rus- 
sell B. Williams. 

REINER ADVERTISING AGENCY: George 


Reiner, 
REINNOLD PUBLISHING CorpP.: John 
G. Selcher; Edward M. Buck; G. 


E. ochran; Lansing T. Dupree; 
Frank J. Enright; Donald Hoag- 


land; Philip H. Hubbard; M. S. 

ogg |: H. Burton Lowe; Fran- 

cis M. Turner; William P. Winsor. 

RELIANCE ELECTRIC & ENGINEERING 
Co.: C. V. Putnam. 

RELIANCE ENGRAVERS, LtpD.: R. S. 
MacGilchrist. 

RELIANCE GAUGE COLUMN Co.: G. E. 
Sams. 

REMINGTON, INC., WILLIAM B.: Her- 
bert F. King; Wiliam B. Reming- 
ton. 

RENNER ADVERTISERS: Otto W. Ren- 
ner, Jr. 

REPUBLIC AIRCRAFT PRODUCTS - DIV. 
AVIATION CorP.: Tom Moule. 

REPUBLIC BANK NOTE Co.: Louis D. 
Reilly. 

REPUBLIC FLOW METERS Co.: H. W. 
Stoetzel. 


REPUBLIC RUBBER Div., LEE TIRE & 
RuBBER CorpP.: H. P. Schultz; Carl 
H. Zieme. 


REPUBLIC STEEL Corp.: L. S. Hama- 
ker; H. H. Oldham; Chester W. 
Ruth. 

RHOADES METALINE Co., INc., R. W.: 
B. Richard Rhoades. 

RHOADS & Sons, J. E.: J. Edgar 
Rhoads. ‘ 

RicE & Sons, GEORGE: Hal G. Davis. 

— Co.: J. M. Richardson, 
r. 

RICHARDSON Co., FREDERICK A.: Fred- 
erick A. Richardson. 

RICHARDSON, JAMES E. 

— RADIATOR Co.: S. M. Gil- 
en. 

RickarD & Co., INC.: Howard L. 
Fisher; Julian Gran; E. C. Mayer. 

RipGway Co., INc.: A. Maescher. 

Ross & Co., JoSEpH: W. Copping. 

ROBBINS PuBL. Co., INC.: C. Lloyd 
Cain; Alfred E. Lindquist; Walter 
V. Turner. 

ROBERTSON Co., H. H.: H. B. Wins- 
low. 

ROBINS CONVEYING BELT Co.: Alfred 
S. Otton; Edwin M. Perrin. 

ROBINSON Co., D. E.: D. E. Robin- 
son. 

ROBINSON & SON Co., WM. C.: E. R. 
Ewell. 

ROBOTHAM & Co., EDWARD W.: Ed- 
ward W. Robotham. 

ROCKBESTOS PRODUCTS CorP.: Edward 
A. Heery. 

RocKwoop SPRINKLER Co.: James J. 
Ryan. 

RopLuM, Troy M. 

ROEBLING’S SONS Co., JOHN A.: F. J. 
Maple; Edward H. Peplow, Jr. 
RoGeRsS, GANO & BAcHRODT, INC.: 

Robert B. Newell. 

ROHL, ADVERTISING, AUGUST W.: Au- 
gust W. Rohl. 

RONALDS ADVERTISING AGENCY, LTD.: 
R. J. Avery. 

Root Co., B. M.: J. William Stair. 

RootTs-CONNERSVILLE BLOWER CORP.: 
B. C. O’Brien. 

Roper Corp., GEORGE D.: Cy Ed- 
wards. 

Rotor Toot Co.: H. P. Bailey. 

ROWAN CONTROLLER Co.: William D. 
Barkley. 

RowE Mrc. Co., INC.: 
Nack. 

RoweE Merc. Co.: Arthur E. Nack. 


Arthur E. 
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ROXALIN FLEXIBLE LACQUER Co.: 
Charles W. Scott. 

RuBy CHEMICAL Co.: Glenn C. Baker. 

RUDEL MACHINERY Co., LTpD.: B. McK. 
Davey. 

RUMRILL & Co., CHARLES L.: J. Erwin 
Porter; Earl A. Rogers; Charles L. 
Rumrill. 

Rupp Stup1os: Robert Rupp. 

RUSSELL-MILLER MILLING Co.: John 

Near. 

RusTLeEss IRON & STEEL Corp.: W. B. 
Pierce. 

RYERSON & SON, INC., JOSEPH T.: 
Keith J. Evans. 


Ss 

SALES DESIGNERS: W. N. Hudson. 

SANBORN Co.: T. L. Southack. 

SANGAMO ELECTRIC Co.: Joseph H. 
Williams. 

SANGAMO ELEcTRIC Co., LtTp.: P. 
Greig. 

SANGER, ALAN B.: Keith B. Lydiard; 
Alan B. Sanger. 

Sarco Co,. INc.: G. A. Binz. 

SAUEREISEN CEMENTS Co.: C. Sauer- 
eisen. 


SAUERMAN BrRos., INc.: Louis Mce- 
Louth. 
SCHAFFNER ADVERTISING AGENCY, 


CLAUDE: Claude Schaffner. 
SCHAUER MACHINE Co.: A. J. Kohn. 
SCHEEL ADVERTISING AGENCY: Carl 

Scheel. 

SCHENLEY DISTILLERS Corp.: F. H. 

Pinkerton. 

ScuMipT Co., E. F.: H. A. Fuhry. 
SCHNEIDER, ADVERTISING, S. E.: S. E. 

Schneider. 

SCHNELL PUBLISHING Co., INC.: W. 

S. Auchincloss. 
 ~ Bros., INc.: Fred C. Schol- 

er. 

SCHONEMAN-HENING AGENCY: E. 

Bradford Hening. 
SCHRAMM, INc.: A. O. Witt. 
SCHWEIM Co., CHARLES: 

Schweim. 

Scott PAPER Co.: G. A. Duff. 
Scott PUBLISHING Co., E. A.: Ralph 

F. Duysters. 

ScREw MACHINE PuBL. Co., INC.: J. 

Howard Spackman. 

SEIBERLING RUBBER Co.: G. F. Wei- 
senbach. 
— CoMPANY: Harry W. Smith, 

r. 

SERVEL, INc.: R. J. Canniff. 
SERVICE TYPESETTING Co.: Frank W. 

Snook. 

Seymour Mrs. Co.: A. G. Wentworth. 
SHAW COMPANY: M. R. Klitten. 
SHELDON, Morse, HUTCHINS & EAs- 

TON: William H. Easton; D. B. 

Foresman; Delbert Johnson. 
SHEPARD ADVERTISING, K. E.: T. Wm. 

Merrill. 

SHEPARD NILES CRANE & Hoist Corp.: 

Frank J. Crouch. 

SHERMAN PAPER PRODUCTS CORP.: 

Edgar W. Pitt. 
SHERWIN-WILLIAMS Co.: E. T. Deasy; 

Hugh H. Graham. 

— OpTIcAL Co., INc.: C. H. Mal- 
ery. 
SICKLES PHOTO-REPORTS: Gustavus 

Sickles, Jr. 


Charles 
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SIGNS OF THE TIMES PuBL. Co.: D. R. 
Swormstedt. 

SIMMONS-BOARDMAN PUBL. CORP.: 
Harold B. Bolander; Fred A. 
Clark; Frederick J. Fischer; Roy 
Gurley; S. W. Hickey; Frederick 
C. Koch; Harry H. Melville; H. A. 
Morrison; Robert E. Thayer; 
Frederick H. Thompson. 

SIMMONS-SISLER Co., INc.: Paul H. 
Goessling. 

Srmmonps SAw & STEEL Co.: 
Baldwin; Harry G. Tobin. 

SIMPLEX WIRE & CABLE Co.: Arthur 
F. Lewis; E. J. MacKenzie. 

SINGER Mra. Co.: J. E. Painter. 

SITTERLY & Sons, Inc., J. E.: Abram 
J. Rose. 

SKALA Co., R. J.: 


Roy D. 


Rudolph J. Skala. 

SKF INpbustrigs, INc.: R. C. Byler. 

SLATER Co., LTp., N.: W. N. Elliott. 

SLOAN VALVE Co.: Charles C. Allen. 

SMEAD & SMALL, INCc.: F. H. Ducros. 

SMITH Mrs. Co., INc., F. A.: B. Hugh 
Harper. 

SMITH PAPER MILLS, LTp., HOWARD: 
N. B. Powter. 

SMITH PuBL. Co., B. L.: Edward J. 
McCarthy; B. L. Smith. 

SMITH PuBL. Co., W. R. C.: P. O. E. 
Johnson; E. L. Rogers; Arthur C. 
Shaw; A. E. C. Smith; Richard P. 
Smith. 

SMITH, RICHARD W. 

SMITH, TAYLOR & JENKINS, INC.: 
Robert M. Jenkins. 

SMITH WELDING & EQUIPMENT CorP.: 
Norwood N. Canfield. 

SNAP-ON TOOLS CORP.: 
Smith. 

Snow, Bates & 
Harold Cahlin. 
Snow & Starr, INc., WALTER B.: 

Harold Bugbee. 

SOCIETY OF AUTOMOTIVE ENGINEERS, 
Inc.: E. L. Carroll; Arthur J. Un- 
derwood. 

SOMMERS-DAvVis ADv. AGENCY: 
Sommers. 

SouLe’ STEEL Co.: E. Soulé. 

SPARTAN SAW WORKS: Fred Emerson. 

—— & Kriecet: W. B. Spooner, 

r. 

SPRAGUE Stupios, B. D.: Berwick D. 
Sprague. 

SquARE D Co.: Bruce Morse; Frank 
H. Roby; J. H. Varnum. 

STACKHOUSE, C. W. 

STANDARD PAPER Co.: W. H. Evans. 

STANDARD RATE & DaTA SERVICE, INC.: 
Albert Moss. 

STANDARD Too. Co.: Ernest B. Cole. 

STANDARD TRANSFORMER Co.: Robert 
G. Alexander. 

STANLEY WorKs: G. M. Fletcher. 

STARBUCK ART SERVICE: Joe Star- 
buck. 

STECHER-TRAUNG LITHOGRAPH CORP.: 
John Burke. 

STEEL Co. OF CANADA, LTp.: William 
A. Bates. 

STEEL PUBLICATIONS, INC.: 
tle; N. R. Moll; Henry 
Reich. 

STEEL SALES CorpP.: G. A. Hansen. 

Steet & Tupes Div. REpuBLIC STEEL 
Corp.: Paul J. Betz. 


George A. 


ORME, INC.: J. 


H. S. 


T. B. Lit- 
Milton 
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STEPHAN-NATIONAL INDUSTRIAL AD- 
VERTISING: John C. Stephan. 

STEPHENS-ADAMSON Co.: E. J. Pat- 
ton. 

STEPHENSON - Scott, Ltp.: 
Nash, A. R. Poyntz. 

STEUBING AUTOMATIC MACHINE COo.; 
John L. Parker. 

STOKES MACHINE Co., F. J.: John A. 
Silver. 

STONEHOUSE SIGNS, INc.: Mark Bulot, 

Stover Co., JOHN: John Stover. 

STRATHMORE PAPER Co.: H. E. Riggs. 

STREET, GEORGE T. 

STROBRIDGE LITHOGRAPHING Co.: An- 
drew Donaldson, Jr. 

STuART, INC., EDWIN H.: Edwin H. 
Stuart. 

STURTEVANT Co., B. F.: Evert W. 
Andros. 

SULLIVAN MACHINERY Co.: Roy E. 
Campbell. 

Sun Or Co.: Albert E. Aldridge, Jr. 

SuN PRINTING House: Heberton E. 
Fricke. 

SUNDSTRAND MACHINE Too. Co.: J. 
M. Kjellstrom. 

SUPERHEATER Co.: C. G. Udell. 

Superior CoacnH Corp.: Howard K. 
Kenyon. 

SUTHERLAND-ABBOTT: Paul M. Ab- 
bott; K. R. Sutherland. 

SuTTON PUBLISHING Co.: C. Wm. Cle- 
worth; Glenn Sutton; Frank D. 
Thompson, Dick Tope. 

SWALLow’s Stupios: W. F. Swallow. 

SWARTZBAUGH Mrc. Co.: Walter Gib- 
son. 

Swirt Co., INc., JOHN S.: Robert E. 
Pfiasterer. 

SWINDELL Bros: John J. Jeffries. 

SWINK ADVERTISING AGENCY, How- 
ARD: Malcolm Lund; Howard 
Swink. 

SWINSTON Co.: George Swinston. 

Swiss ELectric Co. or CANADA, LTD.: 
Lindsay G. Morris. 

Sykes ADVERTISING AGENCY: Edward 
H. Sykes. 

SYLVANIA ELECTRIC PRODUCTS, INC.: 
James R. Duffy; Charles G. Pyle; 
B. K. Wickstrum. 

SYMES AND OLpDs Co.: Harold J. Al- 
bers. 

SYMONDS ADVERTISING, MERRILL: Mer- 
rill Symonds. 


Claude 


T 


TAYLoR & ASSOCIATES, RAY: Ray L. 
Taylor. 

TAYLOR Force & Pipe Works: G. F. 
Sherman. 

TAYLOR INSTRUMENT COMPANIES: Ed- 
ward Hurlburt; Wallace W. Lock- 
wood; Kenneth D. Rockwell. 

TEAS, INC., PAUL: Paul Teas. 

TECHNICAL PuBL. Co.: John A. Ker- 
shaw; Walter Painter; Kingsley L. 
Rice; Horace G. Wilds. 

TEMPLE PREss, INC.: Lou T. Rubin. 

TERRY STEAM TURBINE Co.: B. H. 
Wood. 

Texas Co.: A. R. Dunphy. 


TEXTILE AGE, INC.: A. P. Gumaer, 
W. K. Hoffman; Donald H. White. 


THERMOID Co.: Russell W. Case, Jr. 
THEW SHOVEL Co.: J. L. Beltz. 
THOMA & GILL: Charles G. Thoma. 


THOMAS PuBL. Co.: Charles A. Bur- 
ton; William Cain; Charles )). 
Cilley; Howard Ely; B. J. Gold- 
man; Oliver G. Hendricks; Edwin 
W. Hoffman; C. H. Holden; G&G. 
C. Hooker; W. E. Irish; R. H. 
Irvine; J. A. Norman; MacDonald 
H. Pierce; G. H. Scoltock, Jr.; G. 
Park Singer, Jr.; F. Morse Smith; 
R. D. Smith; H. C. Whiteley; Fred 
S. Williams. 

THOMAS & SKINNER STEEL PRODUCTS 
Co.: James R. Thomas. 

THOMPSON & SON Co., HENRY G.: A. 
W. Tucker. 

THORNDIKE PRECISION ADVERTISING, 
RICHARD: Richard Thorndike. 

TIMBERMAN, THE: E. P. Hoener. 

TIME, INc.: Jack R. Aldrich; C. G. 
Aschenbach; John Beard; Herbert 
Bippart; W. P. Hamann; John A. 
Keppelman, Jr.; J. K. Ross-Dugan; 
George P. Shutt; Donald H. Tyler. 

TIMKEN ROLLER BEARING Co.: Arthur 
James Brady; Roland P. Kelley; W. 
H. Stone. 

Topp Co., INc.: A. N. Hartshorn. 

TOLEDO PIPE THREADING MACHINE 
Co.: Earl R. Youngs. 

TOLEDO SCALE Co.: Lloyd Ellingwood. 

ToLeDO STEEL PrRopucts Co.: H. M. 
Wertz. 

TOMASCHKE-ELLIOTT, INC.: Bruce W. 
Elliott. 

TOMKINS-JOHNSON Co.: (Mrs) Ferne 
Pattison Dwelley. 

Toot & DIE JOURNAL: 
Huebner. 

Too. STEEL GEAR & PINION Co.: E. 
S. Sawtelle. 

TORRINGTON Mrc. Co.: Alexis Doster; 
R. T. Lyman. 

TowMoTor Co.: Edward Southworth. 

TOWNE ADVERTISING, W. L.: W. L. 
Towne. 

TRACKSON Co.: Raymond B. Thomas. 

TRACY-LOCKE-DAWSON, INC.: Earle 
Racey. 

TRADEPRESS PUBL. Co., INC.: Charles 
W. Hoefer, Jr.; William B. Han- 
num, Jr.; Louis G. Thaon; John R. 
Thompson. 

TRAFFIC SERVICE 
Stanley. 

TRANE Co.: L. A. Trumble. 


TRANE Co. OF CANADA, Ltp.: T. H. 
Dowsett. 

TrI-ArRT Stupios: E. L. Ford. 

Trico Fuse Mrc. Co.: M. G. An- 
drietsch. 

TRIMMER PRINTING CoO.: 
Groome. 

TRUMBULL ELECTRIC MANUFACTURING 
Co.: L. L. Brastow. 

TRUSCON LABORATORIES, INC.: Henry 
G. Doering. 

TRUSCON STEEL Co.: Paul L. Calla- 
han; R. P. Dodds. 

— Inc.: Walter H. Girdler, 

r. 

TuNG-So. Lamp Works, INc.: H. F: 
Cook. 

Twin Disc CLutcn Co.: Gordon M. 
Guilbert. 

TYPOGRAPHIC SERVICE, INC.: Fred- 
erick C. LaWall. 

Tyson AND Co., INc., O. S.: Cherles 
F. Fuller, Jr.; J. Lloyd Handy: F. 
Keyler; Irwin W. Tyson; Os« »- 
Tyson. 


George J. 


Corp.: Emil G. 


John E. 
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NIAA Membership Roster 


U 


UpyiiTE Corp.: E. F. Berry, Jr., 

ULLMAN ORGANIZATION, ROLAND G. 
E.: Roland G. E. Ullman. 

UNDERWOOD ELLIOTT FISHER CO.: 
Carl H. W. Ruprecht. 

UNDERWRITERS’ LABORATORIES, INC.: 
S. Bowles King. 

UNION CARBIDE AND CARBON CORP.: 
F. E. Loeffler; George Sykes; Ver- 
non H. Van Diver. 

UNION METAL MFc. Co.: Albert S. 
Fromm. 

UNION PAPER & TWINE Co.: Carl E. 
Lermer. 

UNION SPECIAL MACHINE Co.: Arthur 
J. Feigel. 

UNION STEEL PrRopucts Co.: C. D. 
Davenport. 

UNION SWITCH & SIGNAL Co.: K. E. 
Kellenberger; A. B. Ledwith, Jr.; 
R. J. Wernert. 

UNIQUE SERVICES: Deac Martin. 

UNITED ADVERTISING CoRP.: Edward 
H. Wollaston. 

UNITED ENGINEERS & CONSTRUCTORS, 
Inc.: F. N. Floyd. 

UNITED SERVICE ADVERTISERS: Nathan 
London. 

UNITED STATES BEDDING Co.: Richard 
H. Burbank. 

UNITED STATES CHAMBER OF CoM- 
MERCE: Donald Grimason. 

UNITED STATES HOFFMAN MACHINERY 
CorP.: Douglas Holyoke. 

UNITED STATES MACHINE Corp.: Nor- 
man J. Gill. 

UNITED STATES PIPE AND FOUNDRY 
Co.: J. B. McFarland. 

UNITED STATES RUBBER Co.: 
N. Hanes. 

UNITED STATES STEEL Corp. or DELA- 
WARE: C. R. Moffatt. 

UNIVERSAL ATLAS CEMENT Co.: Sum- 
ner C. Rider. 

UNWIN ADVERTISING AGENCY: B. V. 
Unwin. 





Ralph 


Vv 
VAN AUKEN RAGLAND Co.: Kenneth 
L. Van Auken. 


VAN SANT, DuGpALE & Co., INc.: C. 
M. Buchanan. 


Vapor RECOVERY SYSTEM Co.: Robert 
L. Koch. 


VASCOLOY-RAMET Corp.: R. H. Me- 
Cormick. 
VeEDER-Root, INc.: E. Barrie Smith. 


VESTAL CHEMICAL LABORATORIES, INC. : 
Carl E. Richards. 


Vickers, INc.: L. Raymond Twyman. 


Victor CHEMICAL WorKs: Harley B. 
obbs. 


Victor EQUIPMENT Co.: E. L. Mathy. 


VicToRIA ADVERTISING Co.: M. A. 
Shickman. 


Ww 


WaGNer Evectric Corp.: Carl B. 


Die'rich; John P. Gilbert; Carl O. 
Hot ten, 
WALK R, ADVERTISING, HaRoip C.: 
Ha ld C. Walker. 
WaLkrn & Downinc: Harold S. 
Downing; William H. Smith; John 
F. Sweeny; Kenneth C. Witherow. 


WALKER-TURNER Co., INC.: W. J. 


Antener. 


WALLACE & TIERNAN Co., INC.: Wm. 


J. Scarlett. 

WALSH ADv. AGENCY, LTpD.: K. G. 
Anderson. 

WALTON Co.: Kenneth W. Weeks. 

WANK AND WANK: Melville E. Wank. 

WARD-COLEMAN & ASSOCIATES: Taylor 
Ward. 

WARNER INDUSTRIES: F, M. Rayburn. 
WARNER & SWASEY Co.: J. E. Craig; 
E. W. Falcon; Carl H. Larson; 

J. Pelich. 

WARREN Co., S. D.: Philander Bates; 
Mervyn G. Dunnagan; John L. 
Kronenberg; James H. Watson. 

WARTIME BUREAU OF TECHNICAL PER- 
SONNEL (CANADA): T. S. Glover. 

WATERBURY-FARREL FOUNDRY CO.: 
Fred R. Daniels. 

WATLOW ELECTRIC MFc. Co.: Nelson 
A. Greene. 

WATSON-STILLMAN Co.: William W. 
Gilbert. 

WAUKESHA Motor Co.: Richard Har- 
rison; Prescott C. Ritchie. 

WEARSTLER ADVERTISING, INC.: Dud- 
ley Hawkins; R. J. McCallister; Al- 
bert M. Wearstler; Bruce Whipple. 

WEAVER, LEON H. A. 

WEBER SHOWCASE & FIXTURE Co.: 
Don Mack. 

WEEKLY PUBLICATIONS, INC.: L. A. 
J. Dillon; Ray Guy; E. J. Hughes; 
Arthur Hurd; Hal Hursh; Curtis 
F. Moss; Malcolm Muir; Robert P. 
Stewart; Fred L. Van Lennep; 
Arthur Windett. 

WELDING ENGINEER PUBLISHING COoO.: 
David R. Watson. 

WELLMAN Co., S. K.: W. E. Canfield. 

WENDT ADVERTISING AGENCY: H. F. 
Wendt. 

WEstT PENN Power Co.: H. S. Met- 
calfe. 

WESTERN AUTOMATIC MACHINE SCREW 
Co.: Wilson J. Cox. 

WESTERN BUILDER PUBL. Co.: Nor- 
man B. Wigdale. 

WESTERN BUSINESS PAPERS, INC.: J. 
Brewer Avery. 

WESTERN CATAPHOTE CorpP.: W. H. 
Searight. 

WESTERN ELEcTRIC Co.: J. Vance Hil- 
liard; Edward I. Pratt; Robert L. 
Ware; Will Whitmore. 

WESTERN NEWSPAPER UNION: Boyce 
L. Monseaux. 

WESTERN PRECIPITATION CorpP.: R. 
Calvert Haws; Richard O’Mara. 
WESTINGHOUSE AIR BRAKE Co.: Fred 

W. Pennington. 

WESTINGHOUSE ELEC. & MFG. Co.: 
Don E. Jenkins; Edward Laing; J. 
M. McKibbin; Herbert E. Plishker; 
W. W. Ring; George A. Sawin, Jr.; 
H. S. Schuler; Paul C. Smith; 
George B. Varner. 

WESTMAN PUBLICATIONS, LTpD.: G. L. 
White. 


WESTON ELECTRICAL INSTRUMENT 
Corp.: Philip Barnes; Sidney 
Cassey. 
WEYERHAEUSER SALES Co.: E. M. 
Rooney. 


WHEELER, KIGHT & GAINEY, INC.: 
Tom L. Wheeler, Jr. 

WHEELER REFLECTOR Co.: John S. 
Sessler. 
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Alvin A. 


WHITAKER PAPER CoO.: 
Aquadro. 

WHITAKER-RUEHL ENGRAVING Co.: C. 
D. Hanyon. 

WHITE ADVERTISING COMPANY: Harm 
White. 

WHITE-RopGerS ELeEctTrIic Co.: T. W. 
Broesel. 

WHITING Corp.: A. De Young 

WHITNEY CHAIN & Mrc. Co.: E. N. 
Bidwell. 

WHITNEY METAL Toot Co,: Lloyd 
Mechling. 

WICKWIRE SPENCER STEEL Co.: George 
Le B. Randall. 

WIEGAND Co., EDWIN L.: E. N. Cal- 
houn; D. A. Wolff. 

WILDER, INc., ALMON Brooks: Almon 
Brooks Wilder. 

WILLAMETTE HysTER Co.: Manford R. 
Pate. 

WILLSON Propucts Co., INc.: Stanley 
Herbine. 

“— INc., JOHN: James E. Neary, 
r. 

WILSON-SNYDER Div. Or. WELL Sup- 
pty Co.: B. D. Erickson. 

WINCHELL & Co., INc., T. A.: F. H. 
Gloeckner. 

Witte & BurRDEN: W. Wilson Burden; 
P. F. Witte. 

WOLAVER ADVERTISING AGENCY, E. D.: 
E. D. Wolaver. 

Wore *& Assoc., INC., RALPH L.: 
Ralph L. Wolfe. 

Wotrr & ASSOCIATES, EpD.: Larry 
Sterling; Ed Wolff. 

WOLVERINE TUBE Co.: John A. Mar- 
shall. 

Woop CONVERSION Co.: E. T. Holm- 
gren. 

WooDALL Co., W. P.: W. P. Woodall. 

Woops Co., Merritt J.: Merrill J. 
Woods. 

WoRLD PETROLEUM: W. R. Cotton. 

WORTHINGTON PuMP & MACHINERY 
Corp.: R. G. Spilsbury. 

WRENN Paper Co.: J. J. Hallowell. 

WRIGLEY PUBLICATIONS, LTD.: G. B. 
Wrigley. 

WROUGHT WASHER Mrs. Co.: Charles 
G. Crabb. 


bs 


YALE & TOWNE Mre. Co.: J. S. Me- 
Cullough. 

YARNALL WARING Co.: B. G. Waring. 

Y.M.C.A. MoTion PICTURE BUREAU: 
A. L. Fredrick. 

YopeR CoMPANY: Arthur F. Greene. 

YorK Ice MACHINERY Corp.: J. L. 
Rosenmiller; J. Donald Smith. 

Younc & AssociaTEs, R. H.: R. H. 
Young. 

YOUNGSTOWN ARC ENGRAVING CoO.: 
W. J. Gutknecht; Karl M. Midney. 

YOUNGSTOWN LETTER SHOP: Chester 
A. Dickhaut. 

YOUNGSTOWN PRINTING Co.: John A. 
Carson; Edward Shorten. 

YOUNGSTOWN SHEET & TuBE Co.: C. 
R. Archibald. 

Yuspa Mrc. Co.: Herbert A. Sawin. 


Z 


ZIEGLER Co., INC., WM. H.: Roy H. 
Smallwood. 
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The 1943 Edition of 
Wil Re 


ERE’S news of interest to every industrial 

advertiser and every advertising agency 
handling industrial accounts. The appearance 
of the 1943 edition of the business publications 
edition of the Market Data Book on October 
25 will give thousands of advertisers and agency 
executives up-to-date information on markets 
and media, and will enable them to plan their 
advertising and sales promotion campaigns for 
1943 with complete reference data at their 


finger tips. 


The Market Data Book is a three-way service 
which is constantly employed in studying mar- 
kets, establishing sales programs and mapping 
out advertising plans. In deciding where to ad- 
vertise and in selecting the best media for ad- 
vertising, the Market Data Book is a helper and 
time-saver whose worth has been appreciated by 
advertisers and agencies ever since the first issue 
appeared in 1921. Here is what you will find 
in the 400-page 1943 edition: 


|. A complete statistical analysis of the lead- 
ing business and industrial markets of America, 
from Abrasives to Zinc. War-time changes are 
reflected in new figures on industrial production, 
plant expansions, shifts of industrial buying 


power and new or broadened markets. Govern- 


ay) 


mental facts and figures are supplemented » 
many special studies and with informat 
drawn from trade associations, business p 


lishers, etc. 


2. A complete list of all business publicati 
in the United States and Canada, classified | 
trades and industries. These publication | 
ings include not merely the names and addres 
of publications, but circulations, broken do 
vocationally, advertising rates, mechanical 
quirements and agency discounts. The publid 
tion directory service offered by the Mark 


Data Book is alone a tremendous time-saver 


studying media. 


3. More than 125 pages of media data, 
which industrial and business publications p 
sent factual information regarding their mar 
coverage, editorial and advertising services, 
dence of advertising results and all of the ot 
specific information which buyers of space ™ 
have in selecting the media best suited for the 
specific needs. These publications are fl 
their reference data in the Market Data bet 
so that advertisers and agencies ma} have « 
stantly available the basic facts regarding "Bh yy 


services available through their advertising p# 
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a valuable and important addition to the edi- 


rial material. 


The Market Data Book will be sent to every 
bscriber of Industrial Marketing, of which it 
apart. It will repay its cost many times over 
rough the speed and accuracy with which it 
il supply essential information to industrial 
vertising and marketing executives. If you 
¢not already a subscriber to Industrial Mar- 
ting, send your order for a year’s subscription 
§2 now, and make sure of receiving this 
ique and indispensable reference book imme- 


ately after publication October 25. 


T DATA BOOK 








THe Market Data Book 


Published by Industrial Marketing 


NEW YORK 
YW. 42ND ST. 


CHICAGO 


al 100 E. OHIO ST. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
GARFIELD BUILDING 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 
RUSS BUILDING 
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‘HEAT TREATING N. 1 A. A. News 
What local chapters of the National Industrial 
_ FORGING Advertisers Association are doing and thinking about 


The steady increase in demands 
for forgings, stampings, etc., be- 
cause of the war program, nec- 


essarily indicates an active mar 
ket for hammers, furnaces, re- 


fractories, cements, alloy steels, L k | te ] so ~presentatives { lifk 
. oc wood Heads Centra material, ( representative oOo ditt 

presses, - | ee k Ch divisions of the Army and Navy atte 

equipment, urners, lubricants New Yor apter } 

die blocks and many other lines the meeting and helped solve some of 


err ond opie. Wallace W. Lockwood, advertising perplexing problems. Each representat 
ou can reac Ss active mar rr . . . 

ket through the advertising pages manager, Taylor Instrument Companies, was given time to outline his specif 
of HEAT TREATING AND FORG has been elected quirement, then answer questions as 
ING Your advertisement ap . > . » Cen- i sented from the floor 

pearing each month in this paper president of the Cen 


will impress the features of your tral New York In’ x” . , 
ssedudis enon these whe bun oF Recteiel  Aulunstlenes ; Indiana Advertisers Choose 


influence the buying of equip to follow David E : Caldwell as New President 
ON? ENS suppres Robeson, formerly of ae 
Published by The Todd Company, J. we C. a erg a 4 
vompany, Indianapolis ad\ 
STEEL PUBLICATIONS INC. Rochester, and now ; tising agency. has 
108 Smithfield St Pittsburgh, Pa. with Batten, Barton, been elected presi- 
Durstine & Osborn dent and secretary of 
in Buffalo. the Indiana Associ- 
John Hartnett, sec ition of Industrial 
retary, Haloid Cor- Advertisers succeed- 
poration, Rochester, ing J A DeLo. adver- 
has been elected a tising manager, Con- 
director and. chair W.W. LOCKWOOD tinental Steel Cor- 
man of the program poration, Kokomo, 
committee Ind. Other new of- 
Edward W. Falcon, advertising man ficers include: Nor- 
ager, ‘Warner and Swasey Company, man J. Gill, advertis- 
| Cleveland, explained his company’s adver ing manager, U. S. 


| tising program before nearly fifty mem Machine Corpora- 

| bers of this group last montl tion, Lebanon, Ind., H, C, CALDWELL 
vice-president in 

Army-Navy Instruction Books charge of membership: Harold Quinlar 


° . Spencer W. Curtiss, Inc., Indianapolis 

Featured at Milwaukee Meeting ena ha in charge ol progran ang 

The first meeting in the fall-winte: H. L. Martin, advertising manager, Dia 
session of the Milwaukee Association of mond Chain & Mfg. Company, Indiat 
Industrial Advertisers in September was ipolis, treasurer 
devoted to the discussion of Army-Navy The chapter's program for the 
operating instruction books and repair year will be devoted largely to an ex 
parts lists. Many of the members have of ideas on wartime advertising problen 
| been struggling with preparation of this and victory promotion plans 


























Engineers and Operating Officials 
in the Steel Manufacturing Indus 
try are anxious to learn of your 
latest equipment available and how 
to make better use of your equip 
ment now installed. You can be of 
real assistance to these men by us 
ing informative copy in the adver 
tising pages of BLAST FURNACE 
AND STEEL PLANT —the busi 
ness paper they read _ regularly 
Start now by advertising in the 


October issue 


Published by 





Lieut. W. Donald Murphy, past president of the National Industrial Advertisers Associstion 


receives a certificate of life membership which was extended at the association's conference i" 

pial PUBLICATIONS... July. The presentation was made last month by Vice-President Frederic |. beeen, iver- 

108 SMITHFIELD ST. wo —— pce —_ a rape meg _ whe ——- a. mg" 
ndustria vertisers Association. Late last month, Lieut. Murphy was order ¢ 

ML CeeURGH, PENNA. ‘ navigator in the Pacific convoy service. W. Lane Witt, past president, CIAA, is at tt ght 
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Twin City Advertisers 
Elect O. J. Ellertson 


The Twin City Industrial Advertisers 

have elected O. J. Ellertson, advertising 
mana and assist 
ant secretary, Pioneer 
Engineering Works, 
Minneapolis, as its 
new president, suc- 
ceeding Lowell H. 
Swen: advertising 
ind sale promotion 
manager, Wm. Bros 
Boiler & Mfg. Com- 
sany, Minneapolis. 

Other newly elect- 
ed officers are: Vice- 


president, D D. 





chapter magazine, designed to sell man 
agement on the objectives and activities of 


the organization. E. H. Peplow, Jr., ad- 
vertising manager, John A. Roeling’s Sons 
Company, Trenton, N. J., will be in charge 
of the editorial material 

The chapter has issued a membership 
roster including by-laws 


IAA Gets Eye-Witness 
Account of Orient 


Richard Wilson, United Press corre 
spondent who recently returned home on 
the Gripsholm, recounted his experiences 
in Hong Kong and the Philippines before 
the September meeting of the Industrial 
Advertisers Association of New York. He 
made an earnest appeal for a more real 
istic approach to the problems of the war 


ind impressed his listeners with the toug! 
ness of the struggle ahead. 

Following Mr. Wilson's address, [AA 
members were given an opportunity t 
recall highlights of last June's outing 
through color pictures taken and present 
ed by W. P. Woodall. 

Another feature of the program was the 
presentation of INDUSTRIAL MARKETING $ 
annual awards for outstanding work by 
business paper editors 


Walter S. Fogg Passes 


Walter S. Fogg, Philadelphia industria! 
agency head, and treasurer of Eastern In- 
dustrial Advertisers, died last month. He 
had been active in industrial advertising 
ind the Philadelphia chapter for many 
years 


Knowles, advertising 
manager, Diamond ©, J. ELLERTSON 
lron Works, Inc 

treasurer, S. A. Osborne, advertising man- 
ager, Economic Laboratories, Inc . St 
Paul: secretary, Roy Smallwood, advertis- 
ing manager, Wm. H. Ziegler Company 


Haynes Gives Observations 


Of England Under War 


There are four points on which the 
United States may take a lesson from Eng 
land to strengthen its war activities: (1) 
labor mobilization; (2) concentration of 
civilian production; (3) employe relations; 
and (4) air raid protection, according to 
Eldridge Haynes, publisher, Modern In- 
dustry. Mr. Haynes addressed the Septem 
her meeting of the Chicago Industrial Ad- 
vertisers Association, relating his observa 
tions and experiences while on a six-months 
inspection tour of England 

Every physically able person serves Eng- 
land either in the armed services or in in- 











The Two 's 
in SURVIVAL— 


Those two V's symbolize the very essence of what it takes for 
the survival of our freedoms. 






One V is for Victory on the production front. The other, for 
Victory on the fighting fronts. 







Both these V's must rise to brutal heights. For we are face to 








dustry, being drafted for either task, Mr 
Haynes reported. Women are turning out 
me-third of all production and part-time 
women are found most efficient. Plants 
producing civilian goods pay for upkeep 
it those which have been closed and ad- 
vertisir is continued to maintain trade 
marks and brand names. 

English labor is permitted to bargain 
collectively by industries and groups and 
has been instilled with the need for greater 
output rather than dollars. The bottleneck 
to production is lack of efhcient equipment, 
mostly for handling the work, not machine 
tools. Lighting of plants is especially bad 
Air shelters built within the plants 
have been effective in maintaining output 


Mr. Haynes looks for rationing to con- 


tinue England for at least eighteen 
mont! fter the war in order to give 
civilian durable goods industries time to 
re-estal themselves. The country is 
likely to be quite socialistic due to lack of 
Private ipital Foreign trade will be 
mostly machinery and equipment rather 
than nanutactured goods of colonial 
raw n rials for these countries are be- 
coming hanized under war conditions 
Ant ement of the Jury of Awards 
in Int TRIAL MARKETING's Fifth An 
nual ( etition for Editorial Achieve 
Ment read by Ralph O. McGraw. 
editor, | presentation of awards made 
to O Carson, Domestic Engineering 
_ Robert K. Tomlin, Construction 
wathod vo of the winning editors who 
9 pr t. The balance of the awards 
ere m in New York 
Philade! via to 
Publish agazine 
et ndustrial Advertisers. Philadel 
mag nounced plans to publish “The 


ustrial Advertiser,” a deluxe 
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out to smash us. 


power. 


constitute an additional V . . 


effectiveness exists. 
* 


by the A 3.M.E. publication 


Headquarters: 
29 WEST 39TH STREET 
NEW YORK, N. Y. 


1942 


face with the grim necessity of smashing those who have set 


Industry is cooperating intensively . 
. constantly doing more and more to give our fighting forces 
the means of striking harder and faster, and with crushing 


Operating directly with the War Production Board the far-reaching 

activities of The American Society of Mechanical Engineers 

a highly virile and vital factor in 

what industry is accomplishing. 

SURVIVAL, now and in the future, continues to be a matter 

of going forward with the forces that make survival possible 
and making those forces effective wherever the need for 


~ 





The means of effectively reaching che effective forces of in- 
dustry, during the war and after the war, are provided for you 


MECHANICAL 
ENGINEERING 


Published Monthly by 


THe AMERICAN SociETY OF MECHANICAL ENGINEERS 


Member Audit Bureau of Circulations 






. working day and night 






















Midwest Office: 
205 WEST WACKER DRIVE 
CHICAGO, ILL. 



































Reaching more top executives 
of coal mining, coal selling 
and coal conveying concerns 
than any other coal trade 


NEW YORK 
Whitehall Bldg. 
CHICAGO 
Manhattan Bldg. 





For over 50 years the leading 
journal of the coal industry 








“~ Each enjoy 
High Priority 
Ratings 


Fortnightly 


TELEPHONE ENGINEER 


THE 
NATIONAL 
COVERAGE 
TELEPHONE 
MAGAZINE 





WHO ADVERTISED WHAT 
IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising. 

We can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 
BACON'S CLIPPING BUREAU 
Ce CSS 
221 NW. LA SALLE ST., CHICAGO, ILLI 







is your best medium 
i ant to advertise to this 
$14,000,000 ,000 


yearly industry. 





CHICAGO 
The biggest industry in 
the United States is the dairy industry and 
FLUID MILK makes up nearly 40% of it. 








NEED A KEPRESENTATIVE IN THE 
DAYTON, OHLO. WRIGHT-PATTERSON 
FIELD AREAS? 

Hlave i mpetent man on the scene 
ne who is flexible enough to handle your 
particular problem and save you valuable 

me and effort 


Write, Representative, 448 Grafton Ave., 
Dayton, Ohio 
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Milestones 


in Publishing 


The National Provisioner, Inc., Chi- 
cago, publisher of The National Provi- 
sioner, serving the 
meat packing and 
allied industries 
since 1891, has 
purchased the An 
nual Meat. Packers 
Guide, reference 
data book for meat 
packers, renderers, 
and sausage and 
by-products manu 
facturers, f ro m 
Frank N. Davis, 
founder and pub- 
lisher Mr. Davis 
has rejoined the 
organization atter 
an absence of four 
FRANK N. DAVIS vears and. will 

serve in a_ special 
sales capacity on both publications 

The Guide was conceived and pub- 
lished to provide factual information, ref- 
erence material, and pertinent technical, 
operating, and market data for the meat 
packing industry and its related fields 
Published in May, the next edition will 
contain added factual material relating 
to wartime conditions and will be pro 
duced by the Provisioner staff. 

Acquisition of the annual broadens the 
service now rendered by the _ publisher 
with its fifty-one-year-old weekly Provi- 
sioner and its twenty-year-old Daily Mar- 
ket Service 











Effective with the October issue, used 
machinery advertising will be dropped 
from the Machine Tool Blue Book and 
published in a separate monthly to be 
known as Hitchcock's Machinery Review. 
The new book will carry suitable edi 
torial material and will have a page size 
of 6x9 inches 

e 

The forthcoming edition of MacRae’s 
Blue Book will be known as the Golden 
Anniversary Edition, making fifty con 
secutive years of service in the field of 
directory publishing 

om 

A Sweet's Catalog File for Product 
Designers has been announced for dis: 
tribution early in 1943. The file is being 
established to serve the ever increasing 
product development and design depart 
ments being established as individual units 
in all branches of industry 

7 

Production Equipment, a standard ad- 
vertising unit, tabloid size publication has 
been launched by Harvey Carr, publisher 
of Coin Machine Journal, Chicago 

. 

Western Business Papers, Inc., Los 
Angeles, has announced for early pub 
lication Western Metals, a standard size 
publication to serve the West's ferrous 
and non-ferrous metal industries including 
producers, distributors, fabricators and 
consumers 


Side stitch binding and a new cover 
design have been adopted by The Tool & 
Die Journal with its October issue 

2 


Electrical Equipment has been admitted 













































































September ‘Metal 
of the four-color 
used by The Koppers 
Company in its current series of inserts 


The front cover of the 
Progress" featured one 
illustrations being 


to membership 


Manufacturing Confectioner 


monthly release to editors highlighting im 


trends and developments in the 
chemical industry reported in its current 








[CONTINUED FROM Pact 


Scoring Business Papers 


haps your weighting of the factors 


enough data on some factors to make 
a fair rating. 

So far it may seem that this ap- 
plies only to space buyers. 
If you are a publisher or space buyer, 
score your paper against your competi- 
tors. Chances are your score will rank 
Now try it over and use 
nothing but the promotional material 
you send space buyers. 





though you use the same factors an¢ 
par scores as‘I do, we very easily could 
rank the same papers in very differ- 
ent order, yet both be right, because 
of the differences in the advertising 


needs of our products. 





EXCEPTIONAL OPPORTUNIT* 
Space Salesman of superior 
civil engineering 
To cover Mid-West territory 
rT established top-notch papers. 
staff know of this advertisement 
details about your background to 
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“HOW CAN | DO 














Nearly 2,000 Members in 
These 25 District Chapters 
and Elsewhere 


BALTIMORE 
BOSTON 
CHICAGO 
CINCINNATI 
CLEVELAND 
COLUMBUS 
DETROIT 
INDIANAPOLIS 
LOS ANGELES 
MASON-DIXON 
MILWAUKEE 
MINNESOTA 
MONTREAL 
NEWARK 

NEW YORK 
PHILADELPHIA 
PITTSBURGH 
ROCHESTER, N. ¥. 
ROCKFORD 

ST. LOUIS 

SAN FRANCISCO 
TOLEDO 
TORONTO 
WESTERN NEW ENGLAND 
YOUNGSTOWN 


If you are located where there is 
no chapter, ask for information 
regarding membership-at-large 
—or suggestions for establishing 
a NIAA chapter in your city. 
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BETTER JOB 





MY COMPANY?” 


FOR ONE THING you can get yourself into the battle for 


present and future industrial markets. 


HOW? By joining and taking an active part in NIAA affairs 
as nearly 2,000 other industrial advertising sales promotion 
and marketing men are already doing! (See the complete list 


beginning on Page 103). 


AS A MEMBER of this progressive Association, you get a 
chance to trade friendly punches with the outstanding execu- 
tives in your field. You get a chance to discuss problems and 


trends, to swap ideas, with topnotchers in every industry. 


AS A MEMBER OF NIAA, you get an opportunity to hear 
high-grade speakers at the local monthly meetings and at the 
regional and national conferences of the association . . . to take 
part in stimulating clinics . . . to receive the confidential re- 


ports, studies and surveys made by special NIAA committees. 


SO... IF YOURE INTERESTED in doing a better job for 
your company, join NIAA as the first and easiest step toward 
your objective. For complete details, fill in, clip and mail the 


coupon below today! 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 


CHICAGO, 





NAME 
COMPANY 
POSITION 

ADDRESS 


* * * * * * * x * * * + x * 





ILLINOIS 





a 


* 


* 


* 





















INDEX TO ADVERTISERS 


AMERICAN ARTISAN 66-67 
\MERICAN SUILDER 119 
\MERICAN EXPORTE! 123 
AMERICAN MACHINIST 69-70-71-72 
AMERICAN METAL MARKET 129 
AMERICAN TRAD?! PRESS CLIPPINE 
KUREAI 149 
\RCHITECTURA RecoRI Second Cover 
\S80CIATED Business PAPERS 93 
AUTOMOTIVE AND AVIATION INDUSTRIES 97 
AVIATION EQUIPMENT 111 








LACON’S CLIP! BURBAI 162 
BLACK DIAMON 162 
BLAST FURNA‘ AND STEEL PLANT 160 
RRAMSON PUBLISHING COMPANY 107 
RvUsINESs PUBLISHERS INTERNATIONAL 
CORPORATION 14 
husiness WEEK Third Cover 
("“ANADIAD I STRIA EQUIPMENT 
NEWS : su 
("HAMPION PAPER AND FipRE Co 87 
HEMICAL AND METALLURGICAL ENG 
NEERING SS-S9 
("HICAGO SUN 13 
(ivi. ENGINEERING 139 
CONSTRUCTION DIGEST i4 
CONSTRUCTION METHODS 16-17 
(onTRACTORS & ENGINEERS MONTHLY 137 
Corron 117 
Domestic |} NEERI 6-7 
ELECTRICAL SoutTu 125 
ELECTRICAL WorRLp 9-10-11-12 
MN LECTRONICS 121 
ENGINEERING News-Recorp 16-17 
FACTOR MANAGEMENT & MAINTE- 
SANCI 15-46-47-48 
OUNDRY, THE 85 
Mritz PUBLICATIONS 64 
(ULF PUBLISHING COMPANY a3 
HEAT TREATING AND FORGING 160 
HEATING, PIpIinc & Arr CONDITIONING.66-67 
HEATING & VENTILATING : S4 
HlOsPITAL MANAGEMENT 13 
INDUSTRY AND POWER! 75 
IRON Ao r 8.59.60 
KEENEY PURLISHI (OMPANY 66-6 
LAM; wie 131 
MACHINE Des 113 
MACHINE Too. BLuE Book 147 
MACHINERY 79 
MARINE ENGINEERING & SHippine Ith 
VIEW 38 
McGrRaw-HiLt. PUBLISHING Co §2-63 
MECHANICAL ENGINEERING 161 
METAL PReGRESS 65 
METALS AND ALLOYS 
95, 137, 139, 141, 143, 145, 147, 149 
MiLK PLANT MONTHLY 162 
Mitt & Factor Rack Cover 
MILL SupPPiLies 115 
Mopern INDUSTRY 109 
VIODRERN PACKAGING 127 
NATIONA ! STT AT \DVERTISERS 
ASSOCTATION 16 
NATIONA PROVISIONE!S 18 
New Eourmer Dames 4 
foi. & Gas J Al 0 
PETROLEUM ENGINE! t 7 
PETROLEUM Tth eI +3 
rir & QUARRY . 
PowrER 8 S38 
ProwrER PLAN’ N RERIN¢ 9 
PRACTICA BUILDET 105 
PROCEEDINGS or I. I > 68 
Propver ENGINEER! G 15 
’ouniic WorK 141 
’URCHASING 90 
PUTMAN Put H COMPA 81 
RAILWAY Aa 7 
RAILWAY ELECTRICAL ENGINEER 37 
LAILWAY ENGINEERIN« AN MAINT? 
NANCH 7 
RAILWAY MECHANICA | NEEI 7 
t‘AILWAY SIGNALING I7 
IRINHO! PURLISHIN« cw 4.5 
hOTARIAN, THI 145 
SCREW MACHINE ENGINEERIN¢’ 135 
SHEET METAI mK EI 78 
“MITH W I : IU RLISHIN Com 
PANY i! 1179 125 
SOUTHERN Power! ‘ I = +1 
STEEI ee Be 
“WEETS CATAI Si ' l 
rRLEPHONE ENGINEER! lt 
THOMAS PUBLISHING (¢ 1 
roo. AND Dr j ‘ 143 
rraFric Wor! 19 
WELDING ENGINEER! 3 


WESTERN METALS 133 
\\ ' > ' R 
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to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 








§70. Advertising Joins the Colors. 


A fifty-six-page brochure illustrat- 
ing what industry is doing to further 
the war effort through its advertising. 
Compiled by Collier’s. 

§71. The “Secret Weapon” of Amer- 
ican Business. 

This folder discusses the economic 
importance of maintaining advertis- 
ing directed to the export market and 
lists eighteen objectives for such ad- 
Prepared by Association 
of Export Advertising Agencies. 


vertising. 


§§2. There’s Profit in Publications. 

An eighteen-page, illustrated book- 
let giving facts and information con- 
cerning the use of house organs, by 
Robert Newcomb, reprinted from 
American Printer. Issued by the 
Champion Paper and Fibre Company. 
553. What Export Advertisers Are 
Saying. 

A booklet the 
advertising messages many exporters 
are currently using in export maga- 
zines. Distributed by the Business 
Publishers International Corporation. 


showing type of 


555. How You Can “Advertise for 
Victory.” 

A folder containing a group of 
eight “fighting ads” each prepared 
with a separate objective in mind and 
all with the ultimate goal of victory. 
Published by Contractors and Engi- 
neers Monthly. 

470. How Manufacturers’ Catalogs 
Can Be Made More Useful. 

Some valuable information gained 
from field research as to what buyers 
want to find in catalogs designed for 
their use. Suggestions are divided un- 
der catalog content and catalog format 
illustrated with typical examples. 
Scores of catalog cover designs are 
shown in the list of 1,268 prefiled 
catalogs included in Sweet’s Catalog 
File, which is part of the book. 


What Your Customers Need to 
Know About Your Products. 

A hundred-page report prepared by 
a staff of research specialists based on 
a long series of interviews with men 


549. 









in the field which tells in the words 
of these men what headlines, phrases, 
pictures, techniques will attract atten- 
tion, stimulate interest, and compel ac- 
tion in advertising copy. Issued by 
Chemical & Metallurgical Engineer- 
ing. 


564. How to Prove the Value of 
Your Business Paper Advertis- 
ing in Terms of Dollars and 
Cents. 

This booklet presents a formula 


whereby an advertiser may compute 
in dollars and cents the service value 
of his advertising in a business paper 
in reaching present customers, com- 
petitors’ customers, other immediate 
prospects, and other future prospects. 
The application of the formula to an 
actual advertiser is detailed step by 
step and the results for seventeen oth- 
ers are given. Published by Keeney 
Publishing Company. 

558. Procedures for Conducting Lo- 
cal Wartime Business Clinics. 


The United States Department of 
Commerce, Bureau of Foreign and 
Domestic Commerce, is distributing 
this ten-page mimeographed pamphlet 
giving essential data on clinics from 
the “what and why” of 
through procedures and on to busi- 
ness consultants who may be called 
on for assistance. 


clinics, 


560. Sound Selling Strategy That 


Meets Today’s Conditions. 


This sixteen-page booklet, packed 
with illustrations, is an exceptionally 
well-planned presentation of facts and 
figures concerning today’s selling con- 
ditions. Published by Ceramic Data 
Book. 


§24. A Guide to Effective War-lTime 
Advertising. 


A loose-leaf manual in which ! 
been gathered examples of advertising 
that illustrate an understanding of the 
fact that today’s conditions have :n- 
creased rather than lessened the need 
for useful, informative, and specific 
business paper advertising. Additional 
case histories for the manual wi): >¢ 
released from time to time. Publis»ed 
by Associated Business Papers, Inc 
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